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Hearst Curbs TV 
Critics on Blasts at 
TV Personalities 


New York, Feb. 19—William 
Randolph Hearst Jr. has warned 
Hearst tv critics that he isn’t in- 


terested in “wasting the valuable |} 


space” of Hearst newspapers on 
“violent attacks” on tv personal- 
ities. 

Mr. Hearst’s warning came in a 
memo which went to all his editors 
and publishers. Mr. Hearst is pres- 
ident of Hearst Consolidated Pub- 
lications as well as publisher of 
The New York Journal-American. 

He asked that his instructions be 
passed along to drama, motion pic- 
ture, tv and radio critics, but he 
left the impression that the mes- 
sage was primarily intended for 
tv-radio critics. 


= The memo stated: . 

“Would you please instruct all 
our drama, motion picture, tv and 
radio critics to show professional 
perspective in their reviews and 
not to be biting or sarcastic or bit- 
ter toward personalities in their 
comments. 

“It is quite enough to say that a 
given performance is not worthy 
of the performer or up to his 
previous standards or was not very 
good and was, in fact, even pretty 
bad. 

“Drama and movie critics, of 
course, are allowed more leeway in 
their reviews than radio and tv 
critics as the former are advising 
people on the merits of a show for 
which our readers would have to 
pay out good money to see. 

“It is, therefore, a readers serv- 
ice and a time and money saver if 
drama and movie critics get clear 
cut and definite in their evaluation 
of a performance. 


es “It is a different matter with tv 
and radio. The shows come into 
our living rooms free; you can al- 
ways turn to another one if you 
don’t like a particular show. 
“Another factor is that a tv show 
(Continued on Page 192) 
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SWIFT‘S DUET—Swift & Co. is using 

newspapers in Seattle-Tacoma, 

Denver, Cleveland and Syracuse to 

promote its new margarine. Tv 

spots also are being used. Leo Bur- 
nett Co. is the agency. 


Ford Will Run 
36-Page Ad in 
‘Reader's Digest’ 


DEARBORN, MIcH., Feb. 20—The 
Ford division of Ford Motor Co. 
will run a special 36-page adver- 
tisement in the May issue of 
Reader’s Digest. It is believed to be 
the largest ad ever placed by Ford 
in a single magazine. 

The ad is based on the articles 
and information in the Ford divi- 
sion’s booklet, “Buyer’s Digest of 
New Car Facts for 59” (AA, Jan. 
26). All of the pages in the ad are 
perforated for easy removal. 

Ford will pay a net price of 
$780,000 for the 36 pages. Regular 
rates for pages in Reader’s Digest 
are $34,250 for black and one col- 
or, and $38,750 for full color, with 
a 10% discount for 36 pages. 

J. Walter Thompson Co. is the 
agency. Ford has announced that 
more than 1,500,000 families have 
sent for the “Buyer’s Digest.” # 


Men's & Boys Wear Group's Onetime 
$5,000,000 Sartorial Splendor Frays 


Clothing Doesn’t Get 
Promised Promotion as 
AIMBW Stays Upstairs 


By Lawrence Bernard 

New York, Feb. 19—Frayed 
cuffs, shiny pants and split seams 
were painfully evident at the 
American Institute of Men’s & 
Boys’ Wear last week when it de- 
cided to turn in the old suit— 
never fully paid for—for a new set 
of clothes. 

Founded nearly four years ago 
in a virtual blaze of publicity and 
grandiose advertising plans, 
AIMBW has since endured an un- 
ending series of lowered goals, 
ambitions and hopes. Last week 
Apvertistinc AGE reported the 
switch of its advertising account 
from Batten, Barton, Durstine & 


Osborn—where it was originally 
going to spend $5,000,000 but never 
did—to North Advertising—where 
it will spend less than $100,000. 


® This doesn’t imply that the in- 
stitute is losing a delaying action 
against extinction. Actually, it 
signifies a complete shift to a 
course long advocated by many 
institute members. Advertising 
will be entirely in business papers 
for a total of “slightly less than 
$100,000,” according to Louis C. 
Pfeifle, president. And public re- 
lations expénmditures, in tail-wag- 
ging-dog fashion, are expected to 
total between $300,000 and $400,- 
000 this year, he added. 

“I don’t believe in consumer 
advertising for a philosophy. I be- 
lieve in it if you have a product to 

(Continued on Page 192) 


New York, Feb. 19—In 1958, 33 titans of the 
advertising agency business billed $2.7 billion, 
up from the $2.6 billion billed by 32 agencies in 


this group in 1957. 


The $100,000,000 gain was, by and large, 
achieved in two ways—through international 


billing or through merger. 


For by and large, the headlong expansion of 
agency billing received a setback last year. 
Most agency billings increases—barring an in- 
ternational operation or a merger—were slight. 


® It is a commentary that, generally speaking, 


advertising billings progressed 


than at home last year, including the Canadian 
agencies—which generally did better than their 


U. S. counterparts. 


The giants of the advertising agency world 
continued to dominate the business, although 


in the super-agency group—the four agencies 
which each bill more than $200,000,000 a year 
annually—only J. Walter Thompson Co, re- 
corded a gain in domestic billing. 

J. Walter Thompson Co.—as AA reported 
was likely last year—hit a new billings mile- 
stone, an estimated $302,500,000, and thus be- 


Alphabetical Index to Agencies on Page 2 


better abroad 


FTC Hits Magazines Dealer Payoffs; 
Deplorable but Vital, Says Tippett 


Top Magazine Publishers 
Named in Illegal Push 
Money Charge by FTC 


WasHINGTON, Feb. 20—The Fed- 
eral Trade Commission charged to- 
day that the nation’s top magazine 
publishers and prime newsstands 
are enmeshed in an all-encompass- 
ing system of illegal push money 
payments. 

Chief beneficiary of the system, 
according to the FTC, is American 
News Co. and its subsidiary, Union 
News Co., which allegedly col- 
lected approximately $700,000 in 
illegal promotion allowances in 
1957 alone. 

The publishers, whom the com- 

(Continued on Page 193) 


‘Pay or You Don’t Get 
on Stand’: McCall Exec; 
Most Books ‘Study Plaint’ 


New York, Feb. 20—Most of the 
magazine publishers included in 
the Federal Trade Commission’s 
complaint against newsstand dis- 
tribution practices indicated that 
they were still studying the FTC 
document or had referred it to 
their lawyers and hence had noth- 
ing to say. 

But a few offered comments, 
notable among them J. Russell 


Tippett, circulation director of 
McCall’s, who forthrightly re- 
plied: 


“We deplore this suit, especially 
(Continued on Page 193) 


Last Minute News Flashes 


Warner-Lambert, Abrams Reported Near Agreement 


Morris Prains, N.J., Feb. 20—Warner-Lambert Pharmaceutical Co. 
reportedly has prepared an announcement that George Abrams is join- 
ing the company as assistant to President Alfred E. Driscoll. Mr. 
Abrams’ resignation as advertising vp of Revlon Inc. and discussions 
with W-L, among others, were reported here exclusively last week. The 
company today said only that it will “resume discussions” with Mr. 


Abrams the week of March 2. 


Cantaloupe Board Names Dancer-Fitzgerald-Sample 

FRESNO, CAL., Feb. 20—The California Cantaloupe Advisory Board, 
a new advertiser, has named Dancer-Fitzgerald-Sample to handle its 
account, reportedly billing about $150,000 (AA, Feb. 9). Nine agencies 
bid for the account, but actual presentations were made only by D-F-S, 
McCann-Erickson, J. Walter Thompson Co., Long Advertising and 


Botsford, Constantine & Gardner. 


Detroit Bank & Trust Drops Grant, Names Ross Roy 
Detroit, Feb. 20—Detroit Bank & Trust Co. has named Ross Roy 
Inc. to succeed Grant Advertising on its $350,000 account. The bank 
had invited presentations from Ross Roy, Grant and five other agencies. 
(Additional News Flashes on Page 193) 


came the first agency in the world to bill more 
than $300,000,000. 

Thus one agency bills more than $300,000,- 
000; four bill more than $200,000,000; and nine 
bill more than $100,000,000—including Foote, 
Cone & Belding and Leo Burnett Co. for the 
first time. On the rim are Kenyon & Eckhardt 
and Lennen & Newell. 

The median agency in this group was billing 
$60,000,000—a new high for the median, which 


last year was $55,000,000, and in 
1956 was between $41,000,000 and 
$51,000,000. 

A third of the agencies in this 
top group showed losses in 1958 
billing, ranging from $500,000 to 
several million dollars. On the 
whole the billings of this group of 
giants stood up fairly well, but its 
propertion of agencies reporting 
lower billings was about the same 
as that of the smallest bracket AA 
reports, the agencies billing less 
than $1,000,000. 


s Obviously, the great difference 
in the billings volume of 1958 was 
largely accounted for by the kind 
of accounts an agency had. Agen- 
cies with heavy interests in hard 
goods and automotive took a beat- 
ing—every major agency based in 
Detroit, except Campbell-Ewald, 
reported lower billings. Agencies 
concentrating on packaged goods 
(e.g., Ted Bates & Co. and Suli- 
van, Stauffer, Colwell & Bayles) 
had a good year. 

But more important perhaps is 
the fact that—among the 560 
agencies included in this tabula- 
tion—agency billings held up as 
well as they did. 


= Also interesting is the growth 
of the agency business abroad. 
This year for the first time Ap- 
VERTISING AGE presents a report on 
the billings of a number of agen- 
cies headquartered in foreign 
countries. A table covering these 
billings appears on Page 56, and 
stories detailing each agency’s year 
begin on Page 54. 

The only addition to the top 
bracket of advertising agencies is 
Ketchum, MacLeod & Grove, 
Pittsburgh, which moved up after 
having been on the rim of the 
group last year. Two agencies 
which will join the group—on the 
basis of merged billing alone, be- 
fore probable addition of new ac- 
counts—are Gardner Advertising 
and Geyer, Morey, Madden & Bal- 

(Continued on Page 54) 
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C&W's ‘Merchandising Know-How’ 


Appealed to Man 


Losers Were Too Windy, 
Lacked Merchandising 
Skill, Didn’t Know Line 


New York, Feb. 17—‘In the 
final analysis, the selection of an 
agency is basically a _ decision 
about people.” 


e “An advertiser, today, expects 
more than just good advertising 
from an agency.” 


e “The function of an advertising 
agency is to help a client sell more 
goods.” 


These are some of the opinions 
of Kermit Axel, vp and advertis- 
ing and promotion manager of 21 
Brands Inc., importer and distrib- 
utor of wines and spirits, which 
last week appointed Cunningham 
& Walsh as its advertising agency 
(AA, Feb. 16). In an interview 
with Apvertistinc Ace, Mr. Axel 
explained how and why he chose 
Cunningham & Walsh. 

Formerly, the account was 
handled by Calkins & Holden. 
When Fletcher D. Richards Inc. 


from 21 Brands 


| without any suggestions from us. 
|The only basic criterion we had 
| was that the agency to be selected 
had to have billings in excess of 
| $10,000,000." (Cunningham & 
|Walsh in 1958 reported billings of 
$51,000,000.) 

“From the original letters that 

(Continued on Page 189) 


Disagreements with 
CBS Not Reason for 
Sabbatical: Murrow 


New York, Feb. 19—Television’s 
best known newsman and com- 
mentator—and lately one of the 
severest critics—is taking a sabba- 
tical from the medium—to travel, 
to read, to listen and to try to 
learn, 

Edward R. Murrow this week 
asked for and received permission 
to take a year’s leave from his 
long-term CBS contract, starting 
July 1. 

Since the network’s cancelation 
of the much praised “See It Now” 


and C&H merged recently (AA, 
Jan, 12), it caused an account con- | 


series, there have been repeated 


|reports of strained relations be- 


tween Mr. Murrow and CBS exec- 


flict, since Richards had a number | utives. These rumors were inten- 


of National Distillers Products Co.| sified after the 


commentator 


brands, including Vat 69 scotch.| turned up in a minor role on elec- 


21 Brands’ largest single adver-|tion night last fall and after he | 


tised item is Ballantine scotch, | 
which accounts for nearly 70% of 
the company’s advertising budget 
of $500,000. 


® As soon as the merger of Rich- 
ards and C&H became known, Mr. 
Axel said, he was deluged with 
phone calls from agencies seeking 
the 21 Brands account. A total of 
30 agencies solicited the account. 
Mr. Axel requested each agency 
that phoned to send a covering 
letter. 

“We didn’t set up any ground 
rules, or send amy agency a 
questionnaire,” Mr. Axel said. “We 
decided to let the agencies that 
solicited the account make their 


made a scathing speech in Chica- 
go, warning, “Surely we shall pay 
for using this most powerful in- 
strument of communication to in- 
sulate the citizenry from the de- 


faced if we are to survive.” 


s More recently, Mr. Murrow 
made the headlines after CBS Ra- 
dio’s sensational program on the 
use of sex in business. 

This season Mr. Murrow’s as- 
signments have included a nightly 
commentary on radio and the 
weekly “Person to Person” and 
“Small World” shows on tv. This 
season he did only one documen- 
tary—this one a report on the in- 


presentations in their own way 


(Continued on Page 196) 


We Fail to Communicate Worth of 
Ad Business, Say Manchee, Stebbins 


For other news of Advertising Week events see Pages 8, 178, 180 


BBDO Veteran Asks 0.1% 
of U.S. Ad Volume for 
$11,000,000 Campaign 


MINNEAPOLIS, Feb. 17—A _ na- 
tional ad campaign in which the 
advertising industry would sell it- 
self was suggested here last week 
by Fred Manchee, former exec vp 
and treasurer of Batten, Barton, 
Durstine & Osborn. Mr. Manchee 
made the same suggestion in an 
interview with ADVERTISING AGE 
(AA, Feb, 2). 

In a talk before the Minneap- 
olis Club Feb. 12, Mr. Manchee 
called for an educational campaign 
through the Advertising Federa- 
tion of America aimed at the gen- 
eral public, educators, government 
and American youth. 

He suggested that one-tenth of 
1% of the nation’s $11 billion an- 
nual ad expenditure be appropri- 
ated for the campaign. This would 
provide the industry with an $11,- 
000,000 ad budget, he said. 

“Our educational campaign is a 
big job,” he said. “We have a mul- 
tiple market to cover. We have the 
general public to inform. The 
same goes for educators, people in 
government and the youth of 
America, upon whom we must de- 
pend for future consumers and 
from whom we must attract work- 


L. A. Agency Head Is 


to Advertising in West 


Los ANGELEs, Feb. 17—‘‘We who 
are knee-deep in the business of 
communication have done a very 
bad job of communicating the sto- 
ry of that business, not only to the 
public but to the 
very clients who 
keep us in busi- 
ness,” Hal Steb- 


bins, of Hal 
Stebbins Inc., Los 
Angeles, told 


members of the 
Western States 
Advertising 
Agencies Assn, 
last week. 

His remarks 
were made as he 
received the association’s third an- 
nual award “for outstanding con- 
tribution to advertising in the 
West.” 

Mr. Stebbins said there are 
many executives, even in the 
stratosphere of big budgets, who 
do not understand how advertising 
functions; why it must be har- 
nessed to selling; why it must be 
synchronized with marketing; why 
it must be constantly sold, not 
only to their trade, but to their 


Hal Stebbins 


(Continued on Page 196) 
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manding realities which must be) 
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MAGAZINE DEBUT—This color page in 

the March issue of Reader’s Digest 

will mark the first time Skippy 

peanut butter has been advertised 
in a consumer magazine. 


Skippy, Veteran 
TV User, fo Bow 
in Magazines 


New York, Feb. 17—Skippy 
| peanut butter, a tv perennial, will 
be advertised in a consumer mag- 
azine for the first time this spring. 
A campaign of four-color pages 
will run in the Reader’s Digest, 
starting with the March issue. 

This magazine budget is in ad- 
dition to the product’s regular 
budget, which has been and will 
}econtinue to be allotted to tv—in 
fact, this is the ninth continuous 
year that Skippy has been a spon- 
sor of “You Asked for It” (ABC- 
|TV). It is a product of Best Foods 
| division of Corn Products Co. 

The magazine ads will show a 
jar of Skippy and a handful of 
|peanuts. The headline reads: 
| “Only two things in the whole 
world taste exactly like peanuts.” 


@ The copy explains: “Skippy is 
the one peanut butter made espe- 
cially for grownups. (Bright, gifted 
children also appreciate Skip- 
py’s unique advantages.) Skippy 
doesn’t taste like peanut butter. 
It tastes like peanuts. Fresh- 
roasted peanuts. Exactly. Made by 
an exclusive, patented process, 
Skippy stays fresh, sweet and easy 
to digest. Whether or not you or- 
| dinarily like peanut butter . . . if 
| you like peanuts—you’ll like Skip- 
| ” 

Guild, Bascom & Bonfigli, New 
York, is the agency. # 


Sara Lee Unveils 


Backlit Spectacular 


Cuicaco, Feb. 16—Kitchens of 
Sara Lee unveiled a new three-di- 
mensional outdoor spectacular 
on north Michigan Ave. here last 
week. The company said cost of 
the sign, including first year of 
operation, will be about $50,000. 

General Outdoor Advertising Co. 
said the 13%x48’ board contains 
several firsts, including inter- 
changeable 8x16’ glass panels 
which are lighted from the rear. 
The panels, which are stored in- 
side the sign, show six Sara Lee 


S| bakery products. 


Replicas of the packages also 
can be changed. They too are 
lighted from behind. The letters 
of the Sara Lee name are neon 
lighted from the inside. The entire 
sign is rimmed with neon lighting. 

Sara Lee said the panels show- 
ing various products would be 
changed about every other month. 
The company has a 3-year lease 
on the site—which it considers one 
of the finest in the U.S.—with var- 
ious options to continue beyond 
that time. 


s The sign was designed by Gen- 
eral Outdoor Advertising Co. and 
Cunningham & Walsh, the Sara 
Lee agency. # 


'| Secretaries Say 


| Admen Are Smart, 
_Able—but Not Sexy 


| New York, Feb. 17—Most agen- 
\cy men are above average in in- 
|telligence, ability and politeness, 
‘and they’re well-suited to their 
jobs. 

In sex appeal and in consider- 
ation, however, they’re only av- 
| erage. 

Who says so? Their secretaries, 
no less. 

These evaluations came to light 
in a “quiz game for secretaries” 
recently distributed in two large 
New York agencies. The quiz, 
called “How do you rate the guy 
you work for?” is the handiwork 
of two agency vps, who thought it 
up over lunch one day—and who 
are insisting on the security of 
anonymity in the matter. 

Their inspiration was an over- 
heard conversation between two 
secretaries discussing their bosses. 
This eavesdropping proved so edi- 
fying, the vps decided to do a lit- 
tle research on the subject. 


= Mimeographed copies of the quiz 
were passed out to the secretaries 
in the two agencies with the as- 
surance, “No signature is neces- 
sary. We want honest answers.” 

When the results were tabulated, 
they showed that the majority of 
the secretaries thought highly of 
their bosses. The admen ranked 
|highest in intelligence; 55% were 
rated above average, 45% average. 
None ranked below average. 

The admen scored high in abili- 
ty also: 58% were graded above 
average, 36% average, 6% below 
average. The secretaries gave their 
bosses good marks in politeness, 
too: 57% were adjudged above av- 
erage, 39% average and 3% below 
average. 

In the matter of consideration, 
however, only 48% were rated 
above average, 30% average and 
21% below average. 


= Contrary to what some novel- 
|ists would have readers believe, 
the admen ranked lowest in sex 
appeal. 33% were judged above 
average, 39% average, 27% below 
| average. 

To the question, “Would you put 
him in his present job if you were 
hiring?”, 66% of the secretaries 
responded with a resounding yes; 
21% said maybe. And 12% said 
no. 
Most of the _ secretaries by- 
passed the space allotted to “com- 
ments.”” Those who did elaborate, 
however, did so with words of 
praise. “I think he should be pres- 
ident,” one secretary loyally al- 
lowed. 

Two secretaries noted they 
thought their bosses were “capa- 
ble of a higher position,” and 
one went on record with: “There 
isn’t a job he couldn’t do better 
than anyone else.” # 


Finley to ‘Good Housekeeping’ 
Joseph §S. Finley, formerly with 
Hearst Advertising Service, has 
joined the sales staff of Good 
Housekeeping, New York. 


Advertising Age, February 23, 1959 


Beirn Succeeds 
Abrams as Top 
Revion Adman 


‘When Good Man Joins 
Good Client, We Both 
Gain,’ Says LaRoche 


Beirn, president of three advertis- 
ing agencies in the last three years, 
has resigned from C. J. LaRoche & 
Co. to join an 
agency client, 
Revlon Inc., as 
vp in charge of 
advertising. 

He succeeds 
George Abrams, 
whose _ resigna- 
tion was reported 
exclusively in 
these columns 
last week. At 
LaRoche, Mr. 
Beirn’s responsi- 
bilities included supervision and 
planning for 14 Revlon products, 

(Continued on Page 196) 


F. K. Beirn 


Internal Revamp 
Led to Split in 


Jantzen Account 


Addition of Hockaday 
Lets Advertiser Push 
Women’s Line Separately 


New York, Feb. 18—Splitting 
of the account of Jantzen Inc., 
Portland, Ore., between two agen- 
cies (Hockaday Associates, New 
York, gets the women’s sportswear 
division and Botsford, Constantine 
& Gardner, Portland, keeps the 
remainder) is one more step in the 
internal specialization that has 
been going on for the past several 
years at Jantzen, Bruce Sturm, ad 
director, said at a press conference 
here today. 

ADVERTISING AGE erred in re- 
porting that Jantzen was moving 
both its men’s and women’s sports- 
wear division Advertising from 
Botsford to Hockaday (AA, Feb. 
16). Hockaday will handle an ex- 
panded campaign for the women’s 
division; the remainder of the 
business remains at Botsford, Jant- 
zen’s agency for 40 years. 


@ The first Hockaday ads for Jant- 
zen will promote the “cruise” 1959 
and spring 1960 lines. 

The company in recent years 
has increasingly separated the sale, 
design, advertising and promotion 
of its men’s and women’s divisions, 
Mr. Sturm said, and Jantzen be- 
gan screening agencies for its 
women’s division six months ago. 

Finalists with Hockaday were 
McCann-Erickson and Batten, Bar- 
ton, Durstine & Osborn. # 
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NEW SPECTACULAR—Kitchens of Sara Lee, Chicago, unveiled this 

1344248’ sign on Chicago’s near north side last week. Backlighting 

through glass gives a three-dimensional effect to the coffee cake 
and to the package. 


; 
: 


New York, Feb. 18—F. Kenneth f 
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‘Digest’ Omitted — 
AMA’s Qualifier, 
Richards Charges 


Cancer Disclaimer Came 
Too Late, Dashiell Tells 
Tobacco Institute Exec 


NEw York, Feb. 18—Reader’s 
Digest returns to the field of lung 
cancer with an article in its 
March issue on “The growing hor- 
ror of lung cancer,” by J. D. Rat- 
cliff. 

The article, condensed from the 
American Medical Assn. publica- 
tion, Today’s Health, quotes Dr. 
Alton Ochsner, of New Orleans, a 
chest surgeon, as saying, “I am 
convinced that every heavy smok- 
er will develop lung cancer unless 
heart disease or some other sick- 
ness claims him earlier.” 

The article will be promoted 
through the Digest’s regular small 
one-column ads in 400 daily news- 
papers. Thirty insertions are 
planned in major mrkets within 
ten days after the issue appears 
on newsstands. 

J. Walter Thompson Co. is the 
agency. 


® James P. Richards, president of 
the Tobacco Institute, charges the 
Digest article “is another one- 
sided attack on tobacco,” and asks 
why the Digest omits “from its 
article the statement that accom- 
panies the original article in To- 
day’s Health.” 

That statement is as follows: 

“The house of delegates of the 
American Medical Assn. has taken 
no definitive action on the pos- 
sible connection between cancer 
and smoking. There is still con- 
siderable difference among medi- 
cal authorities on this controver- 
sial subject.” 


@ In reply, Alfred S. Dashiell, 
managing editor of the Digest, 


(Continued on Page 189) 


‘Tide’ Ebbs as 
‘PI’ Acquires 
38-Year-Old Book 


New York, Feb. 18—Tide, start- 
ed in 1921 as a promotion piece for 
Time Inc., was sold yesterday to 
Printers’ Ink for an unannounced 
sum, reportedly about $75,000. 

The monthly—which has been in 
a number of hands in its 38-year 
career—was sold by Bill Bros. 
Publishing Corp., which also puts 
out Sales Management. Bill Bros. 
purchased Tide in the spring of 
1956 from Billboard Publishing Co. 
Published first as a monthly, then 
as a fortnightly, Tide was original- 
ly sold by Time Inc. to Raymond 
Rubicam, former president of 
Young & Rubicam, for $10,000. 

In 1948, Mr. Rubicam sold a 
majority stock interest in Tide to 
a group of the magazine’s execu- 
tives. In 1951 Tide was bought by 
Magazines of Industry. Billboard 
purchased the book in 1953. 

Tide’s paid circulation, as of 
June 30, 1958, was 12,825. Previous 
ABC periods put its circulation 
at 12,884 (Dec. 31, 1957), 12,642 
(June 30, 1957) and 11,522 on 
Dec. 31, 1956. 


= Tide sold 363 pages of advertis- 
ing in 1958, as compared with 415 
pages in 1957, 460 pages in 1956 
and 635 pages in 1955. 

All these figures were fractions 
of the impact Tide made in the 
early postwar era. In 1940 the 


(Continued on Page 189) 


Rise of Industrial 
Publishing Corp. 
Shown in TV Series 


CLEVELAND, Feb. 
Publishing Corp. is one of the new 
heros on “Operation Success,” the 
nationally syndicated tv series 
which Quentin Reynolds produces 
for Freedoms Foundation Inc. 

The filmed 15-minute show, nar- 
rated by Mr. Reynolds, dramatizes 
Industrial Publishing’s rise in the 
trade publication field and tells 
the importance of industrial ad- 
vertising to the nation’s well be- 
ing. 

Officers of Industrial Publish- 
ing and a Cleveland agency presi- 
dent are interviewed on the show, 
which made its debut Feb. 16 on 
WATR-TV, Waterbury, Conn. The 
films will be shown by 50 some 
stations during the next 12 months. 


s “Operation Success,” now in its 
fourth year of national telecasting, 
chronicles business successes based 


(Continued on Page 189) 


Avis to Boost 
Rent-a-Car Ads 
Above $3,500,000 


Boston, Feb. 17—Avis Rent-a- 
Car System, which came to Mc- 
Cann-Erickson a year ago as a 
$1,500,000 account, will spend be- 
tween $3,500,000 and $4,000,000 on 
national and local advertising dur- 
ing 1959. 

In announcing this record budg- 
et, Winston V. Morrow Jr., exec 
vp, noted that Avis has increased 
its advertising by more than 20 
times since 1953, when its national 
advertising started. ; 

The first phase of the 1959 cam- 
paign will place heavy emphasis 
on the Avis corporate travel plan, 
which provides business customers 
with central billing. 

During February, March and 
April Avis will run pages in the 
following publications: Business 
Week, New York Journal of Com- 
merce, Newsweek, The Saturday 
Evening Post, Sports Illustrated, 
Time, U.S. News & World Report 
and Wall Street Journal. 


# In addition, Avis will use Na- 
tion’s Business in February and 
March, Dun’s Review & Modern 
Industry in February and April, 
Forbes and Fortune in March and 
April and The New Yorker in 
March. 

Also on the schedule are “hun- 
dreds of local newspapers” and 
“appropriate trade journals.” # 
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TExTURED—Madison Throwing Co., 
New York, is using tapestries as 
art work to promote its Madara 
yarns. This color page runs in the 
March Glamour, another page in 
the March 1 Vogue. Gibbons- 
O’Neill, New York, is the agency. 
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& 
EYE-CATCHER—“‘Crowd” shots in a 
new Aetna Casualty & Surety Co. 
campaign dramatize an “individ- 
uality” theme. This first ad—a 
two-color page—kicks off in the 
March 7 Saturday Evening Post. 
Wm. B. Remington Inc., Spring- 
field, Mass., is the agency. 


New WGN Pact Cuts | 
Music Staff in Half; 
Will Save $300,000 


CHIcAGo, Feb. 17—WGN, a non- 
network radio and tv _ station, 
will save about $300,000 this year 
on salaries paid to musicians be- 
cause of a new contract negoti- 
ated with the American Federa- 
tion of Musicians by Ward Quaal, 
vp and general manager. 

The new four-year pact re- 
quires WGN to carry a staff of 
18 musicians and one director, as 
compared with the previous “quo- 
ta” of 35 musicians and two di- 
rectors. The new wage scale for 
musicians is a flat $142 weekly 
as compared with the old scale of 
$247 for commercial and $197 for 
sustaining programs. 

These provisions do not affect 
record turners, arrangers and li- 
brarians. A section of the new 
contract lowers the salary of rec- 
ord turners from $148 to $142 
weekly, with 5% pay boosts due in 
the third and fourth years of the 
contract. 

WGN has already reduced its 
music staff to the minimum. 


® The “quota” system, which re- 
quires radio and tv stations to 
carry a certain number of musi- 
cians and to pay them whether 
they work or not, also was handed 
a setback in new five-year con- 
tracts negotiated by the three net- 
works—ABC, CBS and NBC—but 
the end results were not as drastic 
as the WGN case. 

Under the old pact, network sta- 
tions here were compelled to carry 
a staff of 45 musicians, which 
did not include record turners. The 
new agreement allows the net- 
works to reduce this number to 
40 this year, and to drop five mu- 
sicians each year until a minimum 
of 25 musicians is reached in 1962. 

Weekly salary scales of musi- 
cians of $247 for commercial shows 
and $197 for sustaining shows will 
stay the same until 1961 when a 
10% pay boost will be enacted. 
The networks also will! contribute 
5% of base salaries to a pension 
fund. 

Musicians now will be required 
to work six hours of any eight- 
hour stint in contrast to the old 
arrangement of having to work no 
more than four hours in any eight- 
hour period. The salaries and 
working hours of record turners 
will stay the same except that 
they will share in the pension 
plans. # 


WCOP Boosts Steadman 
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Even (Why Not?) a Diplomat... 


Show People Galore Are 
Used in Commercials to 
Keep Viewers’ Attention 


By Maurine Christopher 


New Yoark, Feb. 19—‘Mrs. Roo- 
sevelt—the Mrs. Roosevelt—ap- 
pearing in a radio and television 


Quaker Realigns 
Merchandising, 
Ad, Sales Units 


Cuicaco, Feb. 18—Quaker Oats 
Co., in a realignment of advertis- 
ing, merchandising and sales 
activities aimed at sharpening gro- 
cery store marketing, has appoint- 
ed William G. Mason marketing 
vp and Victor Elting ad and mer- 
chandising vp, both new posts. 

At the same time, Robert D. 
Stuart Jr. becomes grocery prod- 
ucts vp. Mr. Mason has been ce- 
real sales vp since 1951; Mr. Elt- 
ing formerly was advertising vp 


William G. Mason 


Victor Elting 


and Mr. Stuart was pet foods di- 
vision vp. 

In other appointments, J. L. 
Spangenberg, formerly research 
director, was named commercial 
research director; Morris F. Lynch 
moves from eastern division sales 
manager at Elizabeth, N. J., to 
general sales manager of the gro- 
cery products division, and J. A. 
Donaldson, previously cereal sales 
manager, becomes director of sales 
development, a new post. 

In the realignment, Quaker Oats 
has altered its advertising, mer- 
chandising and sales activities to 
a system in which product man- 
agers, formerly in the sales de- 
partment and ad department, now 
work together in the advertising 
and merchandising department 
under four new group merchan- 
dising managers. The new group 
managers are R. Parker Long, pet 
foods; R. R. Fenner, corn goods 
and Flako baking mixes; Harvey 
M. Andersen, Aunt Jemima mixes, 
and K. F. Browning, cereals. Mr. 
Browning comes to Quaker Oats 
from Tracy-Locke Co. 


a Peter B. Warner, formerly man- 
ager of grocery products advertis- 
ing, is the new ad director. Re- 
sponsible to Mr. Warner are A. A. 
Dennerlein, manager of feed ad- 
vertising and merchandising; Lois 
Ross, home economics director; 
Robert E. Weed, manager of ad- 
vertising services, and T. M. Jar- 
vis, manager of promotional serv- 
ices. Mr. Jarvis joins Quaker Oats 
after eight years with Procter &| 
Gamble. 

Robert S. Macdonald continues 
with responsibilities for institu- 
tional advertising, and in addition 
will handle industrial product 


Chester C. Steadman Jr., an) 
account executive of WCOP, Bos- 
ton, for the past three years, has) 
been appointed sales manager of 
the radio station. | 


campaigns as manager of institu- 
tional and industrial advertising. 

James E. Mason continues as 
sales promotion manager, moving 
from sales to the advertising and 


Mrs. FDR Only Newest 
‘Anti-Tuneout' Ad Star 


commercial? This is something I 
never expected to see.” 

There must have been a lot of 
startled housewives who reacted 
in this fashion 
this week, when 
Mrs. Franklin D. 
Roosevelt turned 
up on CBS-TV, 
NBC-TV_ and 
CBS Radio, talk- 
ing about Good 
Luck margarine. 
In the commer- 
cials she also ex- 
pressed the hope 
that “America 
could lead the 
way in helping to feed the starving 
people of the world.” 

The New York Times termed 
the sight of Mrs. Roosevelt “raising 
her eyes to the camera and linking 
her concern for the world’s needy 
with the sale of a food product at 
a retail counter disquieting in 
the extreme.” Times tv critic Jack 
Gould said Mrs. Roosevelt, like any 
other individual, was “entitled to 
a lapse in judgment,” but he 
chided Lever Bros. and Ogilvy, 


(Continued on Page 192) 


Cleveland Cracks 
Down on ‘Lottery’ 
Ads, Promotions 


CLEVELAND, Feb. 17—Two heavi- 
ly advertised contests were dis- 
continued here after public attor- 
neys opened a campaign against 
“merchandising through gambling 
schemes.” 

The officials are studying 10 
more commercial contests, includ- 
ing the widespread newspaper 
crosswords, to determine if they 
are lotteries operating in violation 
of Ohio law. 

One of the discontinued con- 
tests, sponsored by Coca-Cola, has 
a counterpart running in this 
same state—in Cincinnati. 

But the Cleveland Coca-Cola 
Bottling Co. withdrew its “Cross 
the T” promotion when Ralph S. 
Locher, city law director, declared 
it was illegal and announced he 
would seek a court order to re- 
strain it. 

In the wake of Mr. Locher’s rul- 
ing, Kroger Co. suspended its 
weekly drawing for automobiles 
and other prizes at Kroger stores 
in Cleveland and Cuyahoga Coun- 
ty. 


Eleanor Roosevelt 


a “These selling gimmicks are 
springing up everywhere,” Mr. 


Locher said. “They reflect a some- 
thing-for-nothing philosophy that 
(Continued on Page 189) 


HOWARD HELLER, former media direc- 
tor of McCann-Erickson, Chicago, 
will join the television program- 
ming department of J. Walter 


merchandising department, + 


Thompson Co., Chicago, Feb. 23, 
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Alphabetical Index for 
Agency Billings Section 


PAGE AGENCY BILLING 
148 Joseph P. Abraham & Associates ..$ 500,000 
148 Acme Advertising Agency .......... 105,698 
96 Burke Dowling Adams Inc. ............ 13,000,000 
148 Ad-Art Associates .......... a 44,376 
148 Ad Fried & Associates 220,000 
132 William Hart Adler Inc. .........+ 1,983,700 
. 330,321 
TAB Ad-ventures INC. ....ccccccccccecceeseerennee 108,450 
148 Advertising Associates ...............0 554,249 
148 Agricultural Information Service 74,385 
120 Aitkin-Kynett Co. ....ccccccrceereeceereeee 7,250,000 
FEE Ts A ERE Ce. ecsccccrsocecentsceseceveeee 1,015,668 
148 Allan Associates 185,000 
148 Allied Busi Cc 128,607 
148 S. L. Althouse . 88,134 
148 Anderson Advertising Agency .... 120,005 
120 Anderson & CGIFMS .......0ccceeee 6,869,600 
POW BURRRID GO) ceerecercccrecsseseceresceevcece 349,732 
121 Arndt, Preston, Chapin, Lamb & 
EEE EE LT aoe Oe 8,000,000 
134 Arnold & CO. oiccccccccecvees 1,348,000 
134 Associated Advertising  ............. 1,345,000 
148 Associated Advertising Counselors 170,310 
121 Aubrey, Finlay, Marley & Hodgson 8,500,000 
54 WN. W., Ayer & SOM oo.ccccccecseeeeeees 102,000,000 
134 Aylin Advertising Agency ............. 1,330,800 
134 Baer, Kemble & Spicer ................ 1,101,700 
121 Baker Advertising Agency ........ 6,500,000 
134 Frederick E. Baker & Associates... 2,315,046 
134 Herbert Baker Advertising ............ 1,300,000 
134 Barnes Chase Co. ......cccccscrecsseeeee 
96 G. M. Basfurd Co. ...... 
Be Fe Ne Gy. cc cccecrecensesevicnncreesse 106,700,000 
54 Batten, Barton, Durstine & Osborn 208,700,000 


124 

72 
151 
151 


Batz-Hodgson-Neuwoehner ............ 1,816,746 
Fred R. Becker Advertising Agency 349,668 
Max W. Becker Advertising ........ 819,969 
Lovis Benito Advertising ............ 764,122 
Benton & Bowles ...........:008 . 103,000,000 
Doyle Dane Bernbach .............00+ 22,000,000 
a sccsssecuntente 10,000,000 
Biddle Advertising Co. ......00 8,004,083 
Bishopric-Green-Fielden  ............... 2,650,000 
Boa B MAWCOR oeeesecesscscresscsceccceseees 414,500 
Bonfield Associates ................0606 462,422 
ET TIER Cetasddtinceiacsesesasooseneonscanee 1,055,739 
Botsford, Constantine & Gardner 6,415,200 
Chas. Bowes Advertising ............... 1,344,868 


Bozell & Jacobs 
Braco Associates 
Bradley, Venning, Hilton & Atherton 1,500,000 
Breithaupt, Milsom Ltd. ............... 4,000,000 
ie Ey TUTE SUING cenkasecsnteveosecerensieser 
Harry P. Bridge Co. ............ 
Bridges-Sharp & Associates 


Brooke, Smith, French & Dorrance *7,000,000 
S. M. Brooks Advertising .............. 1,488,811 
By rs I Oe SO. ccdesscessccecesccoscose 28,000,000 
Sy CIOD cecvescsvncescoceoneseses 5,300,000 
Earle Palmer Brown & Associates .. 295,790 
Bit, Ne INE GD, | cshévsccsececenseceuneee 137,700 
INTE 1 cscs pusicdenubbubangesbecnsince 10,000,000 
Burdick & Becker .... u 

MINE ML, "pisddicadeteiiasee cecreree 101,571,000 
Buss, Bear & Associates ................ 530,000 
Kenneth B. Butler & Associates .... 622,947 
Buxton Advertising Agency ........ 575,008 


Byer & Bowman Advertising Agency 3,025,802 


Byrun Advertising Agency ............ 107,845 
Joseph F. Callo Ine... 833,500 
Calkins & Holden ............ 10,500,000 
J. M. Camp & Co. ...... 2,000,000 
Campbell-Ewald Co. ...... 80,000,000 
Campbell-Mithun .......... os 938,287,203 
Campbell-Sanford Advertising Co. 120,000 
Solis S. Cantor Advertising . ........ 462,480 
SITING siedasihbestlnnsiarseeséactes evsccens 7,500,000 
Carpenter Advertising Co. ............ 500,000 
Lincoln J. Carter Advertising ........ 445,398 
ITER NUD \ioncaerdreveriocostavennsrocesstinbes 3,747,000 
James Thomas Chirurg Co. .......... *5,250,000 
J. W. Christopher Advertising ...... 232,500 
Clarke, Dunagan & Huffbines ...... 1,001,000 
Sidney Clayton & Associates ........ 1,332,519 
Cockfield, Brown & Co. ........008 26,071,000 
Cohen & Aleshire ......ccccscceecees *8,250,000 
Cole, Fischer & Rogow ........:.c0000 4,050,000 
Cole & Weber oo... 5,524,958 
Coleman Todd & Associates 942,000 
Columbia Advertising ........c00000 455,907 
Commerce Advertising Agency ...... 1,020,000 
Compton Advertising ........0.00+ 75,200,000 
Allan Copeland & Garnitz .......... 500,000 
Crary GB BOld n.nccsrvesersssnscrercescssvers 560,000 
Cramer-Krasselt Co. ....cccccccccceceeses 9,538,751 
Crisp & Harrison ..... 393,044 
Cruttenden Adv. ..... 872,400 
Earl R. Culp Co. ........0. 130,129 
Cunningham & Walsh ........... 51,000,000 
Curtis, Sarver & Witzerman .... 795,996 
Dancer-Fitzgerald-Sample 81,000,000 
Daniel & Charles ................. 5,951,000 
D’Arcy Advertising Co. ............ 56,000,000 
Bs I, MEN acca isscosetevecstvete 513,783 
Davidor Advertising Agency ........ 60,000 


PAGE AGENCY BILLING 
151 Davies & McKinney ........-.-....0000 351,444 
136 Davis, Parsons & Strohmeier ........ 1,082,087 
151 Leonard Davis Advertising Inc. .... 163,000 
gg EA RES Ao 1,008,453 
136 Dillon-Cousins & Assoc. ..........0.06 1,600,000 
152 Dobbins, Woodward & Co. ............ 834,185 
98 Doherty, Clifford, 
Steers & Shenfield ............ccccvee 23,200,000 

73 Donahue & Coe 29,600,000 
Pe Wie We ME GO GB. ccscccsccscnsccsictbense 18,600,000 
FB Doremus & Co, wicccsccecersenrerserseneneee 15,000,000 
152 Douglas Advertising Agency .......... 202,836 
152 John L. Douglas & Associates ...... 648,000 
102 Dowd, Redfield & Johnstone ........__ 12,000,000 
132 Dumeen-Brooks — ........0ccccscsscersesssorees 989,280 
152 Edelstein-Nelson Advertising Agency 500,000 
1O2 Ellington Be CO. ....cccccccseseeeeseeeeereeeee 14,000,000 
73 Erwin Wasey, Ruthrauff & Ryan .. 74,664,000 
152 Geo. Eschbaugh Advertising .......... 216,638 
Be IY FN GR iiareieseozisersncsesssesees 60,000,000 
136 Fairfax Inc. ......... 3,846,000 
DEE Tikes Pew GODS cv siisccccccéaieecscssosnccoes 59,606 
136 Vance Fawcett Associates .............. 1,016,000 
152 Feeley Advertising .......:..:000 850,000 
152 Paul A. Fergus Co. ......cccccsecseeeeeee 256,804 
124 Lawrence Fertig & Co. ..... 8,100,000 
136 Fessel-Siegfriedt Advertising 1,019,173 
152 Firestone-Goodman Advertising .... 454,522 
136 Fischbein Advertising ...........-.. 1,070,000 
136 M. M. Fisher Associates .................. 1,021,000 
102 Fitzgerald Advertising Agency .... 12,000,000 
152 Flamm Advertising .........-:.00-00 

152 Flecher, Wessel & Enright ............ 

152 Harold E. Flint & Associates ........ 

152 Food Research & Advertising 

76 Foote, Cone & Belding ................... 

152 Forbes Advertising Agency ... 

124 Foster Advertising ............0ss0 

- § oy > eRe eee 101,223 
154 Frances, Morris & Evans ............ 789,043 
102 Albert Frank-Guenther Low .......... 16,121,981 
124 Clinton E. Frank Inc. ... 7,000,000 
154 Franklin Advertising ..... 521,893 
154 Franklin Associates ................. si 683,955 
137 E. M. Freystadt Associates ............ 1,255,124 
154 Friend, Krieger & Johnston ............ 551,700 
137 Friend, Reiss Advertising ....... 4,197,766 
102 L. W. Frohlich & Co. ........... . *15,000,000 
VEY Bie, HOIE GIDL sevoscnecescccersissoges 2,008,977 
154 Charles F. Fry Advertising Associates 401,227 
80 Fuller & Smith & Ross «2.0... 44,100,000 
124 Fulton, Morrissey Co. .........cccee 5,417,393 
154 Fyten-Huffman 325,000 
154 Gadsby Advertising ...........::000 200,000 
 £ XO” Re ene 1,194,399 
154 Gardiner Advertising in 222,838 
104 Gardner Advertising Co. ..............+ 23,100,000 
137 Garfield-Linn & Co. ..cccccccceeescesee 2,457,000 
137 Gaynor & Ducas 3,728,654 
137 W. B. Geissinger & Co. ...........0 1,258,000 
154 General Advertising Agency .......... 650,000 
154 Gent Advertising 2.0.0... 883,350 
154 Geren Advertising ..........:.:ceeee 153,371 
Be NS as itde ccscoscskovnsceceseenace 2,420,000 
154 Getz & Sandburg .......cccccceceees 675,393 
104 Geyer Advertising .........::ccreee *21,100,000 
154 Gibney & Barreca 00... 760,000 
I id cas ds csacocesvnecerse 2,200,000 
154 Gislason-Reynold ........cccscscseeeeee 427,000 
137 Givens-Davies Advertising Agency 1,102,300 
138 Godwin Advertising Agency ........ 2,561,179 
154 Roy C. Goettsche Advertising ...... 118,344 
154 Nate Goldberg Advertising Agency 115,050 
154 Goodis, Goldberg, Dair 585,600 
154 Gorchov Advertising ............ 433,908 
138 Gore Smith Greenland Inc. .......... 2,430,219 
124 Gotham-Viadimir Advertising ....... 5,000,000 
154 Gottschaldt & Associates .............. 795,378 
80 Grant Advertising «0.0... 96,500,000 
154 Ted Gravenson Inc. .........cccccceeeee 513,450 
104 Gray & Rogers “0 

128 Monroe Greenthal Co. ............0000 5,250,000 
81 Grey Advertising Agency .............. 42,800,000 
154 Griffith & Rowland 151,745 
154 Grimm & Craigle 634,382 
104 Griswold-Eshleman Co. ............ 10,050,000 
137 Chas. Anthony Gross 

Advertising Agency ......c::s.ccssee 2,337,570 

138 Grubb & Peterson Advertising ...... 1,845,739 
156 Art Gruber Associates ............0.000 450,000 
106 Guild, Bascom & Bonfigli .............. 10,227,515 
106 Lawrence C. Gumbinner Advertising 17,800,000 
156 Bob Hairston & Associates ............ 125,000 
156 Hall & Thompson .... 511,745 
156 John T. Hall & Co. .....ccccccceceseeee 451,000 
FES Ret ROr Ca. coccccreseseseesrs 118,502 
138 Harris & Co. Advertising . rv 2,700,000 
138 Hart-Conway Co. ...ccccccccsssnsercees 2,212,535 
ee | naar ee 7,050,000 
156 M. W. Hartung & Associates .......... 141,633 
156 Headen, Harrell & Wentsel .......... 850,000 
156 Hemsing Advertising ...........0000 86,260 
156 Seott Henderson Advertising ........ 131,298 
106 Henri, Hurst & McDonald .............. 12,000,000 
156 Heritage Advertising Agency ...... 358,333 
138 J. M. Hickerson Ine... ccc 1,559,116 
156 John B. Hickox Ine. .....ccccscceeseees 500,000 
WED RUUD B GOGbed: nsceriroccocessesncpesvetvorse 7,950,000 
126 Hixson & Jorgensen... 9,022,442 
156 Ralph W. Hobbs Associates ...... ome 400,000 


PAGE AGENCY BILLING 
138 Hoefer, Dieterich & Brown ............ 1,233,000 
156 E. T. Holmgren Inc. .........ccceecreceeee 538,200 
106 Honig-Cooper, Harrington & Miner 13,700,000 
152 Hood, Light & Geise ...........c0 322,368 
108 Bryan Houston Inc... 18,146,694 
158 Lloyd S. Howard Associates ... 754,800 
138 Malcolm Howard  .....::ccccccseneee 2,000,000 
126 Charles W. Hoyt Co. ......... 9,491,000 
138 Huat Advertising Agency ... a 1,673,468 
138 Hutchins Advertising Co. .............. 3,270,047 
158 International Advertising Co. ...... 250,000 
158 Iversen-Ford Associates .... 304,715 
126 Jackson Associates .............ccee 6,888,408 
138 Jackson, Haerr, Peterson & Hall. 2,407,500 
158 Max H. Jacobs Agency ...........0 519,807 
138 Jefferson Advertising Agency ...... 1,050,586 
158 Don Jenne Advertising Agency .. 132,500 
139 Jennings & Th Advertising 1,225,000 
139 Johnson & Lewis Advertising ...... 3,758,527 
139 Jones, Brakeley & Rockwell ........ 1,855,461 
158 Jonethis/Larson Advertising ........ 83,500 
139 Jordan, Sieber & Corbett .............. 3,828,000 
108 Kastor, Hilton, Chesley, 

Clifford & Atherton ...........0c0060 ce 10,950,000 


126 Joseph Katz Co. ........ 


158 Gerald Keller Co. ........ccccccceseeeeeees 107,500 
158 J. H. Kennedy Advertising ............ 175,663 
81 Kenyon & Eckhardt ..........::0cccceee 90,000,000 
139 Kerker, Peterson, Hixon, Hayes .... 2,410,370 
158 C. F. Kern Advertising Agency ...... 72,778 
84 Ketchum, Macleod & Grove ......... 27,000,000 
108 Keyes, Madden & Jones ..............+ 18,371,090 
158 Keystone Advertising ..........:00 222,595 
139 Kircher, Helton & Collett .............. 4,342,000 
158 W. S. Kirkland Advertising .......... 389,000 
110 Klau-Van Pietersom-Dunlap .......... 10,013,685 


139 Kniep Associates 
110 Knox Reeves Adv. ....... = 
158 Albert A. Kohler Co. ........cccccceee 
158 Russell Kolburne Inc. ..........c0c00 
S. J. Kossock & Associates ... 

B4 Kudner Agency .......cccccccseeensereesee 
158 Phyllis Lacey Advertising 
Lago & Whitehead 


158 Ted Lamb & Assoc. .......ccccccccseeeees 700,000 
110 Lambert & Feasley 0.0... 12,970,900 
139 Lando Advertising Agency ............ 2,751,717 
158 Raymond |. Lang Advertising ........ 218,210 
126 Lang, Fisher & Stashower .............. *5,000,000 
110 C. J. La Roche & Co. ......... 15,000,000 
160 Laurel Advertising ......... 711,102 
139 Lavidge & Davis .............::006 1,500,000 
139 Carl Lawson Advertising Co. ... 1,206,038 
VEO Clint Leg Une... ..cercrcccecrorcercees. 250,108 
139 Leber & Katz ........... 1,660,000 
112 Al Paul Lefton Co. ... 17,200,000 
160 Lenhart & Co. ........... 212,736 
86 Lennen & Newell ..............0000:cceeee 83,000,000 
160 Levinger Advertising Agency ........ 144,040 
160 Ted Levy, Richard Lane & Co. ...... 307,781 
126 Lewis & Gilman ..........cccccesereeereeeees *5,000,000 
139 Carr Liggett Advertising .............. 2,158,477 
SS Eo eres 2,066,964 
160 Lindeman Advertising .................-. 457,247 
160 Litman-Stevens ..........ccccccceseeeeeeeee 498,786 
139 Paul Locke Advertising ... 1,479,124 
160 Lookout Advertising ............:::000 322,867 
ie |. 2 YS eee 13,000,000 
140 Luckoff & Wayburn ...........ccccceeee 2,955,093 
126 Earle Ludgin & Co. .......cccceeeeeee *6,500,000 
160 Bert Lundmark Advertising ............ 236,250 
140 MacDonald-Cook Co. ......cccccceeee 1,437,184 
128 MacFarland, Aveyard & Co. .......... *8,500,000 
86 Maclaren Advertising Co. ............ 27,400,000 
160 Maclaughlin Advertising Agency .. 86,512 
88 MacManus, John & Adams 35,704,787 
160 Madison Advertising ............ 110,310 
160 Maercklein Advertising Agency .... 342,000 
160 Magna Advertising 138,000 
160 Mahool Advertising ... 433,500 
160 Malcolm Advertising Agency ........ 170,000 
140 Geo. L. Malis Ine. .....cccccccesessesceneeee 1,270,000 
140 Richard K. Manoff Inc. ...........::00+ 3,000,000 
140 Marcus Advertising ..........:.0:s0 1,266,259 
112 Marsteller, Rickard, 
Gebhardt & Reed ...........ccccceeeees *10,900,000 
160 Nicholas Masso Advertising .......... 40,020 
160 Arnie Matanky inp 104,950 
VED F. W mOe URC. srvsiciccscsecescresiee 17,450,000 
160 Jack Mathis Advertising ............... 225,000 
BB Maxon INC. .ccccccsssessesereeseenes .. 26,600,000 
160 Early Maxwell Associates ............ 202,000 
160 Chas. H. Mayne Co. ....cccceceecceee 272,338 
112 William Douglas McAdams Inc. .. *14,500,000 
160 McCaffrey Advertising Agency ...... 402,263 
BB McCamn-Erickson  .......cc-sseseeseeeenees 265,000,000 
128 McCarty Co. *8,000,000 
128 McConnell, Eastman & Co. .......... *9,200,000 
140 W. A. McCracken Ltd. ..........000 1,300,000 
160 R. J. McFarlin & Co. ...ccccescesssenee 100,000 
114 McKim Advertising ............- .. *13,275,000 
140 Harris D. McKinney Inc. ... 1,640,500 
160 McNeill & McCleery ......... 872,000 
162 John Meek & Staff... 225,000 
162 Ellison L. Meier Advertising ........ 242,000 
114 Meldrum & Fewsmith Inc. ............ 10,486,000 
140 Geo. T. Metcalf Co. ........... “ 1,238,396 
128 Arthur Meyerhoff & Co. «.........006 8,406,940 
140 Miller Advertising Agency ............ 5,000,000 
114 Emil Mogul Co. o.ccscscseccsssenesenens » 11,105,000 
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162 Mohawk Advertising Co. .............. 73,198 
140 Howard H. Monk & Associates ... 4,993,213 
162 R. B. Moreland & Co. «0.0... 211,054 
162 Morrison Advertising .... 603,000 
140 Chas. A. Mott! Inc. .... 1,117,000 
142 Mullen & Associates .... 1,000,000 
162 Mullican Co. o.ccccccsescees 978,374 
128 John F. Murray Co... *5,000,000 
142 S. Gunnar Myrbeck & Co. .......... 1,015,838 
162 Howard W. Nareav Advertising 37,672 
162 Nattall & Mal 816,171 
162 Neale Advertising ...........ces 756,127 
162 Neds & Wardlow Advertising ...... 205,472 
142 Needh & Groh ae 3,530,000 
90 Needham, Louis & Brorby .............. 38,140,792 
162 Carl Nelson & Associates ............ 857,000 
162 Nemorow Advertising Agency .... 645,411 
162 Emmet J. Newman Advertising .. 332,899 
142 Newmark’s Advertising Agency .. 1,056,000 
162 Michael Newmark Agency .......... 800,000 
90 Norman, Craig & Kummel ..... 30,100,000 
114 North Advertising Inc. ......... 15,000,000 
162 Nyburg Advertising ..... ices bees 224,882 
114 Ogilvy, Benson & Mather ..... 18,536,000 
142 Olian & Bronner ...............006 2,700,000 
142 O'Neil, Larson & McMahon ... 1,686,983 
162 Oster Advertising Agency ............ 100,000 
128 Robert Otto & Co. ...ccccccccccceeseeeees , 5,900,000 
162 Pace, Root & South bias 175,005 
162 Charles Palm & Co. .....ccccccccceeees 407,488 
BAD Pai BD PORTO cacescsstcccnsscecce sess 3,820,650 
104 Paris & Peart 
162 Park Advertising ...........c.cceeeeee 74,275 
162 Park Lane Advertising Associates 250,000 
116 Parkson Advertising ..........:.s0000 *17,400,000 
162 Parsons, Friedmann & Central .... 856,000 
gt Ne 127,432 
142 Paul-Phelan Advertising Ltd. ........ 1,479,540 
164 Maurice Paulsen Advertising ...... 309,928 
164 Robert Peterson Advertising 

PROTO © oescnvsvcescsesessovegessoses 100,000 
I IE a cacics veonpeukisiehdestinaniontnns 700,200 
142 Phillips Ramsey Co. ...........c:cceeeeee 1,637,556 
164 Joseph Porro Associates ................ 446,800 
130 Potts-Woodbury Inc, ......ccccsceeeeeee 9,083,632 
142 Powell, Schoenbrod & Hall Adv. 2,115,653 
164 Richard C. Proctor Advertising .. 117,000 
130 Product Services Inc. 0... 5,267,000 
142 Proebsting, August & Harpham .. 1,421,855 
142 Publicidad Badillo 2,539,532 
144 Henry Quednau Ine. ........ 2,209,000 
116 Reach, McClinton & Co. .......ccee 15,839,445 
164 Read Bros. Advertising 333,000 
164 Reilly, Brown & Tapplly .... 694,017 
164 Revere Advertising .........:ccccccseee 471,300 
116 Fletcher D. Richards Ine. ................ 18,125,000 
164 Fred Riger Advertising Agency .. 485,520 
144 Ritter, Sanford, Price & Chalek .. 2,010,000 
144 Rives, Dyke & Co. ....cccccceceeerseeeres 2,716,473 
164 Roark & Colby Advertising Inc. .. 205,000 


144 Robertson, Buckley & Gotsch ........ 1,542,072 


130 Roche, Rickerd & Cleary .............. 6,129,339 
144 Ronalds Advertising Agency ........ 4,775,000 
164 Root Advertising Agency ................ 56,375 
164 Enyart E. Rose Advertising 875,000 
144 Irving J. Rosenbloom & Associates 1,800,000 
164 Gordon Rosholt & Co. oo... 95,072 
118 Ross Roy Inc. 14,400,000 
Be I IS exaiarnensdidrcesctitetonssic.nene 10,324,094 
164 Ed St. Aubin Associates ... 264,802 
DEk Bala BS QO cincscresivincsesscssinccese 95,454 
164 M. L. S Co 328,543 
164 Geo. S. Sandler Inc. 633,400 
144 Sanger-Funnell Inc. ..........cccceceeeee 1,286,200 
164 G. R. Sauviat & Associates ............ 783,335 
130 Frank B. Sawdon Inc. ........0.cc *6,000,000 
166 Schaffer, Lazarus & LaShay ........ 69,600 
166 Schnell & Associates ...........00c000 333,000 
144 Schram Advertising Co. ........ 3,635,092 
166 Mark Schreiber Advertising 615,000 
158 Hunter Scott, Findley & 

“Lake Advertising ........:::cc:sessessessoes 300,000 
166 J. B. Sebrell Advertising Agency 400,000 
166 Ken Seitz & Associates . me 546,187 
166 James C. Seix Co. ..............66. st 725,000 
130 John W. Shaw Advertising .......... 7,200,000 
166 Shlakman Advertising Co. . seat 550,000 
166 John Shrager Inc. .......:..ceccceeeee 227,000 
166 Siegel Colgrove & Associates ...... 481,488 
166 Simmons Advertising Agency ........ 112,530 
130 Kennedy Sinclaire Inc. .............0. 5,733,300 
144 Smith & Dorian 1,242,220 
166 James L. Smith 5,712 
166 E. L. Speer Advertising Agency .... 158,000 
166 J. W. Spell Inc. 417,682 
BAe NDE Go DATID osisessescocecssesscosceveress *6,250,000 
130 Stanfield, Johnson & Hill Ltd. ........ 9,350,000 
144 Hal Stebbins Inc. ............ccccccceeeeeee 1,026,286 
144 Stepien-Carr Advertising .............. 1,150,500 
166 Stern, Newman & Hayes .............. 972,247 
144 Stern, Walters & Simmons ............ 1,596,072 
166 Stevenson & Associat 301,000 
166 Stewart Associat 43,000 
166 R. M. Stocking Co. 50,000 
166 Stral Advertising Co. .......ccccees 395,000 
Bae NIE Ge FINI ccs Seseesssecessncocesesccnes 6,750,000 
144 Sudler & H y 3,160,000 
92 Sullivan, Stauffer, Colwell & Bayles 43,000,000 
166 Sutnar-Office 186,000 


132 Sweeney & James ........, ne © 
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PAGE AGENCY BILLING PAGE AGENCY BILLING PAGE AGENCY BILLING | PAGE AGENCY BILLING 
144 Symonds, MacKenzie & Co. ........ 2,720,423 168 E. Taylor Wertheim Advertising .... 269,000 170 Colman, Prentis & Varley .......... 39,200,000* 173 Nijgh & Van Ditmar ................+ 2,600,000 
166 Tames Advertising Agency ............ 101,000 132 Wesley Associates ......-..::.00000+ 7,248,089 170 W. S. Crawford Ltd... 10,360,000* 173 Noble Advertising ...........::00008 4,000,000 
118 Tatham-Laird Ine. 2.........ccccccecesesers 18,000,200 168 Bill West Advertising ..............0 128,000 170 Canny; Paramor & Canny Pty..... 2,255,485 170 Norton Publicidade ............... 1,700,000 
166 Ralph Martin Tell 00.00.00... 400,000 168 Weston Associates Inc. «00.0... 365,360 SIU ID pnccapcatieenttistrtncckegeitbinntiness 1,722,276 171 Notley Advertising «0.0.0... 4,920,000 
166 Terry, Gray, Schwartz & Harris .. 500,000 146 Wexton Advertising Agency ........ 2,970,440 173 Trygve Dalseg & Co. .... 435,000 172 Oriental Advertising Agency .... 66,503" 
92 J. Walter Thompson Co. .............. 302,500,000 132 Wherry, Boker & Tilden ................ 7,000,000 172 Dentsu Advertising .............00 101,297,545 171 Osborne-Peacock ..........ccccesseeee 6,000,000* 
166 Thorpe Advertising Agency .......... 195,000 146 White & Shuford Advertising ...... 1,208,325 170 Dolan, Ducker, Whitcombe & 171 Allardyce Palmer... 3,060,000 
168 Torobin Advertising ...................0. 500,000 168 Frederick G. Williams & Associates 341,159 EC RES aU IO Te 5,200,000 170 Noel Paton-Warwick Advertising 
144 Arthur Towell Inc. ............... 1,230,780 168 Herbert Willis & Associates .......... 487,334 170 Dorland Advertising ..........000 6,440,000* SPEND TOUS . minccchecnnarstael 2,035,000 
168 Town Crier Agency ............... 468,788 146 Robert E. Wilson Inc. ..............005 2 538,209 BPR baer BR i eracccerikseristhissecniin 7,000,000 172 $. C. Peacock Led. ............... 3,640,000* 
168 Tri-State Advertising Co. .............. 329,502 168 Thomas C. Wilson Advertising ...... 841,248 173 Ervaco Advertising ............0:+s0s0 4,865,000 172 Alfred Pemberton...» 5,564,526 
144 Roland G. E. Ullman Organization 2,103,000 168 Wilson-Seylor-Ware ..........c:cceeeees 250,000 170 Everetts Advertising ............0.0 3,920,000* CPD GRID GRBs: ccsccncosccodersschtastbeioes 1,000,000 
EE OID Tk GI « cncaiciisadecncnsieciccveens 600,000 168 Winn-McLane Associates ...............- 182,000 173 Dr. Rudolf Farner Advertising ...... 4,030,000 172 Publicidad Guastella ............06.0 3,000,000 
132 Van Sant, Dugdale & Co. .............. 8,033,587 168 Womack-Snelson Advertising ........ 161,500 172 Carl Gabler Werbegeselischaft .. 7,083,500 173 Publicidad Lowder 400,000 
168 Chas. E. Vautrain Associates ........ 654,757 146 Woodard, Voss & Hevenor .......... 1,510,795 170 S. T. Garland Advertising Service 3,080,000* BRR PR Ts ciiccasthsccisvcactedibockicnts 10,000,000 
146 Paul Venze Associates 168 Ben Woodhead Advertising .........: 209,790 170 Greenlys 


PI as eee 5,600.000* 172 Publicite R. L. Dupuy ........0..... 7,000,000 
146 M. Belmont Ver Standig 168 Woodrum & Staff... 418,000 THR: Be, Gren By Gai versie isercrtionrnes 3,400,000 170 Publicontrol S.A. cocccccccccccccccsecees 1,872,000 
118 Vickers & Benson Ltd. ............c00 170 G. Wilfred Wright .......cccccceeere 25,000 170 John Haddon & Co. ........cccccceee 5,600,000* 172 Raynor Webber & Stiles ............ 420,000 
BE WR. E, Wels Gn. cccscescenecinnessninen 513,758 170 Gene Wyble Advertising ............ 250,000 172 Harlang & Toksvia Reklamebureau 3,140,000* 172 A/S D.E.A. Reklamebureau for 
118 Wade Advertising «0... 18,886,000 170 Wyckoff & Associates .............:000 313,953 172 Hellenic Advertising ................. 390,000 nen 519,463 
168 Harold C. Walker Advertising ...... 450,000 DFO Thre: Wirremn Gas. scciesecssessicceccssesesces 700,000 170 Charles F. Higham Ltd. ............ 3,360,000* SFR DG. SB WOE icinccnaicotipereicenies 7,560,000* 
146 W. S. Walker Advertising ............ 3,700,000 170 Chris Yaneff Ltd. .... 336,000 170 John Hobson & Partners .............. 3,640,000* 172 Rumble, Crowther & Nicholas... 3,360,000* 
146 Walsh Advertising Co. ........c.:0000+ 4,200,000 94 Young & Rubicam .... 225,000,000 170 Lambe & Robinson-Benton & 172 Samson Clark & Co. 0... 3,360,000 
146 F. P. Walther Jr. & Associates .... 1,100,000 Pe WTI ccrscthosssatiessinaeeiecciomuivonse 525,764 Ne BI | censccbeiniensinessiesersnsabies 5,500,000* 172 Saward, Baker & Co. .........0.000... 4,760,000* 
120 Warwick & Legler... 19,100,000 170 Zam & Kirshner Co. ........cccccceceeeeee 522,000 170 Legget Nicholson & Partners ........ 3,080,000* 172 Service Advertising ................ . 8,700,000 
168 Watson-Manning Advertising. ...... 720,223 . 172 D. K. Leventis Advertising Agency 560,000* 173 Smit's Reclame-advies en Serv- 
146 Watts, Payne Advertising ............ 1,086,155 Foreign Agency Section SPD Maas BOR, scnstntisstarttrtenseteitivess 9,800,000* CDBG sctnccvidnrisesecnsaarsctvvicnelbivids 3,450,000 
146 Weightman Ine. ......cccccceseeeseeeeseee 1,450,000 173 AB Svenska Telegrambyran ........ $ 8,000,000 170 Ricardo de Luca—Publicidad Tan 500,000 172 Soria, Ruiz & Cia. Publicidad .... 1,400,000 
120 Edward H. Weiss & Co. .....ccc000.-0- 14,000,000 173 All A ee 355,000 171 London Press Exchange ................ 32,425,000 8 GU US ke eee 5,040,000* 
168 Robert E. Weissman Associates .... 67,579 172 Arrow Advertising Agency ........ 183,200 171 C. J. Lytle (Advertising) Ltd. ........ 5,320,000* 172 Synergie Publicite & Propagande 8,000,000 
168 Wendt Advertising Agency .......... 416,358 170 Alfred Bates & SOMs ..........ccc00 3,336,000* 172 Magallanes Publicidad ................ 190,000 172 C. Vernon & SOMS oo... 2,800,000* 
146 Wenger-Michael ...............00c00c000000 3,000,000 Fa iis is MI FE pecciccovatisabsscorcces 32,000,000* 171 Masius & Fergusson... 15,400,000 172 Troost Werbeagentur ................. 5,120,000 
146 Wentzel, Wainwright, Poister 170 Clifford Bloxham & Partners .... 3,360,000" 171 Mather & Crowther ............0. 20,000,000* 172 Willings Press Service ................ 3,080,000* 

BERS ee nee 1,906,638 172 Hanns W. Brose GMBH ................ 8,333,000 171 Napper, Stinton & Wolley ........ 2,800,000* 172 F. C. Pritchard Wood & Partners 9,800,000* 
168 Geo. Wein Advertising Agency .. 75,021 | 170 T. B. Browne Ltd. ..........ccccceceseeee 3,080,000* 172 National Advertising Service Private 380,000 170 Yuste Publicidad ..........ccccceesee 775,000 


Effervescent Soft Drink Business Bubbles, Fizzes, Blows Cap... 


Pepsi Sets New 
Marketing Unit; 
Durkee Is Head 


Company, Bottlers to 
Boost Ad Spending to 
$30,000,000 This Year 


New York, Feb. 17—‘“Market- 
ing is our most important corpo- 
rate function. Our whole business 
is merchandising and advertising 
and promotional business.” 

Herbert L. Barnet, president of 
Pepsi-Cola Co., made this state- 


‘Fresher Refresher,’ 
Say Nehi Corp. Ads 


New York, Feb. 19—D’Arcy 
Advertising Co., which spent 49 
years promoting Coke as the 


Royal Crown Is | 


Accept 
substitutes! 


Or Hegger rant 


Coca-Cola Schedules 
‘Heaviest’ Ad Barrage 


$3,000,000 Worth of 
TV Specials May Lack 
‘Normal’ Commercials 


“Pause that refreshes,” will ad- | evebeerat 


vertise Royal Crown cola _ this| 4. +r gga 


year as “The fresher refresher.” | 
The new ad theme will be used | =~ 


by Nehi Corp., Columbus, Ga., in | == 
print ads, radio and television spots |}. 


and 24-sheet poster showings. 


The campaign, expected to top| os 


the $5,000,000 mark, is reported to | 
be the largest in Nehi’s history. 

Nehi awarded its account to 
D’Arcy last August after a dis- 
agreement with the previous agen- 


ment today in announcing the for- 
mation of a marketing division. 
William C. Durkee, who was) 
named vp in charge of marketing 
last May, will head the new divi- | 
sion and will report directly to a) 
top management group consisting | 
(Continued on Page 195) 


Adman in the News... 


Bill Durkee is probably the 
youngest marketing director in 
American industry. 

Only 37 years old, he now bosses 
the entire domestic marketing op- 
eration of Pepsi-Cola Co., a com- 
pany which swears by advertising. 

Known in soft drink circles as a 
super-salesman, Mr. Durkee was 
imported from the Midwest last 
May to take over the top market- 
ing post in New York headquar- 
ters. The route he followed to this 
post is one well trod by Pepsi ex- 
ecutives. In a word: Coke. 


a Mr. Durkee, who was born in 
St. Louis and who speaks with a 


-- |New York-Philadelphia area, 
* the Coke bottler in Lansing, be- 
» |coming successively a route sales- 
© | sales manager. 

eC the big exodus of Coke people 


s|}lowed Al Steele to Pepsi 


“a Bill Durkee’s boss. 


cy, Compton Advertising, which 
succeeded Batten, Barton, Dur- 
stine & Osborn in 1955. 

The new Nehi ads broke this 
week in Life and will be followed 
with pages in Life, Look and The 
Saturday Evening Post in March 

(Continued on Page 30) 


William C. Durkee 


slight tinge of a soft southern ac- 
cent, was brought up in East Lan- 
sing, Mich., and began working 
for the Coca-Cola bottling plant 
in Lansing in 1939. 

His first job was introducing 


the new six-bottle cartons of Coke 
door-to-door. From 1939 to 1942 
he did all kinds of jobs in the 
plant, “driving semis, feeding the | 
soaper, cleaning up the plant.” 
Meanwhile, he also attended Mich- 
igan State University, although he | 
never graduated. 


® He entered the Army in 1942, 
serving in G-2 division of the 
Transportation Corps. The bulk of 
his Army time was spent in the 


working in the ports. 
Upon discharge he returned to 


man, a route manager and general 
In 1949, Mr. Durkee was part of 


to Pepsi. One of those who fol- 
was 
Richard H. Burgess, who had been 
Coca-Cola’s regional manager for 
Michigan and Ohio—and therefore 


(In the reorganization which 
brought Bill. Durkee to the top 


William Durkee 


(Continued on Page 195) 


re 


PLEASE DRINK SUBSTITUTES—Readers 

are asked to continue to drink 

other soft drinks until Dr. Pepper 

comes into their city, in this Life 
ad scheduled for April 13. 


Dr. Pepper Sets 
‘Life’ Ads, Aims 
to Invade North 


Drink It Any Time, Not 
Just at 10, 2 and 4, 
Says Offbeat Campaign 


DALLAS, Feb. 17—As part of its 
program to achieve national distri- 
bution by 1960, the Dr. Pepper Co. 
will run a “cool,” offbeat ad cam- 
paign in Life to get people talking 
about the soft drink even though 
it is not now available in many 
markets. 

The first ad, which broke this 
week in the Feb. 23 Life, offers 
readers a free, genuine Dr. Pepper 
bottle cap. The copy says in part: 
“People who drink Dr. Pepper are 
—as you’d expect—beautiful, rich, 
talented and much admired by 
others. But there are some out-of- 
the-way places—like Boston— 
where even the most discrimina- 
ting can’t buy a bottle of Dr. Pep- 
per, no matter how hard they try. 
We just can’t make enough to sell 
it everywhere. 

“Think of the big impression a 
Dr. Pepper bottle cap will make 
on your friends when they see it 


(Continued on Page 194) 


New York, Feb. 17—Coca-Cola 
Co., currently the subject of a 
four-part profile in The New 
Yorker, will have quite an adver- 
tising year in 1959. 

The company will return to net- 
work television with a $3,000,000 
budget for a series of one-hour 
specials on the CBS network. 

It will greatly expand its use 
of magazines, running 21 color 
spreads and many more page units. 

And it will bring back into 
heavy play a valued property, its 
longtime slogan, “The pause that 
refreshes.” 


® In short, Coke, never a slouch in 
the area of promotion, will be 
mounting the heaviest advertising 
barrage in its history this year. 

Lee Price, a vp of Coca-Cola, 
reported last year that Coke is 
the world’s most heavily adver- 
tised product, with worldwide ad- 
vertising support of more than 
$40,000,000 in 1957(AA, June 9). 

Coke’s return to network tv—its 
last vehicle in this medium was 
the “Eddie Fisher Show”—is being 
masterminded by McCann-Erick- 
son, which is developing for its 
client a series of shows custom- 
tailored for Coca-Cola. 

Working on this effort at Mc- 


Cann are three veteran broad- 
casters: Barry Wood, the executive 
producer who produced “Wide 
Wide World” for NBC; Sylvester 
(Pat) Weaver, former president of 
NBC,who recently joined McCann 
as a tv consultant, and Thomas 
McAvity, McCann’s radio-tyv pro- 
gram chief, who was formerly pro- 
gram head at NBC. 

The Coke tv specials—the first 
is scheduled for March 30—are 
described as “a new kind of show, 
which takes a look at what Amer- 
ica is doing—how it lives—how it 
has fun.” The company is tenta- 
tively planning to present seven of 
these shows in 1959, and all 
will be geared to seasonal events. 
Theme of the first one: “America 
pauses for swingtime.” 


s In an interview last week, Paul 
Foley, senior vp of McCann, ex- 
plained that the shows are being 
produced “expressly for Coke,” so 
that the program format itself 
will be in tune with the product. 
“If it is really good for Coke,” he 
said, “it won’t be good for anyone 
else.” 

As an example of how McCann 
is thinking, Mr. Foley revealed 
that the agency and client are se- 
riously considering presenting the 
shows without any commercials 
“in the normal sense.” 

If this approach is used, Coke 
will be integrated in the show 

(Continued on Page 195) 


America Pauses for 


SPRINGTIME: 


COKE’S NEW LOOK—Coca-Cola Co. will run this “America Pauses for 

Springtime” ad as a color spread in March issues of Life, Look and 

The Saturday Evening Post to tie in with its first hour-long “spe- 
cial” on CBS-TV, 
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Schmidt Beer 
Moves to Bates 
From Lefton Co. 


Brewer Reportedly 
Sought New York Shop 
to Get ‘Fresh Thinking’ 


PHILADELPHIA, Feb. 19— 
“Schmidt's Is Beer as Beer Should 
Be,’’ the famous slogan of 
C. Schmidt & Sons, will be coming 
out of New York after May 1. 

The company has appointed Ted 
Bates & Co. to handle its advertis- 
ing, estimated at more than $1,- 
500,000 a year. Al Paul Lefton Co., 
Philadelphia, which had Schmidt's 
account for 26 years, will step out 
May 1. 

The naming of a new agency 
follows closely the election of a 


new president, Carl E. von Czoer- 
nig; a new advertising manager, 
Lincoln W. Allan; and new sales 
and marketing director, William J. 
Shine. Since Mr. Allan had come 
from Jacob Ruppert Brewing Co., 
New York, there had been talk of 
an out-of-town agency being 
brought into the picture. 

However, the suddenness of the 
change was surprising, since Lef- 
ton had been exceptionally close to 
Schmidt and for many years had 
virtually comprised the brewery’s 
advertising department. 


s Mr. Shine is believed to have 
wanted a New York agency for 
fresh thinking. Erwin Wasey, 
Ruthrauff & Ryan and McCann- 
Erickson had also been considered. 
Mr. Shine is understood to have 
made the decision to revive its 
marketing division, with approval 
of Mr. von Czoerning, who had 
previously been in the production 
end at Schmidt’s. 

Lefton had won numerous 
awards for its Schmidt’s ads, and 


is believed to have been among 
the first agencies in the country 
to place a beer account on televi- 
sion. # 


Tennant Moves to Burnett 
as Account Supervisor 

Charles W. Tennant Jr. has 
joined Leo Burnett Co., Chicago, 
as account su- 
pervisor on Phil- 
ip Morris and 
Mayfield cigar- 
ets. He previous- 
ly was an account 
supervisor at J. 
Walter Thomp- 
son Co., Chicago. 
Before that he 
was director of 
advertising of 
Miles Laborato- 
ries Inc., Elkhart, 
Ind., and creative director of 
Geoffrey Wade Advertising, Chi- 
cago. 

His brother, Don, is a Burnett vp 
in charge of the tv film depart- 
ment. 


C. W. Tennant Jr. 


A short time ago, one of the greatest men-of-letters of our 
time lamented, ‘“The art of whimsy has become rare as the 
aardvark . . . and, in some places, obsolete as the dodo.” 
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imore Sunpaper 


ABC circulation: Combined Morning and Evening 410,945—Sunday 314,229 


National Representatives: Cresmer & Woodward, Inc.—New York, San Francisco, Los Angeles 
Scolaro, Meeker & Scott—Chicago, Detroit 


The Sun shines on wit 


Not so in the Baltimore Sunpapers! Wit and whimsy are 
as important a daily reading recipe as the weather report. 
There’s “The Spillway,” with its amusing commentary 
on current affairs; Christopher Billopp, whose humor 
ranges from a riotous review of turn-of-the-century court- 
ing customs to a touching eulogy on old cravats; Ralph 
Reppert and his frantic feuding with his friendly frau; 
Mr. Peeps, whose diary includes more than a casual peep 
behind the local facades. 


Sunpapers advertisers too are known to chuckle—espe- 
cially when they peruse their own profit column. 


community of © 
He and his pretty, 
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The 
Spillway 


Neo matter how widely « man may 
wander, no matter how often he may 
have saw the elephant and hearn the 
owl, the place he came from is home. 

The conductor of this column has 
been mobile, and fortu He has 
heard Johnny Dodds's v le clart- 
net im Chicago. He has resided in 
Florida, where the sand and sea 
Grape and beach oats are, or used to 
be, and in New York, N.Y., where 
they have 4 planetarium, and in Bal- 
timore, Md, hotbed of verve and E 
culture. He has esten a birthday FO” 
cake baked personally for him in Pi) 
Prague. He was et Anzio. He has - 
participated in the liberation of the . 
Chartreuse factory and of Gertrude [5 
Stein. He has seen Alfred Jodi sign 


Punjab like the pum of his hand, 
has traversed the Khyber and has 
gazed on Kanchenjungs. With his 
own two eyes he has locked upon 
Everett McKinley Dirksen pointing 
& finger in public at Thomas Ed- 
mund 


pana 


heard 
was somewha' 
show whatsoever, DY 
it 


Wi i a 
new now, 


nd they are the finest flowers that 
grow, because they are yours, and 
because they are so few. 

What do children in the Eastern 


states do for sunsets? 
shy 


| F. Kenneth Beirn, president of three ad- 


Advertising Age, February 23, 1959 


Highlights of This Week's Issue 


25 agencies gained the over-$25,000,000 
rank tn Advertising Age’s annual com- 
pilation of vital data on the agen- 
cies Page 1 


Hearst tells his radio-tv, movie and drama 
critics that he doesn’t want to waste 
valuable space in his newspapers on 
attacks on per liti Page 1 


FTC charges American News and Union 
News have been taking illegal promo- 
tion money from publishers to put 
their magazines their news- 
stands mpatune 


on 


Cunningham & Walsh's “know-how” ap- 
pealed to the man from 21 Brands, 
when it came to choosing an agen- 
WOU cdenichisinesien tcheigtsveslannaviieniitbdenceinimaminaiina Page 1A 


Disagreements with CBS brass were not 
behind Edward R. Murrow’s proposed 


sabbatical year, he says ............ Page 1A 
Skippy peanut butter, a tv perennial, 
will be advertising in consumer 
magazines for the first time this 
SPINY scihilensssiahnenisathapnenecseseetpisssensoniainienl Page 1A 


Most agency men are above average in 
intelligence, ability and politeness but 
they don’t have much sex appeal, their 
secretaries say .......... ; ..Page 1A 


vertising agencies in the last three 
years, resigns from C. J. LaRoche & 
Co. to join Revion Inc. as vp in charge 
of advertising Page 1A 


Reader's Digest returns to lung-cancer 
battle with new article by J. D. Ratcliff, 
condensed from article in Today's 
Health. Tobacco Institute’s Richards 


says article in Digest omiis important 
qualifier in the AMA publication's ar- | 
ticle Page 1B 


Quaker Oats Co. realigns advertising, 
merchandising and sales activities in 
move to sharpen grocery store mar- 
ED chccsencsornenenetenvensameisnnsennestinrenl Page 1B 


Avis Rent-A-Car System boosts its ad- 
vertising spending in local and national 


media during 1959 from $1,500,000 
to between $3,500,000 and $4,000,- 
SETI -cickacnduediattincdiensbedapeinaniseutscastpsiniadiinties’ Page 1B 


Cieveland attorneys crack down on “‘lot- 


tery” advertising and promotions as 
“merchandising through gambling 
GIN saticciineniomaninman Page 1B 


| Printers’ Ink buys Tide for a reported 
$75,000, will discontinue its publica- 
TEIN suissnncacasshonesdelcnpeabetnticasansiabahehoravesined Page 1B 


Pepsi-Cola Co. forms a new marketing 
division, appoints William Durkee, vp in 
charge of marketing since last May, 
to head it Page 3 


Royal Crown Cola is promoted as ‘The 
Fresher Refresher” in new advertising 
promotion by Nehi Corp. ...........Page 3 


Coca-Cola schedules heavy advertising 
barrage in 1959, and will return to tel- 
evision with a $3,000,000 budget for a 
series of one-hour specials on the CBS 
network Page 3 


Dr. Pepper launches off-beat advertising 
in campaign in Life to reach people in 
northern markets where the drink is 
not yet available but will eventually 
have distribution wath 


make the violations known to the agen- 
cy, Earl Kintner, FTC’s general coun- 
sel, tells group .. 


Wholesale grocers’ cash-and-carry units, 
set up by the wholesalers to shunt 
small purchases away from their main 
warehouses, have become an estab- 
lished, profitable business, wholesalers 
are told at meeting 


“Nothing is exclusive to rich,” W. K. 
Johnston tells admen, pointing out they 
must think in terms of the individ- 
SUD. statenicstpactempectercoevticiniernithevensacuiannntad Page 24 


New medical newsletter purposes to com- 
bat excessive claims of ethical drug 
advertising 


American Motors issues 32-page booklet, 
“1959 X-Ray,” comparing autos in the 
low-price field 


New Look study breaks down marketing 
areas by buying income, total retail 
sales and retail sales 
0 a 


Howard L. Grothe Advertising Agency 
is singled out for special mention in 


its best client’s annual report. The 
client is Personal Industrial Bank- 
NE.“ incisicesenhouiapannataigiibtnincaininiitbnitidsendieisitaa Page 44 


Skiatron tv hopes to have closed circuit 
pay tv operating in San Francisco in 
1959 


Washington Fryer Commission sets ‘‘Feb- 
ruary fryer frolic” Page 48 


National Editorial Assn. transfers its 
headquarters from Chicago to Wash- 
ington eeepicleanasininintienl 


America should apply ad skills to pro- 
moting love and understanding, David 
A. Altshchuler, chairman of the West 
Haven Redevelopment Agency, com- 
ments when he receives the Man of the 
Year Award of the West Haven Cham- 
ber of Commerce 


Fashion Designer Pauline Trigere ex- 
plores several new approaches to fash- 
ion advertising in her new spring cam- 
paign Page 181 


Portland commission of public docks 
launches its most active promotion and 
advertising campaign in its 48-year 
history Page 182 


Western Auto Supply Co. tacks $1,000,- 
000 onto its 1959 advertising budget to 
help promote its golden anniver- 
GRE cieteccsenivertntesitinnetetine Page 186 


Connecticut finds that every dollar it 
spent on tourist advertising brought in 
SE TB. cecncecicsensnetnsisnssiccsecientnescinentiese Page 186 


Public service copy gets a lot of accept- 
ance, Hickerson’s Kerr finds in series 
Ga TRO WOIOE  seccticcersinsstsenisseceinss Page 187 


REGULAR FEATURES 


Advertising Market Place .... aes 
Chain Store Sales 
Coming Conventions 
Consumer Magazine Linage 
Editorials 
Information for Advertisers .... 
Getting Personal 
Obituaries 
Photographic Review 
Rough Proofs 
This Week in Washington 
Voice of the Advertiser 


The Federal Trade Commission can't po- 
lice violations: offended parties must 


What They're Saying  .........ccccccenne 


service 


@ MATCHED REPRODUCTION 
of your national advertising copy 

for letterpress or gravure 
through one simplified 


letterpress @ gravure 


operation 

from: 
COLLINS, MILLER & 
HUTCHINGS, INC. 
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THE BIGGEST THING IN PRINT 


12,640,045 FAMILIES EVERY WEEK 
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This Week in Washington ... 


Wronged Company Must Pinpoint 
Offender; FTC Isn’t Gestapo: Kintner 


By Stanley E. Cohen 
Washington Editor 


WASHINGTON, Feb. 19—Some- 
times business men who are 


burned in a rough competitive 
fight wonder, “Why doesn’t the 
Federal Trade Commission do 
something?” 


According to Earl Kintner, the 
commission’s general counsel, these 
business men are kidding them- 
selves if they think they can “put 
the monkey on the commission’s 
back” by filing generalized re- 
quests for help. 

“No bell rings in the commis- 
sion’s offices in Washington when 
a violation occurs in New York,” 
he told a group of unhappy dress 
manufacturers recently. “Your in- 


dustry is only part of the gigantic 
whole that the commission is re- 
quired to police. If you don’t make 
the violations within your knowl- 
edge known to us, competing de- 
mands from other sources with 
problems just as pressing may 
push yours into the background.” 
Mr. Kintner makes this point: 
Except in advertising cases, where 
the commission’s staff often spots 
the offender, FTC has no cop on 
the beat looking for violators. 
“Unless you call these violations 
to our attention,” he said, “the odds 
are against our knowing of their 
existence. You are the ones who 
have to compete with the avari- 
cious, illegal, ‘shady ladies’ of 
your industry for the favor of your 
valued customers, and no one 


knows better than you where the 
serious violations may be found.” 


® Far from being a “Gestapo” 
looking for trouble, Mr. Kintner 
sees FTC as an instrument for the 
enforcement of laws prohibiting 
unfair competition. 

“The commission, of course, has 
the power to act on its own initia- 
tive,” he points out, “but its far 
more effective and economic use 
is an instrument wielded by busi- 
ness men alert to the safeguards 
the law provides. Congress gave 
this important instrument to 
American business men and to the 
public generally. It is up to them 
to use it.” 


Federal Power 
Commission’s at- 
tack on anti- 


Utility Ad 
Battle Waxes 


by the utility industry reaches a 
crucial stage Feb. 26, when the 
utilities go before the commission 
to fight for an opportunity to get 


the whole public-vs.-private pow- | 


vertising allowances. 

Until now, Federal Power Com- 
mission staff members have taken 
the position that ads dealing with 
controversial subjects simply won’t 
qualify as necessary business ex- 
pense under the commis sion’s 
standard system of accounts, and 
can’t be included in the rate base 
for rate purposes. Utilities contend 
their ads are aimed at a competi- 
tor—the government. They say 
they should have a chance to show 
how the campaign helps their re- 
lations with bankers, employes 
and customers. 

Meanwhile, the controversy is | 
about to erupt in a new forum—the | 
public utilities commission of the 
District of Columbia. The Potomac | 
Electric Power Co., which con-| 
tributes to the utility industry | 


| campaign, is in for a rate increase. 
public-power ads | 


It will be asked why the contribu- 
tion should be allowed as necessary 


| business expense in view of the 
| fact that no one has proposed to | 


set up a publicly owned power 
service in competition with PEP- 


er fight into the hearing on ad-| CO 
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you get more of everything with 


Now...more of the lodging market. Motels now 
outnumber hotels 2 to 1 and have also overtaken hotels in dollar 
volume for room rental. 57,930 motels with 1,241,078 rental 
units serve 114 million guests every night and gross more than 


two billion dollars a 


year. The industry is growing at a rate 


of 2,000 new motels annually, including an ever-increasing 
percentage of large luxury establishments, downtown big city 
motels and national chains. The modern motel is rapidly replac- 


ing the old-time tourist gourt. 
You get more readers. 


American Motel has the largest 


circulation in the field. It’s the only ABC audited book. 


With more buying power. Circulation is concentrated 
in the 30% of the nation’s motels which do 65% of the buying 
(as documented in Subscriber Buying Power Audit), 


AAAERICAN 


MOTEL 


More in the mood to buy. This is the book motel op- 
erators select for themselves and use. Readex readership scores 
show record-breaking interest in American Motel features. 


American Motel is first in pages of advertising too, also 


Readexed. 


More services too. Here are some of the many market 


and media tools 


omer 


available to you: 


1959 Motel Market and Sales Analysis 
Motel Planning and Purchasing Study 
Motel Distribution Study 

Subscriber Buying Power Audit 

1959 Editorial Forecast 

Readex Reports 

Monthly Building Bulletins 

Industry Highlights 


a; 


PATTERSON PUBLISHING CO. 


- Re SOUTH WABASH ee 


Advertising Age, February 23, 1959 


| Commerce S ec- 
| Suit Slows Ban r eta ry Lewis 
on Patent Ads Strauss may be 

asked to teview 
the order of his predecessor out- 
lawing advertising by patent 
agents. 

Although it originally was to go 
into effect Jan. 1, the embargo is- 
sued last fall by former Secretary 
Sinclair Weeks is suspended, pend- 
ing the outcome of a lawsuit filed 
by a patent lawyer, with the en- 
couragement of a group of maga- 
zines. 

As it stands now, the patent ad- 
| vertising rule is scheduled to be- 
come effective July 1, unless the 
| courts grant an injunction—or Sec- 
|retary Strauss decides that he 
|doesn’t want his department as- 

sociated with this kind of restraint, 
| which was “sold” to Secretary 
| Weeks by the legal fraternity. 


Rep. Oren Har- 
| Senators to ris (D., Ark.) 
was none too fast 


Probe FCC 
in announcing a 


new subcommittee to resume the 
|“oversight” investigations at FCC 
|and other agencies. 

(If he had been inclined to let 
FCC alone this year, a Senate ju- 
diciary subcommittee under Sen. 
John A. Carroll (D., Colo.) was 
primed to step in.) 

But Rep. Harris not only con- 
templates $200,000 for additional 
oversight hearings, but he has 
raised the ante, with another 
$150,000 for a new subcommittee, 
also headed by himself, to “over- 
see” the tug of war over spectrum 
space. 

Sen. Carroll might still take an 
interest in the situation. With Sen. 
Everett Dirksen (R., Ill.) serving 
as his subcommittee’s Republican 
member, its hearings could be col- 
orful. 


The Senate’s 
Real Estate Ad committee on 
License Seen government op- 

erations says 
new and stronger federal legisla- 
tion may be needed to curb ad- 
vertising by sharpies who conduct 
an “advance fee” racket in the real 
estate field. 

The committee claims its records 
show some of these operators 
promise spectacular results if they 
are permitted to arrange national 
advertising for a property. But 
having received their fee in ad- 
vance, they actually do very little. 

The committee’s report said 
postal authorities have been fairly 
successful in cases where there is 
clear proof of fraud. However, 
most federal action by Post Office, 
Federal Trade Commission or De- 
partment of Justice has failed for 
lack of proof. 

Because the Justice Department 
thinks existing law will still prove 
te be adequate, the committee says 
it isn’t offering legislation at this 
time, but that it may eventually 
propose a system of federal licens- 
ing. 

Postmaster Gen- 
Bingo Ads eral Arthur 
Unmailable Sum me r- 
field warns rath- 


er apologetically that his depart- 
ment can’t handle ads for bingo 
parties even in states where these 
activities are legal. 

His warning—which is particu- 
larly important to local newspapers 
—says the Post Office Department 
is prohibited from transmitting 
any information about a lottery, 
regardless of circumstances. 

Bingo—by that name or any oth- 
er—is a lottery, he says, because 
it involves all three of the key 
elements: Consideration, chance 
and prize. # 


GOA Sales Up, Net Down 

General Outdoor Advertising 
Co., Chicago, has reported net 
profits for 1958 of $2,404,076 on 
consolidated sales of $39,829,851. 
This compares with net profits of 
$2,832,264 on consolidated net sales 
of $38,483,717 in 1957, 
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The Space Age finds one weekly magazine rocketing 
higher and higher in reader demand. It is first in the 
weekly field, by far, in newsstand sales...in food stores, 
drug stores,everywhere magazines are sold. And now 


-two months before its new circulation rate base of 


5,800,000 takes effect- this magazine’s February 14 


29 million times each issue, someone turns to y 


issue zoomed over 6,000,000*% The magazine is 
The Saturday Evening Post. Pick up a copy. See why 
Post -Influentials recommend their magazine to 
friends and neighbors. And think - for a moment 
-what this climate of vitality and this word-of-mouth 
influence can do for you. *Publisher's estimate 


ad page in the Post: That's Ad Page Exposure! 


The Saturday Evening 
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-they tell the others! 


Sell the POST-INFLUENTIALS 4. JB: 
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‘Digest,’ ‘Post 
Back Politz Study 
of Ad Exposure 


New York, Feb. 19—Alfred 
Politz Research this week got a 
go-ahead from Reader’s Digest and 
The Saturday Evening Post for its 
proposed study to measure regu- 
larly the number of people exposed 
to a magazine advertisement. 

The initial study will cover Life 
and Look as well as the two spon- 
soring magazines. 

The Politz plan, originally pre- 
sented to seven publishers last Oc- 
tober (AA, Nov. 3), would bring 
to the magazine field a tune-in 
rating mechanism similar to the 
ones available in the broadcast 
field. Politz set the costs of the 
study at $175,000 per magazine. 

In separate statements, to be 
released next week, the Digest and 
the Post hail the new study as a 
major advance in the measure- 
ment of audiences. 


s Fred D. Thompson, ad director 
of the Digest, said: 

“When the Digest opened its 
pages to advertising, it recognized 
the advertiser’s need to evaluate 
the magazine and therefore spon- 
sored ‘A Study of Seven Publica- 
tions, Their Audiences and Read- 
ing Days.’ This study, conducted 
in 1956 by Alfred Politz Research, 
showed the long life of a single 
issue of the Digest, giving the ad- 
vertiser an accurate, scientific 
measurement of the opportunities 
for his message to be read and 
acted upon. 

“Now, we are pleased to sponsor 
even more advanced research. This 
new study embraces the earlier 
measurements and the important 
new one—advertising page ex- 
posures—as well. It should help 
advertisers evaluate magazines 
still better by showing the actual 
number of exposures brought to 
the individual advertising page. 
And because it will document the 
extra values produced by maga- 
zines, we believe it will benefit the 
entire magazine publishing indus- 
try.” 


s Edward C. von Tress, ad direc- 
tor of Curtis Publishing Co., said: 

“We have been gratified by the 
acceptance of advertising page ex- 
posure as a major breakthrough 
in the measurement of print me- 
dia effectiveness. In pioneering 
this research, our first aim was to 
develop the new technique and 
to demonstrate its accuracy for the 
Post itself; we also believed that 
the new measurement could ben- 
efit magazines generally and so 
we offered to make the techniques 
available to others.” # 


Only Viewer Views 
Should Dictate TV 
Programming: Lusk 


Detroit, Feb. 17—Decisions on 
the types of programs which ap- 
pear on television can be made 
only by the viewers themselves, 
and it would be “highly presump- 
tuous” of anyone in the communi- 
cations business “to try and force 
feed the public a particular cultur- 
al diet,” said Robert E. Lusk, presi- 
dent of Benton & Bowles, in an 
Advertising Week talk to the De- 
troit Adcraft Club last Friday. 

“It seems to me that decisions 
of that kind can be made—and 
will be made, regardless of what 
we think—only by the viewers 
themselves,” Mr. Lusk said. “Our 
responsibility is to put on the air 
the kinds of program that people 
like to see—not what we think 
they ought to see. 


| we thought was ‘good for people,’ 


then, truly, we would be guilty 


,of manipulation, and we would be 


wasting our clients’ money,” he 
stated. 


® Referring to a number of infor- 
mation programs and dramas on 
tv in recent years, Mr. Lusk com- 
mented: “By and large, these pro- 
grams have either not attracted 
a large audience, or the public has 
turned away. The public casts a 
big ballot for westerns and a tiny 
ballot for culture. 

“Today, tv is an escape medium 
for most Americans,” he said. “If 
my wife and I find relaxation in 
two continuous hours of westerns, 
you may pity us—look down on us. 
But don’t blame the sponsor or 
the broadcaster for demoralizing 
our cultural standards. We could 
pick up a book, you know, or go 


to the movies, if we preferred.” + | 


Seagram Integrates 
4 Roses Marketing, 


New York, Feb. 19—Jack Kadu- 
son, vp of Warwick & Legler, will 
become vp in charge of advertis- 
ing and sales promotion at Four 
Roses Distillers Co., a member of 
the House of Seagram, March 15. 
This is a newly created position. 
Mr. Kaduson has been account 
supervisor at W&L for Seagram’s 
V.O. Canadian whisky and Sea- 
gram’s Golden gin, and a member 
of the agency’s plans and review 
group. 

In his new position, Mr. Kaduson 
will have complete charge of ad- 
vertising and sales promotion for 
Four Roses blended whisky, Four 
Roses Antique straight Kentucky 
bourbon, Four Roses gin and Paul 
Jones and Wilson blended whis- 
kies. 


® Bradley Houghton will continue 
as national advertising manager of 
Four Roses brands. 

Jackson S. Gouraud, formerly 
assistant advertising manager, has 


been named national sales promo- | 


tion manager, to fill the vacancy 
created by the recent resignation 
of Christopher W. Carriuolo, who 
has joined Heublein Inc., Hartford, 


Mort Mazor, formerly eastern 
division merchandising manager, 
has been appointed assistant na- 
tional sales promotion manager. # 


‘Life’ Film Strip Uses 
New Photo Methods 
to Sell Magazines 


Cuicaco, Feb. 17—Life yesterday 
put on its new ad promotion film 
presentation, “See for Yourself,” 
for the first time. 

The unusual film, combining 
new photographic techniques, is 
aimed at demonstrating graphical- 
ly “but non-competitively, the 
values of magazine advertising. It 
attempts to translate onto the 
screen the intimacy and impact of 
magazine layout—both editorial 
and advertising.” 

After the presentation shows 
here Feb. 16-18, it will move to 
Minneapolis Feb. 20. After three 
days in New York (Feb. 24-27) it 
will go on a national tour. 


® The first part of the half-hour 
“See for Yourself” examines the 
range of personal involvement 
that magazine readers experience. 
This phase uses a cinematic tech- 
nique called “picture jazz,” in 
which sequences of magazine pic- 
tures and text shift rhythmically 
to the beat of progressive jazz. 
Focusing on the editorial picture 
concept of Life, the second part of 
the presentation illustrates the 
qualities of the photograph which 


“If we programmed only the 
kind of show that in our wisdom 


enable it to convey emotion, imag- 
ination, information and ideas. # 


Kaduson Heads Setup | « rudoiph Montgelas thinks Bates 


Is Hard Worker 


New York, Feb. 17—Rudolph 
Montgelas, formerly senior vp, has | 
been elected president of Ted Bates 
& Co., New York. James C. Doug- 
lass, also a former senior vp, 
has been named exec vp, a new 
post. Three vps—Jeremy Gury, 
creative operations boss, J. Ross | 
MacLennan, account group head, 
and Richard A. R. Pinkham, broad- 
cast operations chief—have been 
named senior vps and directors of 
the agency. 

Mr. Montgelas succeeds Wil- 
liams H. Kearns, who moves to 
vice-chairman of the board and 
|executive committee chairman. 
| T. L. Bates continues as honorary 
|board chairman, and _ Rosser 
| Reeves remains as board chairman. 


is an agency man’s idyll. 
| “In some agencies the pay is 
|\good but the atmosphere is not so) 
| good. Others offer a fine atmos- | 
phere, but they don’t pay well. | 
Still others are bad atmosphere, 
bad pay,” he said today. “But here 
we have a fine atmosphere, and our 
people are well paid. 
“The result is that we attract 
good people. There isn’t a Simon 
Legree in the whole place. It’s okay 
to be tough, but nice-tough, not 
mean-tough. There’s no place for 
softies in this business—you fall by 
the wayside. But at the same time 
you can be a human being about 
it.” 


Bates’ Monigelas | 


in New Easy Job’ F 


| ness is to start as a mailroom boy 


Sesar 


Advertising Age, February 23, 1959 


| 


| 
| 


| 
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Rudolph Montgelas 


of a member of the German diplo- 
matic service who died in the 
1920s, concurs with the view that 
agency employes should use cli- 
ents’ products. There’s no rule to 
that effect at Bates. But Mr. Mont- 
gelas, for example, smokes two 
packs of cigarets a day. “Three 
Viceroys for every Kool.” and he 
has “a pet hobby” in this area. 


s “When I visit the homes of my | 
friends, I go to the bathroom and 
poke around in the medicine cab- 
inet and see if they have Colgate 
dental cream. If not, I throw away 
whatever it is they’re using and 
send them a tube of Colgate. I’ve 
been doing that for nine years.” 

Mr. Montgelas thinks the “only 
way to learn the advertising busi- | 
—and go from the bottom through 
the whole works. 

“Along the way, the man should 
try a cub writer’s job; later, to 
absorb some good strong empha- 
sis in research—it’s not only 
good for account executives, but 
it teaches an orderly mind,” he 
said. 


Mr. Montgelas, a big man with a 
thinning thatch, glasses, a pink 


laugh, joined Bates nine years ago} 
as account executive on Colgate. | 
He moved from the presidency of | 
the Buchanan Co. to the account 
job. He moved up from that post 
to senior vp and executive com- 
mittee member, and last week be- 
came president. 

“Being president of Bates is an 


. |@ The new Bates boss started in 
glow in his cheeks and a hearty! advertising at $12 a week in the | 


Buchanan mailroom. He’d gone to 
Yale, where Prof. Burdan insisted 
that his charges write a daily 
theme, a short story, each and ev- 
ery day. “After five or six months 
you say to yourself, ‘I can’t write 
any more’.” 

But this “great discipline” 
moved him to the ad field. He 


_coffee liqueur, 


Six Distillers 
Revamp Ad 
Plans for 1959 


New York, Feb. 19—Six liquor 
accounts announced new moves 


% | this week to step up their 1959 ad- 
» | vertising. 


1. Park & Tilford Distillers Co., 
a division of Schenley Industries, 
will spend $2,000,000 in newspaper 
and magazine advertising this year 
in 188 markets to expand sales. 
About 388 daily newspapers, six 
to eight magazines and extensive 
point of sale advertising will be 
used for J. W. Dant bonded bour- 
bon; J. W. Dant 86-proof straight 
bourbon, Three Feathers and Park 
& Tilford Reserve blended whis- 
kies, Park & Tilford Private Stock, 
a blend of straights; Kentucky 
Bred straight bourbon, and Scot- 
tish Majesty scotch. 
Advertising for J. W. Dant and 
Three Feathers brands is handled 
by Kleppner Co. The Park & Til- 
ford brands are handled by Mogul, 
Lewin, Williams & Saylor. 


es 2. Roma Wine Co., a unit of 
CVA Co., also a Schenley division, 
will use what is reportedly the 
first wine advertisement carried 
‘by The Saturday Evening Post in 
the March 21 issue as the focus of 
new campaign for Roma 
wines. It will be supported by tv 
and radio commercials, newspapers 
in selected markets, business pa- 
pers and point of sale material. 
Norman, Craig & Kummel is the 
agency. 


3. R. U. Delapenha & Co., im- 
porter of Tia Maria, a Jamaican 
Glinka Kummel, 
and Cordial Medoc, has moved 
its advertising account from Goth- 
am-Vladimir Advertising to Roy 
S. Durstine Inc. An expanded mag- 
azine campaign is planned for 
early spring. 


4. Jenkins Spirits Corp. Ltd., 
Manchester, N. H. (headed by 
Herman A. Katz, former vp and 


easier job than being head of Bu-| didn’t yearn to be a novelist or |S#les manager of Jacob Ruppert, 


ichanan,” he said. “The nature of 


yourself.” 


petition for our clients.” 


agency in the billings area. 

“That’s a dangerous goal,” he 
said. “If you get overly ambitious 
in that area you dilute your 
strength with current clients. Our 
growth has been through satisfied 
clients. If I have one ambition, it 
is to continue that growth. 


s “We're not out beating the 
bushes for new business; we won’t 
do any speculative pitching. We 
got Schmidt’s beer the other day 
(see story on Page 4) simply by 
telling them about our record and 
what we can do for a client, and 
that’s it.” 

Mr. Montgelas believes that a 
hard-sell agency like Bates “has to 
tailor a campaign to the product; 
the white coat is suited to the 
proprietary business.” 

He thinks the hard sell has noth- 
ing to do with the unflattering 
image advertising registers with 
the public. 

“The public image of advertis- 
ing was created by the lampoon- 
ing the business took in novels and 
movies more than anything else. 
You have to stay pretty much to 
your last in advertising. I can’t 
think of any business in which you 
have to work so hard. You just 
can’t go off for a cocktail hour or 
to chase chippies.” 


®# Mr. Montgelas, 45-year-old son 


| for 
The only problem he sees facing | latched on at Buchanan. He wrote 
his agency today is “growing com- |g little here and there” at Bu- 


He has no goal for the Bates | nothing at Bates. 


short story writer. “Every young 


So he “pounded the pavements 
several months” and _ then 


chanan; and he writes virtually 


“It would be quite presumptuous 
|of me to write copy when we have 
|50 or 60 of the best copywriters 
‘in America,” he said. 

| His “prime responsibility” is the 
management and supervision of 
the Colgate operation. “That I will 
/not relinquish under any circum- 
stances. That was the account I 
handled when I first came here,” 
he recounted. 


s Mr. Montgelas’ spare time he 
spends “with that group,” waving 
to the pictures of his wife and four 
children spotted around his sunny, 
homelike office. “The more time 
you spend with your kids, the bet- 
ter it is for you and for them. It 
tends to avoid those latter-year 
problems you read about in the 
press.” 

His working day runs from 9:15 
to 5:30, usually—once in a while 
to 11 p.m. But “No, sir, I don’t take 
work home. You do your clients an 
injustice, as well as yourself and 
your family. If you have to take 
work home I think you’re disor- 
ganized.” 

Then he pushed a paperweight 
away from the top of a short stack 
of papers. The paperweight was a 
number of coins, gold-hued, weld- 
ed together in a spreading pile. 
On the back an inscription said: 
“Friendship is worth more than a 


New York brewer), which intro-- 


Conn., as national sales manager |the accounts here and the kind of fellow has an inferiority complex |2UCed a new line of mixed drinks 
of that company’s liquor division. |people we have make it that way.| about his writing—and besides, I 
With good people you can delegate,| wanted to make money,” he said. 
and that’s easier than doing it} 


in New England last fall (AA, 
Sept. 1), has moved its advertising 
from Keyes, Madden & Jones, 
here, to John C. Dowd Inc., Bos- 
ton, and is preparing to introduce 
its new line in the New York mar- 
ket some time after Easter. 


# 5. Amstel American Corp., an 
affiliate of Amstel Brewery, Am- 
sterdam, Holland, has moved its 
advertising for Amstel Holland 
beer from Kastor, Hilton, Chesley 
& Clifford to John C. Dowd Inc. 


6. McKesson & Robbins has 
purchased the worldwide business 
of Liquore Galliano, an Italian 
liqueur produced in Milan, Italy 
by Distillerie Riunite di Liquori 
S.P.A. McKesson & Robbins has 
imported this brand here for some 
time. Kenyon & Eckhardt will 
continue as the agency and new 
advertising plans are being pre- 
pared which, an executive of the 
company said, probably will in- 
clude foreign advertising sched- 
ules. The company will appoint 
new foreign distributors. 

In addition, C. Schmidt & Sons, 
Philadelphia, maker of Philadel- 
phia beer and Philadelphia Tiger 
Head ale, has moved its advertis- 
ing from Al Paul Lefton Co., Phil- 
adelphia, to Ted Bates & Co., Nev 
York. # 


‘Time’ Adds Two 

Edward Hillier II, formerly 
with Continental Can Co., ha: 
joined the Detroit ad sales staff o 
Time. Fred F. Kirkwood, former]: 
with Maclean-Hunter Publishin; 
Corp., has joined the Toronto staff 
of Time International of Canade 


pile of gold.” # 
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ALF fan? 


; a Se aa eee 


moving up to a new circulation base of 6,000,000 
at no increase in cost per thousand! 


It's getting so you cant read a Post circulation chart with- 


out craning your neck. From a base of 5,200,000 this time 
last year... Post circulation has soared clear out of this 
world! We had a down-to-earth aim, we thought, in our 
5,800,000 rate base starting this April. But circulation 
has already rocketed right by,the Feb. 14 issue hitting 


over 6,000,000 * So weve checked and re-checked, 
and here's the story: effective with the October 10, 
1959 issue, our circulation rate base will be 6,000,000- 
and at no increase in cost per thousand! In terms 
of copies delivered- galloping galaxies!-it looks like 


we'll be orbiting the moon! 


* Publisher's estimate 


29 million times each issue, someone turns to your ad page in the Post: That's Ad Page Exposure! 


The Saturday Evening 


POST 


Sell the POST-INFLUENTIALS 


-they tell the others! 
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CHICAGO! 


The Tribune sells 900,000 copies daily, 1,275,000 on 
Sundays—over one and a half times the circulation 
of any other Chicago paper. It is read by more fami- 
lies in Chicago and suburbs than the top 5 national 
weekly magazines combined. More than 6 times as 
many Chicagoans turn its pages as turn on the aver- 
age evening TV show! Advertisers spent over 


.more advertising- 


$60,000,000 in the Tribune last year—more than in all the 
other Chicago newspapers put together. Unmatched, 
also, is the Tribune’s record of advertising results. It 
outpulls other Chicago papers 3 to one, 4 to one, even 
15 to one—evidence of a selling FORCE which is 
uniquely the Tribune’s. And another reason why the 
Tribune will produce best for you in Chicago! 
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The Editorial Viewpoint... 


Our 15th Agency Compilation 


This week ADVERTISING AGE presents its fifteenth annual advertis- 
ing agency issue, in which we look at the advertising agency business 
during the year just passed. We are glad to report that this issue is 
notable for two reasons: It carries reports on 560 agencies, by far the 
greatest number that has ever appeared. Of these, 488 are U.S. and 
Canada-headquartered agencies. The remaining 72 are agencies in 
various countries around the world, which appear in this tabulation 
for the first time, and thus make it truly a worldwide advertising 
agency compilation. 

As most everyone knows, 1958 was not a record year in advertising, 
and the billings figures for individual agencies tend to bear this out. 
Many report losses, compared with the previous year, or relatively 
small increases. Only a handful show substantial gains, and in these 
instances the reason is likely to be consolidations and mergers. 

Nevertheless, the trend toward bigness continues. This year’s tabu- 
lation shows a $300,000,000 agency for the first time; it shows nine 
agencies (not counting the giant Japanese Dentsu) billing more than 
$100,000,000, as against only six the year before. It also shows—large- 
ly as a result of mergers—a shrinkage in the number of agencies bill- 
ing $5,000,000 or more. There were 140 such agencies in 1957, but only 
133 in 1958. 

The profiles of individual agencies have been extended this year in 
an effort to make the material even more complete and valuable than 
it has been in the past. And we cannot go to press without extending 
our grateful thanks to the hundreds of advertising agency personnel 
and others who have been so helpful and so cooperative in helping us 
develop the material which we present here. 


This Is Rank Discrimination 


We hope National Rural Electric Cooperative Assn. is able to go 
ahead with the national advertising and public relations program 
which was discussed at the association’s convention in Washington 
last week. 

Anyone who remembers farm life as recently as 25 years ago knows 
the electric co-ops have a great story to tell. If the co-ops are to con- 
tinue to have widespread national support, they must speak up for 
themselves. Through national advertising and public relations, the 
great national forum is available to them, and they need only to take 
the initiative and make use of it. 

In this instance, however, there is one disconcerting factor which 
must disturb fair-minded people, including we are sure many of the 
most ardent champions of electric co-ops. We refer to the bizarre 
discrepancy that has been created by a patchwork tax system which 
punishes privately-owned utilities for conducting the same sort of 
public relations-advertising program which co-ops can operate on a 
tax-free basis. 

The Federal Power Commission and the Internal Revenue Service 
may be correct in holding that public relations advertising used by 
private utilities to bring their point of view to the public cannot be 
considered legitimate business expense for tax or rate-making pur- 
poses under existing law. But if this is true, then the impending ad- 
vertising and public relations effort of the electric co-ops demon- 
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“He says it takes more than copy to make an advertisement—ask 
any art director.” 
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strates that this is a law which results in such obvious unfairness that 
it cries for amendment. 

How can we tolerate tax regulations which result in a situation 
where two organizations, both selling the same product, are in such 
different circumstances when it comes to buying advertising to tell 
their story to the public? The private electric utility is asked to foot 
the bill from profit, after paying the government 52¢ out of each dol- 
lar of net income, while its competitor, the co-op, is entirely excused 
from federal income taxes and is able to divert its revenues to what- 
ever purpose it pleases. 

*.This is the most obvious form of discrimination. 


Believability Wins 


Having reported last week on the advertising agency man who 
wrote to the Vel agency about the believability of Vel commercials, 
we are pleased to report this week that our friend’s letter brought 
him this reply from Donald A. Wells, general products manager’ of 
household products at Colgate-Palmolive: 

“The Vel advertising that bothered you bothered us also and for the 
reasons you outlined—it was, frankly, unbelievable as it came off on 
tv; although as originally visualized it wasn’t intended to be so. The 
problem was one of attempting to compress into one minute the action 
which normally takes place during a period of many minutes of soak- 
ing under normal dishwashing conditions. 

“So, we have pulled the commercials and are running a campaign 
employing the same basic strategy (efficiency coupled with mild- 
ness), but with a visual presentation that is absolutely factual in its 
support of the claim ... 

“Thanks very much for your interest and your laudable position 
concerning honesty in advertising.” 


a cd oa 


What They're Saying... 


It's a Gamble in Panama 

The “club system” is a special 
type of instalment selling peculiar 
to Panama. It’s mainly used for 
records, small appliances and ra- 
dios, although some of the “mue- 
blerias” selling major appliances 
use it as well. Here is how it 
works: The dealer sells instalment 
plan tickets. The tickets coincide 
with the numbers in the national 
weekly lottery. If the customer’s 
number comes out in the lottery, 
all future payments are canceled. 
Panamanians love to gamble. But, 


tem,” they pay about 90% over the 
cash price. No one seems to care. 
—Richard G. Lurie, in a “Letter from 


Panama,” American Exporter Publi- 
cations Newsletter. 


‘Made for Women’ 

Advertising offers more oppor- 
tunities for women than any other 
field I know of. It was made for 
women: Most of it focuses on 
women’s interests—and it’s right 
next door to fields in which wom- 
en have long made a name for 
themselves. 


—Margot Sherman, 
Erickson, speaking at the University 


vp of McCann- 


Rough Proofs 


George Abrams has left Revlon, 
and the identity of the company he 
is planning to join might be de- 
scribed as the $64,000 question. 


Sleep-Eze is putting 75% of cur- 
rent sales into advertising, feeling 
that this is without doubt the most 
positive way to keep the prospects 
awake. 


Representative Bob Wilson, of 
California, is an adman who won- 
ders why this business is so apa- 
thetic about what goes on in the 
nation’s capital. 

The answer might be supplied 
by electing a few more Bob Wil- 
sons to Congress. 


The Department of Justice is in- 
vestigating General Motors again, 
suggesting that maybe the cor- 
poration should be broken up. 

Perhaps this is what they mean 


by the penalty of leadership. 


Smith-Corona in Great Britain 
has found how to give wings to 
words by delivering its sales mes- 
sages with live carrier pigeons 
which bring back the inquiries and 
orders. 


Ben Hibbs, editor of The Satur- 
day Evening Post, says business 
office interference with editors 
killed the Crowell-Collier maga- 
zines. 

It’s a wise advertiser who knows 
what the public doesn’t want. 


It’s the usual 8 to 5 that the ad 
headlined, “How Biddle Advertis- 
ing lost half of a $500,000 account,” 
got better readership than if it 
had told how it won half of a 
$500,000 account. 


New York state solons are try- 
ing to pass legislation requiring 
toy manufacturers to label their 
do-it-yourself kits ‘‘unassembled.” 

They could write a new version 
of “ ’Twas the night before Christ- 
mas.” 


“Type is the face you turn to the 
public,” the Advertising Typogra- 
phers Assn. of America says. 

And your type face is usually 
the only one the public ever sees. 


Sterling Salt is real salty salt, 
says International, which recog- 
nizes the possibility that some salt 
may have lost its savor. 


A copywriter, says Gordon 
White, “has the knack of giving 
personality to such products as 
corn plasters and corn starch.” 

To the owner of an aching corn, 
Blue Jay has become the symbol 
of assured deliverance. 


A European advertising repre- 
sentative offers to sell space for 
U. S. publications in Yugoslavia, 
Germany, Italy and Russia. 

Is the Iron Curtain being lifted 
a wee bit? 


on the average, with the “club sys- of Missouri School of Journalism. 


Copy Cus. 
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LEADERSHIP 


During 1958.... 
the POST-DISPATCH 


published more 
GENERAL ADVERTISING 


than any evening and Sunday 
newspaper in the entire 
United States 


or Canada 


ST.LOUIS POST-DISPATCH 


FIRST IN CIRCULATION ° FIRST IN READERSHIP * FIRST IN ADVERTISING 
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this 
Wonderful 
thing 
about 


families 


Church bells on the quiet air. Footsteps in the aisles. Then the solemn beauty of family voices 

lifted in prayer. The sounds of Sunday morning in America. 

There is symbolism in a family at worship. For it is in the family that spiritual and moral values develop. 

In millions of homes, talk about religion and ethics is often inspired by the frequent articles 

on these subjects in Look Magazine. The whole family reads them because they are presented in moving 
terms of people—terms that stimulate the response, the involvement, of men and women and teenagers. 


LOOK’s audience of 27,900,000 readers is concentrated more among people in families 
with children than is the audience of any other major magazine. Through its accent on human values, 
the warmth and variety of its exciting story of people, LOOK has won a unique place 
in the minds and hearts of America’s families. And it is the family that sets the pattern of 
American thought and action . . . that holds the key to enduring success for American businesses. 


AMERICA’S FAMILY MAGAZINE LOOK- the exciting story of people 
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You pay You pay 
$33.79 $35.40 
thousand oceue 


Compare Your Cost per Thousand 0.E.M. Subscribers! 


Magazine “B” is currently circulating a chart com- 
paring its circulation in the O.E.M. market with mag- 
azines “C” and “'D’’, completely forgetting magazine 
“A''— Proceedings of the IRE. With Proceedings you 
pay only $19.11 per thousand for original equipment 
manufacturers—a fact not to be ignored by today’s 
economy minded media men. Remember, your dol- 
lars go further, your sales message works harder 
when it is in Proceedings of the IRE! 


THE INSTITUTE OF RADIO ENGINEERS 


Proceedings of the IRE 


Adv. Dept. 72 W. 45th St., New York 36, N.Y. 
MUrray Hill 2-6606 


Chicago + Minneapolis + Boston 
Los Angeles + San Francisco 


25 years. 


dollars in new business. 


(Offer limited to recognized U. S. and Canadian 
agencies. Others, remit with order Full refund, 
if book is returned in good condition at end of 
three-day examination period.) 

If after 3-day examination you decide not to 
purchase—just write “CANCEL” on our invoice 
1 and return book in good condition and you will 
owe us nothing. 


The Advertising Workshop Inc. 


117 West Harrison Street, Chicago 5, lilinois 


ATTENTION! 


Agency New Business 


Executives... 


Many of the smartest agency executives in America—and 11 other 
countries—have critically examined SOLICITATION AND PRESENTA- 
TION TECHNIQUES for three days—and have promptly written checks for 
$190* for copies. Some buy two or three. 


Purchasers include large, medium, and small agencies in prac- 
tically every city in the U. S. and Canada—which means that your agency’s 
keenest competitors are now using this indispensable working manual. 

Why have so many paid so much for copies of this remarkable 
book? Because one hard look convinced them that its unique compilation of 
successful case-history experience, new business letters, and winning pres- 
entations (weight 8 pounds), would help them get new accounts. 

Scores of enthusiastic unsolicited letters say it will help ANY 
agency get new business that consistently applies its proven methods and 
techniques—evolved by the champion agency “business getters” of the past 


The price (which, of course, is tax deductible) is equivalent to your 
agency commission on only $1267 in increased billing, and many of the sales 
letters and presentation materials included have helped acquire millions of 


Since it costs nothing to see and appraise this book’s value to your 
agency, can you afford NOT to take a FREE look. 


The coupon below will bring a copy by return mail for your ex- 
amination and approval. Better mail it NOW! 


* Price $200, less $10 if paid in 10 days. 


FREE THREE-DAY EXAMINATION. MAIL COUPON! 


----------------7 


| accept your FREE 3-DAY EXAMINATION offer. 


(Please print—or type) AA 2-23-59 
FIRM 

ADDRESS. 

CITY po ee, 


If | keep this book, | agree to remit $190 within 10 days—or 
$200 within 30 days. 


(Sign) 


| 


Advertising Age, February 23, 1959 


Getting Personal 


When The Saturday Evening Post ran a full-page ad in The New 
Yorker to wish a “Happy Valentine’s Day to Life and Look . .. be- 
cause it wouldn’t be nearly as much fun without you,” it didn’t 
take Look long to respond in kind. Don Perkins, ad director, and 
Vern Myers, publisher, promptly posted their own valentine to Ed 
Von Tress, Post ad director. Their greetings consisted of the sheet 
music for “ I Love You Truly” plus this bit of poesy: “May the Post 
ever float down the river of Time ( or Life) like a well-corked bottle 
adrift in the Rhine. May roses stay red and violets blue and may 
we say we love you too.” .. 

Robert Gunder, ad director of Hamilton Watch Corp., is again 
a contributor to Coronet. His article, “It’s About Time,” a treatise 
on timepieces, appeared in the Feb. 17 issue. . . “Blue Door,” an oil 
painting by Charles Coiner, vp in charge of the art department of 
N. W. Ayer & Son, and “City Children,” an oil by Thomas E. Yerxa, 
Ayer art director, were among nine oils recently purchased by the 
Philadelphia Museum of Art for its permanent collection. ... 


A baby girl caused quite a stir at Gillham Advertising, Salt Lake 
City, Jan. 20—created a first-time father of staffer Lon Richardson 
Jr. and made a very proud grandfather of senior vp Lon Richard- 
son Sr... Bert Megowan, president of Fisher Brewing Co., one of 
Gillham’s largest accounts, not to be outdone, evened up the score 
at his house the next day with the addition of boy No. 2 in his fam- 
ily of four... 


Vera Schulte, promotion manager of WCPO-TV, Cincinnati, won 
the $500 “Man with a Camera” promotion contest sponsored by ABC 
Films—and used her winnings to give a party for the station’s per- 
sonnel. .. . Samuel Krasney, pr director of Publicker Industries, 
has a new paper back mystery on the best-seller list. It’s called 
“Morals Squad” and is based on experiences of the Philadelphia 
police. . . 


TRAVELERS—Roscoe Fawcett, vp and circulation director of Fawcett 

Publications, and Mrs. Fawcett, nearing the halfway point in their 

round-the-world trip, do some grass roots research in Auckland, 
New Zealand. 


Mr. and Mrs. Al Bonk became parents of their second daughter, 
who has been named Kimberly, on Jan. 20. The baby weighed 7 
lbs., 3 oz. Mr. Bonk is assistant to the president of Roche, Rickerd 
& Cleary Inc., Chicago. . . 

Jeanette LeBrecht, print media director of Cohn & Aleshire, is 
chairman of the Butterfly Ball, the 47th annual benefit of the Adver- 
tising Women of New York, set for March 6. Eugenie Stamler, 
print media director of Norman, Craig & Kummel, is head of ticket 
sales... Alan F. Frank, vp of Frank & Thomas Advertising, Salt 
Lake City, has been named “outstanding young man of the year” by 
the Junior Chamber of Commerce, of which he is 2nd vp... 


It’s a 6 lb., 10 oz. son, Gregory Scott, for Doris and Shep Henkin, 
director of advertising and sales promotion of the Universal Match 
Corp., St. Louis. Police sirens and flashing red lights whizzed them 
to the hospital, and young Greg was born four minutes after his 
mother arrived at the hospital door. His horoscope read: “You tend 
to leap before you look.” . . 


H. W. “Hank” Shepard, general manager of WAMP and WFMP, 
Pittsburgh, is one of 14 annual members elected by the United 
Fund Organization of Allegheny County. This honors his work last 
year as radio coordinator for the fund’s radio-tv task force. This 
year Hank heads up the broadcasting activity in the Tri-State area 
for the Truth Broadcaster project of the Crusade for Freedom. . . 

Ray Armbruster, creative director at Krupnick & Associates, St. 
Louis, is back at work after a coronary bout. . . Roger W. LeGrand, 
vp of the Cramer-Krasselt Co., Milwaukee, is associate publicity 
chairman for the Community Chest campaign in Milwaukee Coun- 
ty... Andrew W. Bellenot, in the tv-radio department of Ted Bates 
& Co., New York, has a new son, Ronald Kevin, born Feb. 9. The 
Bellenots also have two daughters, aged 13 and 8... 


James M. Cleary, a partner in Roche, Rickerd & Cleary, Chicago, 
has been appointed a Democratic member of the Illinois Public Aid 
Commission. . . Lorenz Hansen, radio-tv writer-producer with Gray 
& Rogers, Philadelphia, heads up the Fitler Square committee of 
the Center City Residents’ Assn. of: Philadelphia. . . 

Lou Benincasa, on the New York sales staff of Redbook, is lec- 
turing on marketing and advertising at St. John’s University and 
Pace College. .. Two Hudson Pulp & Paper Corp. executives, Lester 
D. Arstark and Murray Gross, are lecturers at the Bernard Baruch 
School of Business, City College, New York. Mr. Arstark, Hudson’s 
director of communications, is teaching sales promotion; Mr. Gross, 
product manager, is heading a course on marketing. . . 
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The New Year’s Day Parade 
on First Street in Los Angeles is 4 Years Long 


In certain parts of Los Angeles, New Year’s Day means roses, 
beauty queens, and pigskin heroics. 

But here on First Street, The Times has an annual New 
Year’s Day parade all its own. 

Media Records keeps leading the band... latest instance 
being the year-end report for 1958 on all U.S. newspapers. 

For the fourth year in a row, The Times was first in total 
advertising with 65,378,199 lines...9,340,566 more than the 
second newspaper. 

And the habit goes even deeper. Media Records tallies The 


Times first in retail advertising, for the fourth year... first in 
classified advertising, for the sixth year... first in financial 
advertising, for the second year. 

Apparently, our readers enjoy this parade, too. For The 
Times goes to more homes, more upper-income families, more 
two-car families, more professional and executive households 
than any other Los Angeles metropolitan newspaper. 

First in the nation, first in Los Angeles — it’s getting to be a 
habit with The Times, and one we have no intention of break- 
ing here on First Street in Los Angeles. 


First in the nation's No.2 market Los Angeles Times 


Represented by Cresmer and Woodward, New York, 
Chicago, Detroit, Atlanta, and San Francisco 
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“Build it!” they said—and action 


made a dream come true 


“Home” is an action word to millions of Americans. It 
is not only the fulfillment of a dream—but the begin- 
ning of a new consumer life. 


When House Beautiful ran 37/2 pages on the Scholz 
Homes “Mark 58” promotion—the response sparked 
action among more than 30 national manufacturers and 
80 builders all across the country. 


Action? Over two million people visited Scholz model 
houses since the opening last June. More than 700 
homes were sold to buyers. “Never anything like it in 
our experience with magazines,” writes Donald J. 
Scholz, President of Scholz Homes, Inc. 


Pre-sold prospects: Like all Hearst Special Interest 
Magazines, House Beautiful delivers an audience of 
pre-sold prospects (700,000.)—not just suspects. 


© 1959 by The Hearst Corporation 


There is no waste here. A special interest magazine is 
tailored to its market. Reader and advertiser share a 
common interest—speak a common language. And 
advertising is surrounded with a climate of acceptability 
that offers a tail wind for sales at the local level. 


So if you want action in terms of sales, look to the 
medium that is geared for action, saleswise. For adver- 
tising dollars work hardest where interest is greatest — 
and readers of Hearst Special Interest Magazines are 
already sold ...only need to be told! 


Six Keys to Profits Through Action 
@ Hearst readers are prospects, not just suspects 
@ Advertising is focused where interest is keenest 
@ Editorial and advertising content work together 
@ Editorial integrity lends prestige to advertising 
@ Each Hearst Magazine is an authority in its field 
@ Hearst readers are sold—only need to be told! 
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aw A Pen Promotes Three (ary will be L. T. Plouff, vp and) 
HO W. A. Sheaffer Pen Co., Fort general manager, and H. C. Higley, 
Madison, Ia., has made three pro- | VP» sales manager and secretary. 


| mations in its international divi- 
MELON’ S$ RIPE? | sion. Karl F. Dinnauer, formerly | Sorgatz to Perini-Westward 


| managing director of foreign sales, George F. Sorgatz Jr., until re- 
melon, but it takes experience to ‘has been appointed marketing jcently head of his own agency in 
know when it's ripe. Right now, | director, international operations. |Miami, has been appointed direc- 
the juicy farm store field is ripe | John Wise, formerly field director, tor of advertising and public rela- | 
for a publication all its own— |has been named sales manager |tions of Perini-Westward Develop- | 
Farm Store Merchandising. The | and Charles Rupert, previously |ers, which is building a $500,000,- 
market's a juicy $22 billion. (assistant to Mr. Dinnauer, has | 000 “city-within-a-city” on an 8% 
Wouldn't you like a slice? |been named advertising and mer-|square-mile tract within West 
|Palm Beach, Fla. Before moving 


Anybody can thump a water- 


For information, see BPRD Clas- | chandising manager. 
sification 44A or write: } |south, Mr. Sorgatz was with Ogil- 
Pe te ee oe eo | Ansul Opens Foreign Unit | vy, Benson & Mather. 

Ansul Chemical Co., Marinette, | 
Wis., has formed a foreign-based Sullivan Co. Joins NAAN 
|subsidiary to develop its foreign Daniel F. Sullivan Co., 
markets. The new company, Ansul | has been elected to membership | 


ready begun handling distribution |cy Network. NAAN now has mem- 
|of Ansul products to foreign coun-/| bers in 30 top marketing areas in 


| tries. —— the new subsidi- | the U.S. and Canada. 
Proof of Acceptance* 


NOW fa WCCO RADIO 
HAS MORE Bl LISTEN- 
ERS Ml THAN ALL 
OTHER MINNEAPOLIS- 
ST. PAUL Gl STATIONS 
COMBINED! 


WCCO Radio also delivers... 


*“LOWEST COST PER THOUSAND. 
of the average of all other stations 


*MORE ADULTS... . WCCO Radio is the solid leader 
with a 60.1‘; share of the adult audience. That’s 50°; more than 
all other stations combined! 


*GREATER METRO AREA DOMINANCE. . WCCO Radio 
shows its overwhelming strength with 399 quarter- -hour wins. 
Four times more than all other stations combined! 


*Nothing sells like acceptance... W Ox Ox © 


MINNEAPOLIS «+ ST. PAUL 


The Northwest's Only 50,000-Watt 1-A Clear Channel Station 
Represented by CBS Radio Spot Sales 


THE MILLER PUBLISHING CO. 
Bex 67 Minneapolis 40, Minn. 


. . Exactly half 


Radio 


Source: Nielsen Station Index, Nov.-Dec., 1958 


Boston, | 


International Corp., S.A., has al- in the National Advertising Agen-| 


Advertising Age, February 23, 1959 


‘Use of Cash-Carry 
Units by Wholesale 


Grocers Is Growing 


CuIcaco, Feb. 17—Cash and car- 
ry units, which wholesale grocers 
| began operating in order to shunt 
| small orders away from their main 
warehouses, have grown into es- 
tablished, profit-making’ enter- 
| prises. 
f Members of the National-Amer- 

ican Wholesale Grocers’ Assn. con- 

firmed this fact as they met here 
| last week for a special conference 
/on cash and carry concepts—the 
| first such meeting the group has 
held. 

The exact number of cash and 
| carry units in operation in the U.S. 
and Canada is not known, the as- 
sociation says. A report by Daniel 
J. Bartz, of Frazer & Torbet, Mil- 
waukee, says 50 members of the 
| association operate a total of 180 
such units. Of those units, 80 whose 
figures were reported averaged 
$460,000 annual dollar volume last 
year. Of the 80, 15 have been in 
business for ten years or more, and 
these units showed an aggregate 
|dollar volume increase of 37% 
| since 1948. 

The gross profit margin of all 
| the reporting cash and carry units 
averaged 6.2% of net sales, Mr. 
Bartz said. 


s “The fundamental objective in 
operating cash and carry outlets,” 
he said, “is to provide a source 
of supply for orders which cannot 
be economically processed through 
the main warehouse. Transfer of 
the smaller size and ‘will call’ or- 
ders permits the main warehouse 
to concentrate on large orders at 
lower operating cost. 

“Another equally important ob- 
jective,” Mr. Bartz noted, ‘“con- 
sists of providing growth-minded 
small-volume stores with a means 
of fulfilling their needs at a rea- 
sonable competitive price, permit- 
ting them to remain in business 
and compete with larger markets.” 

Promotion of the cash and carry 
operations to retailers; NAWGA 
members said, is done primarily 
through regular mailings, which 
often feature specially priced mer- 
chandise. 

Those attending the conference 
spent a good amount of time dis- 
cussing promotions for their cash 
and carry units, indicating they no 
longer feel the units serve merely 
to isolate “bothersome” small or- 
ders from the main warehouse. 


# Charles Hill, of Hannaford Bros. 
Co., Portland, Me., listed six steps 
to a successful cash and carry pro- 
motion sale: (1) Have a firm idea 
of what the promotion is supposed 
to accomplish; (2) see that high- 
profit items are well stocked, as 
well as low-profit merchandise; 
(3) alert personnel to the purpose 
and goals of the promotion; (4) 
use two or three advance mailings 
to retailers telling of the promo- 
tion; (5) clean and prepare the 
warehouse and (6) follow up with 
a survey of personnel to learn 
how the next promotion can be 
improved. + 


Penn Garment to Segall 

Penn Garment Mfg. Co., Phila- 
delphia, has named I. J. Segall 
Advertising, New York, to handle 
advertising for its Barba Dee line 
of dresses. 


Official Names Fuller 

Don Fuller, formerly with ABC 
Television, has been appointed 
southwestern representative of Of- 
ficial Films, tv syndicator, New 
York. 


Blaw-Knox Names Alexander 
Bruce Alexander, formerly of 
Blaw-Knox Co.’s chemical plants 
division, has been named manager 
of advertising and marketing serv- 
ices of Blaw-Knox, Pittsburgh. 


As 
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THE ADMIRALS VERY MUCH AT HOME 


(At Latitude 38° Longitude 122°) 


When the Pacific’s wars were done, Admiral and 
Mrs. Chester Nimitz were very happy to return to 
the more tranquil life of their beloved Berkeley, 
California. That’s Latitude 38°, Longitude 122° — 
a far haul from the distant islands where the Ad- 
miral fought his historic battles of World War II. 


Admiral and Mrs. Nimitz live in a Spanish-type 
home, surrounded by spacious gardens, which are 
aconstant pride. Actually, it could be called a Sun- 
set-type home, for Admiral and Mrs. Nimitz are 
devoted practitioners of the Sunset way of living. 


As a matter of record, Admiral and Mrs. Nimitz 
have been Sunset subscribers since 1926. Mrs. 
Nimitz, by her own testimony, is an ardent clipper- 
and-keeper of Sunset articles. Her chief interests: 
cooking, gardening, travel. From the accumula- 
tions of her scrap-book come many ideas to enhance 
a gracious hospitality, a graceful manner of living. 


THE MAGAZINE OF WESTERN LIVING 


Sunset people everywhere (meaning all the West 
and Hawaii) are discriminating people. They live 
in (and own) the finest homes, entertain in the 
best of taste, maintain their gardens with endless 
pride, travel for pleasure and business far more 
than most people. In all these matters, they look 
to Sunset as their gospel book of Western living. 


Like the Admiral and hislady, they arestaunchly 
loyal to Sunset. It is the magazine that helps them 
do the things they want to do: to enjoy the best in 
Western living. 

This explains why Sunset is the reading habit 
and buying guide of more than 1,900,000 primary 
adult readers in the West. This is quite a selective 
audience of influential families: the people who run 
their towns, the people who do things. And what 
they do, in matters of living, gardening, cooking 
and traveling, is not only influenced by, but usually 
prompted by, Sunset. 


4 


Sundial in the Nimitz garden was designed and 
presented by Fred H. Hagner, a shipmate aboard 
the Admiral’s first ship, the U. S. S. Ohio. 


LANE PUBLISHING CO., MENLO PARK, CALIFORNIA 
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it's quality of mind 


that counts......... 


Quality of mind makes all the difference. 
It makes a difference in the kind of readers a magazine has 
and certainly in the kind of readership it gets. 


It is one of the underlying reasons why most 

of FORTUNE’s subscribers request that their copies 

be home delivered. Away from the distractions and demands 
of the office they can read in quiet concentration. 


It makes a difference for management advertising, too. 
For when a man is reading about business, he’s thinking 
about business—his own. What better time is there 

to tell him what your product can do for him? 


Advertisers who have tried it tellus... 


FORTUNE sets results. 
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EAST 


NEW YORK SPRINGFIELD, Mass. 
BOSTON ALBANY 
WASHINGTON ROCHESTER 
PITTSBURGH BUFFALO 
BALTIMORE SYRACUSE 
PHILADELPHIA BINGHAMTON, N.Y. 
PROVIDENCE (Opens early 1959) 
HOTEL RESERVATIONS ATIANTIC CITY 
é MIDWEST 
Coast to Coast in the U.S.A. and in Canada sy aoe He ES: 
j — a 6» ap DETROIT FRENCH LICK, Ind 
O mmaneies e ee ee CLEVELAND RAPID CITY, S. D 
CINCINNATI SIOUX CITY, lowa 
Call any of these numbers: concen: ee oy ee 
: OMAHA CEDAR RAPIDS, lowa 
oy 


/ 

/ 
H WEW YORK—CHickering 4-0700 LOS ANGELES—DUnkirk 2-717! 
{ CHICAGO —WHitehall 4-4100 
! 
1 
\ 
\ 


SAN FRANCISCO—EXbrook 2-8600 ary 


\ 
\ 
\ SOUTH 
PHILADELPHIA—LOcust 8-3300 i] 

! 
u 

/ 

/ 


DETROIT —WOodward 1-8000 


LOUISVILLE AUSTIN 
DALLAS MOBILE, Ala 
4-second electronic RESERVATRON or Direct-Line Teletype Opens early 1959) 
in these and other principal cities give you fast free room reserva: WEST COAST 
\ tions in 38 cities, coast to coast in the U.S.A. and in Canada SAN FRANCISCO PORTLAND, Oregon 
LOS ANGELES (Opens fall 1959) 


Sot ——_ 
renmeeeewanwaw ae eae eee e” PASADENA 


CANADA 
NIAGARA FAUS, Ont. 
HAMILTON, Ont 


Piesaing a convention? Write for Sheraton’s 96-page facilities booklet. 
Address Sheraton Corp., 470 Atlantic Ave., Boston, Mass, 


SHERATON HOTELS 


m@ MONTREAL 
& TORONTO 


| ware 


| Gero Advertising Reports 


It Passes $1,000,000 Mark 

“In this era of agency merg- 
ers, when ever-increasing bigness 
through consolidation of compa- 
nies seems to be the keynote, it is 
heartening to see agency growth 


|/unaccompanied by mergers.” 


So says Gero Advertising, Pat- 
erson, N.J., in reporting that it has 
now passed the $1,000,000 mark 
in billings. Started in 1948 by 
George Gero, the agency now has 
14 employes. A service office was 
opened in New York two years ago. 


Name Schmidt Ad Director 

Don Schmidt, in the ad depart- 
ment of International Molded Plas- 
tics, Cleveland, has been named 
advertising manager. He will han- 
dle the company’s three dinner- 
divisions—Brookpark, Ar- 
rowhead and Premium—as well as 
its industrial division, Structoglas, 
manufacturer of fiberglass rein- 
forced plastic panels. 


S$ Counties with a | : 
Popeain of 1452 “i 


*Buying Income .. . .$2,470,791,000 
Retail Sales ..... .$1,722,092,000 
*Food Store Sales ..$ 403,517,000 


*One-Third of the Total Area of New York State 
And there's a single, efficient way to sell ALL this big 
market. The SYRACUSE NEWSPAPERS deliver 100% sat- 


uration coverage of metropolitan Syracuse plus effective 


coverage — up to 76% — in the 14 surrounding counties. 


FULL COLOR AVAILABLE —DAILY AND SUNDAY 


Represented Nationally by 
MOLONEY, REGAN & SCHMITT 


r 
the syracuse *R 


HERALD-JOURNAL & HERALD-AMERICAN 
Evening Sunday 


Sunday Herald-American 205,658 


When you budget for the SYRACUSE MARKET — think about 
ALL of it — capture‘it with the SYRACUSE NEWSPAPERS’ 
total-sell-ability! No other combination of media will do a 


comparable job at a comparable cost. 


“Results of 
Selling Research, Inc. 
latest Test 
Market Survey 


THE POST-STANDARD 
Morning & Sunday 


Sunday Post-Standard 109,060 


Advertising Age, February 23, 1959 


Statistics Don't 
Tell Consumer 


Wants: Johnston 


Labatt Exec Says Poorer 
Consumers Upgrade Buy, 
Rich Downgrade Theirs 


BuFFALo, Feb. 17—Marketing 
people “must think in terms of 
him or her—not them.” 

This advice was given here last 
week before 340 persons at a Na- 
tional Advertising Week luncheon 
sponsored by the Greater Buffalo 
Advertising Club and the Adver- 
tising Women of Buffalo. 

The old social-economic groups 
are out of date and “nothing is any 
longer exclusive to the rich,” W. K. 
Johnston, sales and advertising 
‘manager, John Labatt Ltd., Toron- 
, to brewer, declared. 

‘Man, the consumer, has become 
a classless individual,” he declared. 

“In his desire for individuality 
and the ability to achieve it lies 
the greatest single force that will 
influence western civilization for 
years to come—and herein lie the 
| greatest opportunities for market- 
ing men,” Mr. Johnston asserted. 


|—a “If we continue to think in 
terms of the mass market, we will 
miss the opportunities completely,” 
he said. 

| He urged a search for “hidden 
differences” in individuals that af- 
fect motivation and emphasized: 
“We will not find these differ- 
ences in personal income statistics 
or location of house or age of it. 
They will be found, if at all, 
_ through the use of sociological and 
psychological sciences.” 

| Mr. Johnston maintained that 
|most families manage to live in 
{much the same manner, regardless 
| of personal income. He set $7,000 a 
| year as an average “living level,” 
|explaining: “If the head of the 
household makes less, another 
|member of the family works to 
| bring up the income, members of 
|the family engage in do-it-your- 
self activities to bring their com- 
| forts to average level or the fam- 
|ily buys second-hand goods, cars, 
| refrigerators, furniture to make 
their possessions equal to those of 
their neighbors in a higher income 
bracket.” 

| Mr. Johnston also listed the 
|forces that bring families with 
| higher incomes down to the hypo- 
thetical $7,000 level: 

“The man’s wife doesn’t work; 
his taxes are killing him; he buys 
a new car every other year; he 
hires painters and carpenters to do 
his work.” + 


‘Sports Illustrated’ Keeps Rate; 
Offers Florida as Bonus 

Sports Illustrated has issued 
rate card #7, effective with the 
April 20 issue, in which no change 
in ad rate or circulation guarantee 
is made from rate card #6. Page 
rate, based on one-time frequency, 
continues at $5,355, with circula- 
tion remaining at 850,000. Adver- 
tisers in the eastern regional edi- 
tion will be offered Florida circu- 
lation as a bonus in three of four 
issues, with the fourth issue to be 
included as part of the southern 
regional edition. 


Simmons Appoints McCann 

Simmons Co., New York, has 
appointed McCann-Erickson, New 
| York, to handle advertising for its 
Hide-a-bed sofas and all uphol- 
stered products made by its new 
living room division. Young & 
Rubicam, which previously han- 
dled all Simmons advertising, will 
continue as the agency for the 
mattress division. McCann has 
handled Simmons in foreign mar- 
kets for a number of years. 
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L VTERVATIONAL DU FILM POBLICITAIRE 


PRIX 


a daw ld 
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| AUMEMLLELE FILM PA) 
‘ ¥ 7 

"PRODUIT PAR icy cascage PICTURES 

(Laas 


POUR ARMOUR ALTA 
X INES SEPTEMRRE 1957 


— — 


JUDGED 


Best in the world! 


For the second consecutive year we take great pride in the announcement 


that a commercial film for television produced by Cascade Pictures of California, 


Inc. for the Foote, Cone & Belding Advertising Agency has won the first award at 


the International Film Festival. 


(CyD ((° CASCADE PICTURES OF CALIFORNIA, INC. 


1027 North Seward Street * Hollywood 38, California 
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EWRR’‘s Wachter 
Joins Knox Reeves 
as VP March | 


MINNEAPOLIs, Feb. 17—Fred 
Wachter, exee vp and general 
manager of Er- 
win Wasey, 
Ruthrauff & Ry- 
an’s eastern divi- 
sion, New York, 
has resigned and 
will join Knox 
Reeves Advertis- 
ing on March 1 as 
vp and account 
supervisor. 

He will be ac- 
count supervisor 
on the Mars can- 


Fred Wachter 


dy account. 

Mr. Wachter joined Erwin, Was- 
ey & Co. in Chicago in 1943—start- 
ing as a copywriter. Prior to that, 
he spent ten years with General 
Electric Co. in Chicago. 

At Erwin, Wasey, Mr. Wachter 
was appointed a vp and creative 
director in 1952 and in 1955 he be- 
came general manager of the Chi- 
cago office. When the agency 
merged with Ruthrauff & Ryan in 
1957, he became general manager 
of the Chicago office and a year 
later his responsibilities were en- 
larged to encompass the entire 
eastern division. + 


Doner Adds Account; 
Boosts Two, Names Two 

Ottenheimer Publishers, Balti- 
more book publisher, has appoint- 
ed W. B. Doner & Co., Philadel- 
phia, to handle its advertising. 
Consumer magazines, trade and 
educational publications are the 
publisher’s primary media. 

The agency, meanwhile, has 
promoted two staffers and ap- 
pointed two others. John McCul- 
lough, formerly art director, has 
been named creative director, and 
Paul Dietz, formerly an account 
executive, has been placed in 
charge of new business. Tom Hag- 
ner, formerly an account execu- 
tive with Radio Station WCBM, 
Baltimore, has joined the agency 
as a media buyer and Marilyn 
Coleman has joined Doner as a 
radio-tv writer. 


Arvin Industries Moves from 
Roche, Rickerd to Ruben 

Arvin Industries Inc., Columbus, 
Ind,, manufacturer of automo- 
tive parts, as well as many con- 
sumer products, including radios 
and phonographs, fans, room heat- 
ers, outdoor furniture, barbecue 
grills and ironing tables, will 
change its advertising account, 
effective June 1, from Roche, Ric- 
kerd & Cleary, Chicago, to Ruben 
Advertising Agency, Indianapolis. 

The account has been handled 
by Roche, Rickerd & Cleary for 
the past 12 years, The Ruben agen- 
ey has done specialized work for 
Arvin over a period of several 
years. 


Geoghegan Joins Rogers 
William C. Geoghegan, formerly 
advertising director of Gunther 
Brewing Co. and vp of Bryan 
Houston Inc. and Compton Ad- 
vertising, has joined James B. 
Rogers Associates, Baltimore agen- 


cy, as a vp. 


runs are best when printed in 
Screen Process. No sacrifice in 
color or quality, detail or design. 
The cost is low. 

Put Punch in Point-of-Purchase 


Barnet and Reet Organize 
New International Company 

Barnet & Reef Associates, a new 
company offering public relations 
and marketing services in the in- 
ternational field, has been organ- 
ized in New York (at 445 Park 
Ave.) by Sylvan M. Barnet Jr. and 
Arthur Reef. The company will 
also operate a subsidiary, PR In- 
ternational Inc. 

Mr. Barnet, the president of the 
company, was formerly director of 
the New York Herald Tribune 


Syndicate & News Service and be- 
fore that, was general manager 
of the Herald Tribune’s Paris edi- 
tion. Mr, Reef was formerly direc- 
tor of Ruder & Finn International, 
a division he organized for the 
public relations company in 1956. 


Gordon & Hempstead Adds 2 
Gordon & Hempstead, Chicago, 
has added two new accounts— 
Northwest Inc., Renault car dis- 
tributor in five states, and Pruden- 
tial Wares, Milwaukee, a division 
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of Ekco Corp., Chicago. To handle;Cedar City, Utah. Others which 
the Renault business, the agency | have moved from CBS to NBC are 
has effected a working agreement | WRVA, Richmond, WKNE, Keene, 
with D. C. Caslin, Seattle. Gordon|N.H., and WSAN, Allentown, Pa. 


& Hempstead also has named Wil- 


liam (Bill) Nelson, formerly with | Two Name Ver Siandig 


WLS, Chicago radio station, direc- 
tor of radio and television activi- 


ties, 


NBC Adds KSUB 
Latest 


Federal Publications Inc., pub- 
lisher of Government Contractor 
and Government Contracts Cita- 
tor, and Peoples Gas Stations Inc., 
both Washington, have appointed 


CBS radio station to|M. Belmont Ver Standig Inc., 


switch to NBC since CBS convert-|Washington, to handle their ad- 
ed to a barter setup is KSUB,|vertising. 


Big British adverti® 
more big Amer® 


There are a few fine American agencies in London but their 
services may be pre-empted in your field or you may prefer to 
have a British agency anyway. Mather & Crowther, founded 
1850, is the fourth largest British agency in the world. Central 
London, one office, no branches. Our organisation, methods 
and philosophy are indistinguishable from the best American. 
Most clients are British (we have 7 Unilever accounts) but we 


We don’t have many accounts. We do have many blue chip 
accounts. We don’t specialise. Our strongest lines are packaged 
goods (groceries, drugs, confectionery, toiletries, cosmetics) 
transportation, and generic goods and services advertised 


Groceries 

Unox Luncheon Meat* 
Batchelors Peas* 
Magic Margarine* 
Tetley’s Tea Bags 
H.P. Sauce 

Lea & Perrins Sauce 
Gray Dunn Biscuits 


Confectionery 
Pascall 


Bassett’s Liquorice Allsorts 


Chain Stores 

Mac Fisheries* 

Jaeger (clothing) 
Sainsbury’s (provisions) 


Mail Order 


J. G. Graves 
Bennett College 
World Record Club 


* Manufactured and/or marketed by subsidiary or associated companies of Unilever Ltd. 


Nationalised Industries, Statutory Authorities and other public bodies 
British Egg Marketing Board - National Milk Publicity Council - White Fish Authority 
Tomato & Cucumber Marketing Board 
Electrical Development Association - National Coal Board - Coal Utilisation Council 


British Transport Commission - Corporation of London - Zoological Society of London 


Mather & Crowther of London 
operate all over the world but with the emphasis 
on U.K., Europe and the Commonwealth 


There’s nothing like keeping good company 


Pepsodent Toothpaste* 
Ronson Shaver 
Sunsilk Shampoo* 
Field’s Toilet Soap 
Vinolia Model Set* 


Goya Perfumes & Cosmetics 


Sanatogen Tonic Food 


Transportation 
Trans World Airlines 
Trans-Canada Air Lines 


do handle T.W.A., Ronson, T.C.A., Kensitas Cigarettes, 
Singer Sewing Machines and Encyclopedia Britannica. So, 
many of us commute, transatlantically. In England we don’t 
have Vice-Presidents. Just Directors. All 12 work (supervising 
44 Account Executives). Each Director has his own portfolio 
of accounts and each directs one or more service departments. 
Thus any Director cross-pollinates every account. 


co-operatively by the whole industry — milk, eggs, road 
transport, fruit, coal, electricity, fish. Here are some of our 
larger accounts. We also advertise the London Zoo — for fun. 
Why not? We’ve got a Panda. Have you? 


Toiletries, Drugs and Cosmetics Fruit 


Fyffes Bananas 

South African Oranges 

South African Deciduous Fruit 
New Zealand Apples & Pears 
Tomatoes & Cucumbers 


Jaffa Oranges 


Liquor & Smoking 
Kensitas Cigarettes 
Ronson Lighters 
Jamaica Rum 


Shell Tetley’s Ales 
Canadian National Railways : 
¥ Domestic 
m Encyclopedia Britannica 
Miscellaneous mil 4 


Fisons Fertilizers 
International Computers 


Associated Electrical Industries 
Royal Air Force Recruiting 


Central Office of Information 


Singer Sewing Machines 


& Tabulators 


Terylene (Imperial Chemical Industries Ltd) 
Prestcold Refrigerators 

Newmaid Vacuum Cleaners 

Qualcast Lawn Mowers 


Ronuk Polishes 


Mazda Electric Lamps 


British 


N.B. Last year we lost five accounts. 
Two fired us ; we fired two ; one ‘ got 
married’. We got five new accounts. 
Net: we increased our billing by 18%. 
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‘Life’ Oftered at Cut Rate 


to Eastern Newsstand Buyers 


Norge Names Leary, Golding 
The Norge division of Borg- 


Starting with the March 2 issue,|Warner Corp., Chicago, has ap- 
Life will be offered at newsstands | pointed Edward A. Leary national 
in eastern states for an introduc-|sales promotion manager and Wil- 
tory price of 19¢. The introductory |liam Golding utility administra- 
promotion, to run through the is-|tion coordinator. Mr. Leary for- 
sue of April 27, will be conducted |merly was with Keyes, Madden & 
in Connecticut, Delaware, District| Jones and Roche, Williams & 
of Columbia, Maryland, New Jer-|Cleary in Chicago and Fuller & 
sey, Virginia, New York City and|Smith & Ross in Cleveland. Mr. 
selected cities in Pennsylvania and | Golding, whose duties will include 
New York state. The regular rate | Norge utility appliance advertising 


is 25¢. 


1956 as kitchen appliance promo- 
tion manager. 


Allied Chemical Boosts Wardle 

Byron R. Wardle, formerly a 
sales promotion representative for 
Allied Chemical Corp.’s Plaskon 
products, has been appointed mar- 
keting supervisor, Plaskon plas- 
tics and resins, plastics & coal 
chemicals division, New York. He 
succeeds Robert K. White, who has 
been named assistant director of 


and marketing, joined Norge in|advertising of Allied Chemical. 


Maclean Promotes Three 

Hugh C. Maclean Publications 
Ltd., Toronto, has announced three 
appointments. John Swindells, for- 
merly advertising representative of 
the Financial Post, has been named 
ad representative of Executive De- 
cision. Roger Coombe has been 
appointed an ad representative of 
Canadian Consulting Engineer. Al- 
an M. Heisey, formerly editor of 
Engineering & Contract Record, 
has been named sales representa- 
tive of that magazine and Engi- 


scan accounts 


ising agency wants 


CHAIRMAN: E. L. Mather 


Sir Francis Meynell, R.D.1.: PUBLIC RELATIONS 

C. E. Friedmann: INTERNATIONAL DIVISION 

Donald Atkins: PROGRESS, PRODUCTION, PRINTING, EXHIBITIONS 
A. F. Oppé: INFORMATION & LABOUR RELATIONS 

J. B. Cameron: DEPUTY INTERNATIONAL DIVISION 


EXECUTIVE BOARD OF MANAGEMENT 


MANAGING DIRECTOR: Francis Ogilvy 


VICE-CHAIRMAN: Gordon Boggon 


T. D. Morison: MEDIA PLANNING 
Stanhope Shelton: CREATIVE 
Guy Mountfort: MERCHANDISING 
A. G. Cranch: RESEARCH 


Research 


GRAEME CRANCH directs our Research 
Department. Currently President of the 
European Society of Market Research. Our 
Research work covers all fields — product, 
market, trade, consumer, media, copy, 
motivation — and plays a basic part in all 
our planning for Clients. Our Creative 
people (146 in all) use research contin- 
uously without inhibiting their invention. 


/f 


Outside Great Britain 


CARL FRIEDMANN directs our Inter- 
national Division. Tri-lingual, he knows 
the European markets intimately. His 
deputy, Jimmy Cameron, specialises in the 
Commonwealth. Their executives include a 
German, an Austrian (5 languages) and a 
Dane (by birth and education). Service 
divisions cover Intelligence, Research, 
Marketing, Media and Public Relations. 


Marketing 


GUY MOUNTFORT directs our Market- 
ing Department. Pre-war with the Frigidaire 
Division of General Motors on the Conti- 
nent; post-war with Procter and Gamble in 
U.S.A. and later their British company in 
U.K. Our Marketing work covers all aspects 
of “moving goods towards people”: product 
development and adjustment, design, pack- 
aging, pricing, distribution, sales training, 
display, point-of-sale material, premiums 
and so on. 


We create, place and co-ordinate advertising 
campaigns in most territories, pre- 
dominantly of course, in Europe and the 
Commonwealth. 


Carl Friedmann and Graeme Cranch will be in 
the U.S.A. in April and May, available to 
discuss your marketing and advertising in Great 
Britain and foreign territories. 


Creative 

STANHOPE SHELTON directs our 
Creative Department. Last year, they won 
for our Agency more “Oscars” than any 
other agency (British or American) in the 
U.K. — and sold the clients’ goods in the 
winning ! Our Creative work covers tele- 
vision (already nearly 30°, of our billing), 
films, posters, merchandising material and, 
of course, still predominantly magazine and 
newspaper advertising. 


FRIEDMANN 


MATHER & CROWTHER LIMITED 22.4. 


MARKETING AND ADVERTISING 
Brettenham House, London, WC2 


CABLES: SYNOPSIS RAND LONDON -« TELEPHONE: TEMPLE BAR 3411 


neering Construction Purchasers 
Directory. 


‘Defender’ Appoints Two 

Kenneth O. Wilson, founder of 
Kenneth O. Wilson Associates, 
Chicago merchandising consultant, 
and one-time assistant ad man- 
ager for Ebony and Jet, has been 
appointed ad director of the Chi- 
cago Daily Defender. Meanwhile, 
D. Parke Gibson, formerly pro- 
motion manager for Ebony and 
Jet, has been named director of 
the Defender’s advertising promo- 
tion and circulation. The Defender 
is in the process of expanding 
facilities and equipment. 


Gotham-Vladimir Names Two 

Andrew N. Vladimir, account 
executive at Gotham-Vladimir Ad- 
vertising, New York, has been 
appointed a vp. Rufus Choate has 
sold his interests in Scott-Choate 
Publications, Tarrytown, N.Y., to 
Edwin A. Scott Jr., and following 
foreign travel, will join Gotham- 
Viadimir as a vp. 


Only the 


ROTARIAN 


brings your sales message to 
this concentrated 


“action audience" 


Every copy reaches an active 
businessman who can makea 
decision to buy your product! 


79% 


are active in d 
business management! 


90% 


ploy an octive part 
in company buying! 


84% 


are active 
homeowners! 


54% 


operating 1,265,217 trucks! elle 


82% 


are active travelers! o & 8 e 
(more than 12 trips a year) 


53% r 
\\\ 
actively influence ! 
civic government Lm il 
buying! x ae 


and... this ''man-of- 
action” has an average in- 
come of $14,429 to make him 
an active customer for in- 
surance, travel, sporting 
goods and clothes. 

THE ROTARIAN reaches 
354,620 “men-of-action"” at 
the low, low cost of only 
$3.72 per thousand! 


SEND FOR YOUR FREE 


COPY OF Market Facts,Inc., o\inate 
complete study of the 2 ° 
ROT ARIAN reader—the man e 2 

° 


who can buy your product— <4 A 
today! Cure* 


AN INTERNATIONAL PUBLICATION 


1600 RIDGE AVE., EVANSTON, ILL. 


IN LATIN AMERICA... 
Revista Rotaria is a key pub- 
lication reaching 41,695 readers. 
Send for Market Facts, Inc., study 
of this important export market. 
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Royal Crown Is 
‘Fresher Refresher,’ 
Say Nehi Corp. Ads 


(Continued from Page 3) 
and April. 

Large color photographs domi- 
nate the ads. A nurse is shown 
sitting at a desk: “RC? I prefer 
it.” A painter is shown amidst his 
paint cans and ladder: “RC? Yes- 
siree.” 


The copy block captioning each | 


picture introduces Royal Crown as 
“the cola with the fresh up-to-date 
difference.” It also points out that 
today’s RC has a “delightfully 
less sweet taste all its own (made 
from fresh, protected concentrate 
instead of perishable syrup) .” 
Nehi’s marketing director, Rich- 
ard H. Burgess, is a veteran of 
the “perishable syrup” companies. 
A onetime regional manager for 
Coca-Cola, he resigned last De- 
cember as vp in charge of domes- 


Nehi. = 


| Lee Keeler Inc. Adds Two 

| Lee Keeler Inc., Philadelphia, 
has been named to handle adver- 
tising for Magikitch’n Corp., Quak- 
ertown, Pa., manufacturer of cook- 
ing appliances for commercial and 


institutional use, and for the Little | 


| Wonder division of Schiller-Pfeif- 
fer, Southampton, Pa., maker of 
electric hedge trimmers, grass edge 
|trimmers and portable electric 
generators. 


Weed Elects Lindsay 

Weed Television Corp. has elect- 
|ed George Lindsay a vp. Mr. Lind- 
|} say, who joined Weed in 1953 as a 
salesman and was named sales 
manager of the Chicago office in 
1955, is in charge of sales for the 
Chicago office and station rela- 
tions for the midwestern territory. 
| Wettstein Appoints Johnson 
| Johnny Johnson, a sales member 
of Bob Wettstein & Associates, 
publishers’ representative, has 
been named operational manager 


fice. 
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‘Bertram Lebhar, 77, 
Retired ‘Hosiery’ 
Co-Publisher, Dies 


New York, Feb. 18—Bertram 
| Lebhar, 77, retired editor and co- 
publisher of Hosiery & Underwear 
Review, Sweater News and Lin- 
gerie Merchandising, and a brother 
of Godfrey M. Lebhar, board chair- | 


night at his home here, presumably | 
of a heart attack. 
| Born in London, Mr. Lebhar | 
came to this country with his par- 
/ents at 15. He started his career 
as a reporter with the Arthur Les- 
lie newspaper service. In 1902 he 
joined the staff of the old New| 
York Tribune. | 

Later he became a free lance fic- | 


Street & Smith. 


later 


became a co-publisher of the com- | Block & Associates (now Moloney, | 


man of Chain Store Age, died last | 


|pany’s publications. He retired in 
1956, but still contributed articles. 


es Mr. Lebhar is survived by, in 
addition to his brother Godfrey, 
another brother, Lionel, a member 
of the New York Housing Commis- 
sion; a son, Bertram Jr., a news 
broadcaster and part owner of Ra- 
dio Station WEAT, Palm Beach, 
Fla., and a daughter, Ruth, re- 
search director of Associated Mer- 
chandising Corp., New York. 


WILLIAM E. LEDBETTER 

Cuicaco, Feb. 17—William E. 
Ledbetter, 54, vp of Shannon & 
Associates, publishers’ representa- 
tive, 
heart attack in his Highland Park 
home. 

Born in Bennettsville, S. C., Mr. 


tion writer and contributed stories | Ledbetter started his career as a) 
to the old Munsey publications and | space salesman for the New York | 


Times. He also worked for the old 


resentative business with Paul 


eer aon ero? “49 ‘ « 


SOLID 
REA 


CINCINNATI 
eRGUIRE 


CINCINNATI 
DS THE 


“That nice advertising man we met at the captain's table 


said we'd be passing some unusually interestin g sights, today!” 


MEMBERS OF 
. 


A CONDUCTED TOUR OF ALMOST ANY IMPORTANT media 
schedule generally finds the Cincinnati Enquirer high on 
the list. Reason: advertisers naturally want to reach the 
solid market that matters in this great metropolitan area. 
They're well aware that Solid Cincinnati reads the Cincin- 
. . . that they're in SOLID when they’re in 
The Enquirer. Proof? Plenty of it in the Top Ten Brands 
Survey, just completed. Call the Enquirer's Research De- 
partment for pertinent details. 


nati Enquirer 


Represented by Moloney, Regan & Schmitt, Inc. 


died suddenly Feb. 11 of a/| 
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Regan & Schmitt). 

Later, he worked for the Bran- 
ham Ce. before moving to Shannon 
& Associates in 1947. He was made 
a vp two years later. 


RALPH FAIRBANKS 

GREENWICH, CONN., Feb. 17— 
Ralph W. Fairbanks, 49, president 
of Fairbanks Associates, manage- 
ment consultant, and technical ad- 
| viser to Office Management, died 
in Greenwich Hospital yesterday 
after a short illness. 

Mr. Fairbanks was graduated 
from Boston University in 1934 and 
had been associated for several 
years with Ernst & Ernst, Boston 
management consultant, before or- 
ganizing his own company here 
in 1952. 

He was an early user of elec- 
tronic and automatic control ele- 
ments in office system design. As 
| technical adviser to Office Man- 


In 1921 he joined Knit Goods| Chicago Journal of Commerce be- | agement, he wrote many articles 
Publications as editor of Hosiery | fore entering the publishers’ rep- |on office automation, and was rec- 
tic sales for Pepsi-Cola to join! of the company’s Los Angeles of-|& Underwear Review and 


ognized as an authority on the 
subject. 

He was a member of the Assn. 
|of Consulting Management Engi- 
| neers, and treasurer of the Mill- 
brook Country Club here. 


RICHARD C. BROWNE 


RocHEstTer, N. Y., Feb. 17— 
Richard C. Browne, 51, general 
sales manager of the Todd Co., a 
|division of Burroughs Corp., died 
here yesterday in Strong Memorial 
| Hospital after a short illness. He 
had been with the company since 
1930, when he joined it as art di- 
rector in its advertising depart- 
/ment. He became general service 
manager in 1945, sales promotion 
| manager in 1948 and general sales 
manager in 1956. He was a mem- 
ber of the Sales Executives Club 
of Rochester. 


| 


_LUTHER C. ROGERS 

Cricaco, Feb. 17—Luther Calvin 
Rogers, 92, retired printing com- 
pany executive, died yesterday in 
his home in Western Springs, IIl. 

Widely known as a pioneer in 
the trade paper and catalog pub- 
\lishing field, Mr. Rogers founded 
'the Rogers & Hall Printing Co. in 
| 1898. Later, the company changed 
|its mame to Printing Products 
Corp.; it went out of business sev- 
eral years ago. Printing Products 
Corp. formerly printed ApvERTIS- 
NG AcE for a number of years. 


DOROTHY STAFFORD 

TOLEDO, Feb. 17—Mrs. Dorothy 
Stafford, 76, who at one time op- 
erated her own advertising busi- 
ness in Toledo, died Feb. 9. She 
also was a former feature writer 
for the Toledo Blade. 

Mrs. Stafford, who wrote a se- 
ries, “Men Who Made Toledo,” for 
the Blade, was also well known in 
Toledo cultural affairs and at one 
time wrote a radio column for the 
old Toledo News-Bee. 


DEAN L. DUNGAN 

Des Mornes, Feb. 17—Dean L 
Dungan, 63, senior account execu- 
tive with the Lessing Advertising 
Co., died of a heart attack at his 
home Feb. 7. He and Mrs. Dungan 
had returned only several hours 
previously from a three-week va- 
cation trip to the West. He had 
been with the Lessing agency for 
37 years and specialized in mai! 
order advertising. Born in Lincoln 
Neb., Mr. Dungan attended Drake 
University and had been with the 
How agency, in Denver, for severa 
years before joining Lessing. 


ALDEN WEIS 

Los ANGELES, Feb. 17—Alden 
Weis, 59, media director of the 
McCarty Co., died Feb. 10 of a 
heart attack at the California Hos- 
pital. He had been media directo 
of the agency since he joined it ir 
1944. Before that he was with the 
Mayers Co., Los Angeles. 
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Z Got a tough market to crack? For a first class job of cracking 
it, go General Outdoor Advertising. With GOA, you get maxi- 
ie @ mum sales power behind every dollar you spend. Here’s proof: 


Extra hours of selling through GOA’s Network of National Sales Representatives add to your own sales 
at the local level—the all-important SALES LEVEL. 


You can be sure that General Outdoor traffic counts are made in strict accordance with the TAB (Traffic 
Audit Bureau) formula . . . audited circulation certified by TAB. 


You are getting the coverage that helps deliver customers—coverage GOA can give through its large 
plant size. 


You are eligible for discounts after only 6 months under GOA’s new Frequency Discount Plan. To find 
out more, just call your General Outdoor Advertising Company office or write to us in Chicago. Covers 1700 Leading Cities and Towns 
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Skill is an often-used word, we admit. Rather 4 Two Consumer Reports veterans 
than belabor the point, we'll just say that New Medical are acsociated im the new venture, 


: which is described as “non-prof- 
f our engraving know-how has been accumu- N l Hi aft ~~ hoary dl age Soe ll 
. lated over the years. It’s reflected in every ews etter ts consultant to the Consumers Union 
4 a magazine; the managing director 
* is Arthur Kallett, a director of 
that’s reflected fl every job Drug Ad Claims Consumers Union for 20 years. 


‘ . = Drug & Therapeutic Informa- 
Medical Letter’ Says tion has been formed (136 E. 57th 
WASHINGTON ENGRAVING job. Simple Ads Induce Doctors to St.) to publish tae newsletter. | The 
zines . . . or intricate four-color R.O.P. color Overprescribe Antibiotics| Cotton trom physicians to. the 
engravings . . . this difference in quality is it tien ak, tbRiied care pce) issues has been “amazingly 
oe ‘a . , ° gZ ed 
: there, always. Let us demonstrate it to you roe: ogee to ue Se aay ot te Be. Aven seted, “Wh hee 
on your next engraving order. ay ee exp 8 8 


industry. dreds of new drugs being intro- 


: ; duced each year, few physicians 
The latest is a bi-weekly news-| have the time or the resources for 


letter, “Medical Letter on gel finding out which offer genuine 

Therapeutics,” which is being of-| contributions to therapy and which 

ee ee | fered to U.S. physicians for $12.50 are destined for early oblivion.” 
per year. . ; He added that “Medical Letter” 

The newsletter is designed to| wij) pe published “on a non-profit 


provide doctors with appraisals of basis,” with no advertising, “to in- 

PHOTO ENGRAVING CO new drugs. It also appears to be| cure complete independence and 
° designed as an antidote to ethical lack of bias.” 

118 So. Clinton St., Chicago 6 FRanklin 2-6343 drug advertising. 


s The first issue indicates that Dr. 
Aaron’s newsletter will be taking 
a highly critical look at many 
drugs and the claims made for 
them in ads—a la Consumer Re- 
ports in the consumer products 
field. 

Vol. 1, No. 1 appraises three 
types of drugs—adrena! steroids, 
the buffered tetracycline antibiot- 
ics and meprobamate—and issues 
cautionary warnings about all of 
them. 


= For example, in discussing the 
new tetracyclines (Upjohn’s Pan- 
mycin, Lederle’s Achromycin V, 
Pfizer’s Tetracyn V, Bristol’s Tet- 
rex and Squibb’s Sumycin), the 
newsletter points out that drug 
houses have told physicians that 
these new antibiotics are superior 
to the older tetracyclines because 
the addition of a buffering agent 
produces more rapid absorption 
and higher antibiotic blood levels. 

Dr. Aaron tells his physician 
readers that much of the evidence 
for this claim “was based on sheer 
error.” He charges that despite this 
finding, which was published in 
journal articles, “claims apparent- 
ly based on the erroneous compari- 
sons continue to be made.” 


# The newsletter goes on to warn 
that a growing number of patho- 
genic organisms are becoming re- 
sistant to the tetracycline anti- 
biotics because of the “excessive” 
use of these drugs. “This situation 
is becoming so serious that tetra- 
cycline in any form should be used 
sparingly,” it warns doctors. 

“The overenthusiastic promotion 
of buffered tetracycline products 
is regrettable, not because these 
products have now largely re- 
placed plain tetracycline, but be- 
cause the promotion has encour- 
aged the excessive use of tetracy- 
cline and brought closer the time 
when this drug will have relative- 
ly little usefulness as an anti-in- 
fection agent.” 


= Meprobamate (marketed by 
Wallace as Miltown and by Wyeth oe 
as Equanil) also comes in for a " 
severe downgrading. ee 
“Whatever effect meprobamate 4 
does have appears to be compa- ae 
rable to that of a hypnotic,” says a 


Dr. Aaron’s newsletter. 
*KTVI RATE CARD... your /owest ae ae ane 


meprobamate has virtues in re- 

. . lieving anxiety and tension that 
cost per thousand TV buy in St Louis are unique or different from those | 
of barbiturates does not appear to I 
be justified by available evidence.” ; 

; : The concluding words for doc- = 

Represented ig tors are: “It may be that the in- 
nationally by tensive promotion of meprobamate 
and the publicity it has received 
in the lay press give it special 
virtues as a placebo. Apart from 
placebo effect, however, there is 
little reason to prescribe meproba- 
mate at 8¢ per 400 mg tablet in 
preference to phenobarbital, which 
is much cheaper.” # 
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Both these advertisements 
are for DAILY NEWSPAPERS... 
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Perkiest Pizza-with Chef Boy-Ar-Dee 


— eee eee Bette foeree Bacehewee eee 


*| —_perkiest Pizza-with Chef Boy 


mW 


4} 
t 


‘ 


Rosiest Ravioli-Chet Boy Ar Dee! Rosiest Ravioli-Chef BoyAr-Dee- 


Was we & 
so wr 


a 
m2 


i. 
—s 
Sed ae! 


Che APhiladelpl..seeqeeres EVENING TRIBt 


hao wee PP ee 


; ss The same product, the same words, but there the similarity ends 


| But what a difference 
m = in QUALITY...in IMPACT...in SALES! 


I A quick look tells a convincing story. Show food in car, in rich full color would gain over the drab Eagan Ie Rn Hae 
its true color and, instantly, it becomes more — wash drawings or line artwork of its competitors. 
inviting. More wholesome. More buy-some. Or how a beverage would stand out with an effer- _ AND THERE IS ONLY 
Dozens of other products can also benefit by  vescence that truly sparkles. ONE WAY TO ACHIEVE 
such faithful color reproduction in daily news- Or the natural way that a color television set THIS KIND OF COLOR IN 


papers ...on stock that commands extra attention —_ could show its superiority. 
because of its quality and its whiteness. Better yet, think how your product would 
Think, for instance, of the advantage that a new benefit by this remarkable new medium. 


DAILY NEWSPAPERS... 
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This publication insert designed and produced by Eastern Colortype Corporation 
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Makes your product come alive! 
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The long search is over! Rich, full color for daily 
newspapers is now a practical reality in every major 
market, at a cost that makes it today’s most inex- 
pensive true color medium. 

Pioneered by Eastern Colortype, Full-Color In- 
serts are now accepted by most leading daily news- 
papers in the United States and Canada. Nearly a 
dozen full-page advertisements have already ap- 
peared, and more are on the way. But there are still 
numerous opportunities for advertisers to score im- 
portant ‘‘firsts’’ in their field! 

Full-Color Inserts give you the clean, sharp color 
reproduction previously found only in leading mag- 
azines ... plus the fleribility that only daily news- 
papers can offer. You pick the markets you want 

. the newspapers you want... the day you want 
your advertisement to appear. There’s no wasted 
circulation, no competition from page after page of 
other full color advertisements. 


Guarantees that your sales message is always 
the best-positioned, the best read! 


Full-Color Inserts are printed in advance on high 


speed five-color presses, then re-wound and sup- 
plied as pre-printed rolls to be fed into newspapers 
through their own presses. The brilliance of color 
flags readers’ attention as no other newspaper de- 
vice can. 


No matter where the insert is placed in the news- 
paper, your message is automatically assured the 
best advertising position in that edition. And the 
uniqueness of a full color advertisement, in a me- 
dium where any kind of color is a rarity, guarantees 
the highest readership. 


It’s as easy to schedule a Full-Color Insert as an 

ordinary black and white page. Simply contract 
with the newspaper for the space. Then have your 
Production Department (or your agency’s) prepare 
the artwork and copy and turn them over to us. 
We make the plates, submit proofs and supply the 
required number of pre-printed rolls to the news- 
paper. 
Extra dividend: Additional copies of your Full- 
Color Insert, trimmed to your requirements, may 
be purchased at nominal cost for use as tie-in dis- 
plays or special promotions. 
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IN DAILY NEWSPAPERS 


Now available in most major dailies! 


FREE! + -- 


FULL COLOR 
NEWSParER INSERTS 


A complete kit for advertisers 
and their agencies 


Discover how you can make the most 
of the unique advantages of Full Color 
Inserts. This handy new kit gives you 
the latest information, plus complete 
specifications and an up-to-date list of 
newspapers available. It’s a ready 
reference you should have—and it’s 
yours for the asking! Write, wire or 
telephone for your copy today. No 
obligation. 


LEIGHTON ASSOCIATES, INC. 


A Division of 


EASTERN COLORTYPE CORPORATION 


Brighton Road, Clifton, N. J.—PRescott 7-3400 * In New York—Phone:OXford 7-9700 
In Cleveland: Eastern Colortype Corporation, 1900 Euclid Building, Cleveland, Ohio— Phone: SUperior 1-2515 
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Direct Selling — 
Group Told of 
Credit Growth 


NEw York, Feb. 17—General 
optimism was the keynote at 
the eighth annual trade show of 
the National Assn. of House-to- 
House Installment Companies 
held here last week. 


e Edward L. Sard, executive 
director of the association, pre- 
dicted that business activity 
this year will be somewhat in 
the nature of a “W, with a num- 
ber of rises and declines ending 
with an upward trend to be car- 
ried into 1960.” 


e Marvin L. Bloom, Kenro 
Service & Sales Co., Jamaica, 
N. Y., outgoing president of the 
association, pointed out that 
there is an increasing trend 
toward instalment buying. 


Seven out of ten married cou- 
ples in the 18-44 age group with | 
children under ten, he said, | 
have instalment debts, and the | 
direct selling credit industry | 
sees an ever expanding market | 
ahead. Mr. Bloom emphasized | 


that “business is as good as we, | 


ourselves, make it.” 


e John W. Johnson, executive 
secretary of the American Col- 
lectors Assn., told the meeting 
that “in 1952, 38% of American 
families had instalment debts, 
compared with 45% in 1956, and 
the percentage is still increas- 
ing. More and more people are 
recognizing,” he said, “that 
through the wise use of instal- 
ment buying, they have avail- 
able to them necessities and 
physical comfort on a much 
grander scale than was ever 
before possible.” 

Commenting on the difficul- 
ties of collecting past due ac- 
counts, Mr. Johnson stressed 
the importance of working with 
people to determine the prob- 
lem that confronts them and of 
working out a solution. 

“Fundamentally,” Mr. John- 
son said, “people don’t pay bills 
for one of three reasons: 1. 
Lack of funds. 2. A dispute on 
the quality of the merchandise 
or payment terms. 3. Refusal to 
pay a just obligation.” This last 
group, he said, is the smallest 
one, since 98% of the people are 
basically honest. 

“The intelligent use of cred- 
it,” Mr. Johnson suggested, “re- 
quires that the seller accept the 
premise that there is risk in- 
volved, and then carefully an- 
alyze the types of customer sit- 
uations that most frequently 
develop into losses, so that they 
may be carefully investigated 
before being allowed credit.” 


= Clarence F. Lerner, Inter- 
state Utilities Corp., San Fran- 
cisco, newly elected president of 
NAHHIC, stressed that mem- 
bers of the association must 
“pledge themselves to a per- 
sistent up-grading program of 
the products they sell, the sell- 
ing methods they employ and 
the type of customers they sup- 
ly. 

. “The progress we have made 
so far is impressive,” he said, 
“put it is insignificant com- 
pared with the advances we can 
make in the years ahead if we 
are successful in meeting the 
responsibilities of our coming 
of age.” 


tention to the importance of | 
new items available to the in- | 
dustry, and cited a recent asso- | 
ciation survey which showed | 
that four out of five member | 
companies are looking for new 
products and new ideas, which, 
he said, “are the life blood of 


the direct selling credit industry.” 


8 In addition to Mr. Lerner, 
new officers elected include E. C. 
Faucett, Dixie Supply Co., Tampa, 
Fla., vp; Alton M. Torgan, Stand- 
ard Home Utilities, Bridgeport, 
Conn., treasurer; and Joseph M. 
Simon, Boston Furniture & Supply 
Co., Wilkes-Barre, Pa., re-elected 
secretary. Regional vps elected 


are: John S. Phalen, J. S. Phalen | 


Mercantile Co., Joliet, Ill., Mid- 
west; Irvin Kovers, M. Kovers Co., 
Baltimore, East; Joseph T. Melton, 
J. T. Melton Co., Greenville, S. C., 
South; and Samuel (Tyco) Cohen, 
Senak Co., Los Angeles, West. + 


Polk Bros. Sets Outdoor Push 

Polk Bros., Chicago retailer, is 
using more than 1,000 outdoor 
posters in the Chicago area for 
the period Feb. 1 through March 
10. The theme of 100 of the post- 
ers is: “Stop inflation—ask for 
the Polk Bros. price.” Other post- 
ers will feature products retailed 
by Polk. 


WHY DO YOU 
WHISPER 
WHEN YOU 
CALL FOR 


HELP? 


(Cg 


JOBS UNLIMITED 


places more advertising personne/ than any other agency 
16 East 50th Street, New York, Plaza 3-4123 
Jerry Fields, Director 


The Dallas News 
has the largest 


Mr. Lerner also directed at- | 


daily circulation 


in ‘Texas! 


TH oan NEWS 
MORNING 
CRESMER & WOODWARD, INC., Nationa/ Representative 
New York e Chicago e Detroit « Atlanta « Los Angeles « San Francisco 


According to latest ABC Audits 
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Information for Advertisers 


“Metropolitan Areas vs. Total 
Newspaper Markets” has just been 
released by Times-World Corp., 
Roanoke, Va., publisher of the 
Roanoke Times and the Roanoke 
World-News. Copies of the market 
data file are available from the 
Times-World Corp., Times Bldg., 
Roanoke, or from the newspapers’ 
representative, Sawyer-Ferguson- 
Walker. 


e A media data file designed to | 
give advertising managers and 
agency media buyers a true pic- 
ture of the Southern California 
retail food markets has just been 
made available by Southern Cali-| 
fornia Grocers Journal. The file on | 
the $2.75 billion retail food field of | 
southern California is available by 
addressing the publication at 1206 
S. Maple Ave., Los Angeles 15. 


e KSAN Radio, San Francisco, has 
just released a survey of the 
Negro consumers in the metro- 
politan San Francisco area. This 
is the first of what will be an 
annual survey of this market. 
Among other things the survey 
shows the percentage of con- 
sumers owning large appliances 
and automobiles and those who are 
home owners. Copies of the 130- 
page report can be obtained from 
Far West Surveys, 166 Geary St..,| 
San Francisco, 8. 


e The bureau of business and 
economic research, Robert A. 
Johnston college of business ad- 
ministration, Marquette Univer- 
sity, Milwaukee 3, has just pub- 
lished the proceedings of the 
fourth Marquette University ad- 
vertising and marketing confer- 
ence Oct. 23, 1958. The cost is $3 
per copy. 


e The first “Family Buying In- 
ventory” of Anderson County, 
S. C., is now available to adver- 
tisers and agencies. This study is 
an inventory of products currently 
being bought and used by families 
in Anderson County. In addition 
to figures on brand usage in more 
than 100 categories, this study also | 
gives details on the size of the 
family, family characteristics, 
family income, ownership of cer- 
tain assets and the names of stores 
where the family buys most of its 
groceries, clothing, etc. Present 
plans call for annual publication 
of updated studies of the Anderson 
market. Copies are available from 
the Daily Mail or Independent, 
Anderson, S.C., or from the Katz 
Agency offices. 


e McGraw-Hill’s promotion éde- 
partment has issued a new 12-page 
fold-out booklet, “Concentration, 
Key to Effective Advertising,” 
based on surveys compiled by 
McGraw-Hill research depart- 
ment’s laboratory of advertising 
performance. The survey weighs 
benefits of full advertising sched- 
ules in leading business publica- 
tions against scattered schedules 
in many publications. The surveys 
were made from 1951 through 
1957 by manufacturers serving 
seven fields of industry, using their 


DETAILED INFORMATION 
ON MERCHANDISING 
AVAILABLE FOR GROCERY 
OR DRUG PRODUCTS IN 


wr [Raa] wc. 


own customer and prospect lists. 
To obtain a copy, write to Walter 
Persson, McGraw-Hill, 330 W. 42nd 
St., New York 36. 


e The first full-scale complete 
“Economic Survey of Metropolitan 
Miami” is just off the press. The 


30-section work in 300 pages is 
illustrated by more than 150 
charts, maps, plans and tables. It 
constitutes Part 1 of a two-part 
1959 summary of the economic 
potential of metropolitan Miami. 
Part 2, “Metropolitan Miami Man- 
ufacturing Directory” is scheduled 
to go to press soon. Copies of this 
survey are available gratis f6 
industrial management executives, 
for whom it is intended; for others, 
copies may be obtained at $3 press 
cost plus 50¢ postage fourth class. 


Requests for copies should be 
addressed to Dade County Devel- 
opment Department, Chamber of 
Commerce Bldg., 345 N.E. Second 
Ave., Miami 32. 


e Surveys of the use of fertilizers 
by Iowa and Wisconsin farmers 
have just been completed by Wal- 
laces’ Farmer & Iowa Homestead 
and Wisconsin Agriculturist. Cop- 
ies may be had by writing Richard 
Pommrehn, director of research, 
Wallaces’ Farmer, 1912 Grand 
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e For the first time, a separate® 
hard-cover “Buyers Guide to U.S 
Export Products” is available from 
American Exporter Publications. 
The price is $1. The guide also"3™ 
appears in the January, 1959, is~ @ 
sues of American Exporter and § 
Industrial World. Requests for the 
guide should be sent with check 
or money order to Buyers Guide, 
American Exporter Publications, 


386 Fourth Ave., New York 16 


a sharper look at people... 


how they read newspapers 
in Delaware Valley, U.S.A. 


Pick an average weekday. You'll find 1,352,000 Delaware Valley adults behind a 
copy of The Daily Inquirer. For 893,000 of these readers it’s the exclusive newspaper 


... because they don’t read the major evening daily. 


Swing around any suburb and you see growth at a glance. 57% of the Valley’s retail 
sales are made outside the city limits. Out in the suburbs, The Inquirer gives you 


680,000 adult readers, compared to the evening paper’s 506,000. Remember, 578,000 


of these Inquirer readers in the greener suburban reaches of Delaware Valley do not 
read the other major evening paper. They are Daily Inquirer readers exclusively! 


All of which are good points in favor of sharpening up your next media schedule in 
.. with The Daily Inquirer. 


America’s third market . 


For all the facts, all the figures, send for the extract of "Philadelphia 
Newspaper Analysis” by Sindlinger & 


pany, Inc, 
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‘59 UK Print Media List Out 

The 1959 Directory of Newspa- 
per & Magazine Personnel & Data 
has been published by World’s 
Press News Publishing Co., 9-10 
Old Bailey, London E.C. 4, and is 
available from that office for one 
guinea ($2.94). The directory lists 
the names, addresses and key per- 
sonnel of all newspapers, maga- 
zines and news agencies in the 
United Kingdom and Ireland. It 
also lists London correspondents 
of Commonwealth newspapers. 


Sen. Shaw Seeks Ad Curb 

A bill to limit tv commercials to 
two minutes and space them at 
least 10 minutes apart has been 
introduced into the California leg- 
islature by Sen. Stanford C. Shaw 
(D., Ontario). “The bill may very 
probably get sandbagged later in 
the courts,” the senator says, “but 
I’m going ahead anyway. I’m 
especially interested in breaking 
up the log jam of commercials at 
station breaks and curbing long- 
winded auto huckstering.” 


New K-C Printing Guide Out 

“Fundamentals of Printing,” a 
48-page introduction to printing 
for print planners, buyers and 
users, has been published by Kim- 
berly-Clark Corp., Neenah, Wis. 
It discusses type selection, silk 
screening, plate preparation, proof- 
readers’ marks, types of presses, 
laminating, the economics of print- 
ing and other subjects. The book- 
let is available free from the com- 
pany’s home office or from any of 
its printing paper distributors. 


RKO Appoints Watson 
Hathaway Watson, formerly a 
partner in Booz, Allen & Hamil-| 
ton, management consultant, has 
been named a vp of RKO Teleradio 
Pictures, New York. Mr. Watson | 
moves into the RKO management 
lineup after helping to make a_| 
Booz, Allen & Hamilton survey of | 
the company’s broadcasting divi- 
sion. His assignment at RKO will 
be to coordinate national sales and | 
common programming for the| 
company’s radio and tv stations. 


The Philadelphia Prguirer 


Good Mornings begin with The INQUIRER for 1,352,000 adult daily readers 


NEW YORK 
ROBERT T. DEVLIN, JR. 
342 Madison Ave. 
Murray Hill 2-5838 


Andover 3-6270 


CHICAGO DETROIT 
EDWARD J. LYNCH RICHARD I. KRUG 
20 N. Wacker Drive Penobscot Bldg. 


Woodward 5-7260 


FITZPATRICK ASSOCIATES 


SAN FRANCISCO 


155 Montgomery St. 
Garfield 1-7946 


LOS ANGELES 
FITZPATRICK ASSOCIATES 
3460 Wilshire Boulevard 
Dunkirk 5-8557 
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REPEATED—Johnson & Johnson, for 
the third straight year, is offering 
three plastic plaques as a premium 
in a baby promotion, This year’s 
plaques were designed by Mary 
Blair in conjunction with Thom- 
son-Leeds Co., New York, 


My Mommy Listens 
to KFWB 


The biggest audience of any station 
in Los Angeles is plenty familiar with 
the moppet who |.D.’s KFWB Channel 


98 Radio around the clock 


Pulse (November -December) says so 
.. . but large: KFWB leads the second 
station in the market by 33%, and the 
third station by 42%. Hooper rates 


KPWB a fat first, too, with a 31% share! 


Your clients’ sales messages are de- 
livered to more mommies, more daddies, 
more everybodies .. . when you buy 


KFWB... . first in Los Angeles. 


oo re ee 
Kw: 
6419 Hollywood Bivd., Hollywood 28 / HO 3-5151 


ROBERT M. PURCELL, President and Gen. Manager 
MILTOM H. KLEIN, Sales Manager 
Represented nationally by OMN BLAIR & CO. 
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If you want to cover ARIZONA, the Star & Citizen are a must 


ONE THIRD OF THIS 1'/2 BILLION DOLLAR MARKET IS 


CONTAINED IN THE STAR & CITIZEN RETAIL TRADING ZONE 


) The Arisona Buily Star Tucson Daily Citizen’ 


> MORNING & SUNDAY 


63.2% Coverage in the Retail Trading Zone 


93.7% Coverage in Metropolitan Tucson 


EVENING: 


'  'lpdependent Newspapers Produced in the Same 


Represented Nationally al Cresmer & Woodward, 


= eae a 
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Adams-Allison Gains One 

Kleenize Corp., Decatur, Ga., 
marketer of a liquid detergent in 
the southeastern states, has ap- 
pointed Burke Dowling Adams 
Inc.’s Adams-Allison division, At- 
lanta, to handle Kleenize adver- 
tising. Newspaper, tv and radio 
campaigns are being planned for 
the product. 


| Three Feathers Drive Set 
Park & Tilford Distillers Co., a 
| subsidiary of Schenley Industries, 
is using newspapers in 16 markets 
|to focus attention on its Three 
| Feathers blended whisky, which 
|is being featured at a 91¢ saving 
at $4.99 a quart. Kleppner Co. is 
| the agency. 


| Fiberglass Boat to Dunas 

| Anthony Pools, Los Angeles pool | 
builder, has named Edwin C. | 
Dunas Co., Los Angeles, to handle | 
advertising and publicity for its | 
| new fiberglass boat division. Dun- 
|as also handles advertising for | 
Anthony Pools. 
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Participation in three key '/2 
hours one week, alternating 
with three other key '/2 hours 
the next week to give the par- 
ticipating advertiser exposure 
in six different shows (Class 
AA and A time) every two 
weeks. 


3—Minutes per week. .$1200 
3—CB per week ....... $ 900 


Men. 10:30 P.M. DIAL 999 


Set. 7:00 P.M. HONEYMOONERS 


Fri, 7:00 P.M. vanes PAciFic 
The November ARB gives the six BIG 1! REACH shows a two-week cumulative rating 
of 85.2. This figures to a weekly average of 42.6 average rating. ARB shows non-duplicated 
reach for these programs of 50.2 homes one or more times. 


WIIC CHANNEL 11,, PITTSBURGH 


REPRESENTED NATIONALLY BY 


BLAIR-TV 


 SNOBOY 


earn» 
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on pleted for flavor 


| CRISP & CRACKLY—As part of a cam- 
paign to give Snoboy brand apples 
\a product image, Pacific-Gamble- 
| Robinson Co., Minneapolis, is run- 
| ning this color page in 83 newspa- 
pers between Minnesota and the 
West Coast. Knox Reeves Adver- 
tising is the agency. 


Rambler Hits Styles, 
| Costs of Competitive 
| Cars in’1959 X-Ray’ 


Detroit, Feb. 17—‘This 1959 
|edition of the Chevrolet is longer, 
|lower, wider, heavier and more 
|ostentatious than ever before. 
| Basic functional values are second- 
‘ary to the dictates of the stylists 
|... Although Ford’s styling change 
lis relatively conservative in char- 
acter, it does not appear to provide 
greater functional improvement or 
owner benefit than Chevrolet.. 
The 1959 Plymouth continues the 
outworn 1957 Forward Look. Ply- 
mouth continues to sacrifice sensi- 
ble design for extreme styling...” 

Thus American Motors Corp. 
pops away at competition in its 
“1959 X-Ray,” a 32-page booklet 
comparing autos in the low-price 
field. 


= American Motors asks, “Has 
1959 brought the car you asked 
for?” and insists, “Surveys clearly 
point out that car owners have had 
their fill of big, bulky, unwieldy, 
hard-to-park automobiles that are 
continuing to grow in size and 
price.” 

The booklet compares_ the 
Rambler with Chevrolet, Ford and 
Plymouth on such items as dimen- 
sions, prices, weights, maneuver- 
ability, safety, operating economy 
and styling details. 

American Motors is making the 
booklet available without charge 
at all Rambler dealerships. # 


Palmer, Codella Gets 
Jones & Laughlin Units 

Palmer, Codella & Associates, a 
new industrial agency which has 
opened an office at 33 E. 48th St., 
New York, has been appointed by 
Jones & Laughlin Steel Corp., 
Pittsburgh, to handle advertising 
for its stainless and strip steel di- 
visions. In addition to advertising, 
the agency will also handle public 
relations and sales promotion for 
the two divisions. Marvin Hahn 
Inc., Birmingham, Mich., formerly 
had the stainless division, and H. 
M. Klingensmith Co., Canton, O., 
the strip division. 

The new agency was organized 
by T. Norman Palmer, formerly a 
vp of G. M. Basford Co., and John 
J. Codella, a former account group 
manager at Basford. 


Texas Bank Names Agency 
Texas Bank & Trust Co., Dallas, 
has appointed Clarke, Dunagan & 
Huffhines, Dallas, as its agency. 
Marschalk & Pratt division of Mc- 
Cann-Erickson was the former 
agency. The account bills in excess 
of $100,000 annually. 
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When you want to know how your ads sell 


... ASK THE MEN WHO READ THEM! 


By going directly to the men who pay to read our publications, 
we bring you a positive measure of the effectiveness 

of your advertising in McGraw-Hill publications. 

We’ve asked our readers how they react to your ads... 


Here are the results 
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These are direct 
quotes from 
continuing 
readership studies 
sponsored by 
McGraw-Hill, 
including our own 
“Reader Feedback,” 
and Starch and 
Mills Shepard. 
They bring into 
sharp focus this 
basic truth: 
advertising is a 
primary tool in 
selling to business 
and industry. 


Your McGraw-Hill 
representative will 
gladly furnish 
additional evidence 
on request. 


Your Advertising in McGraw-Hill Publications 
Sells Your Products! 


“‘We discussed the ad for tires on mine 
shuttle cars, then put them into experi- 
mental use. So far, we’re continuing to buy 
that type for all replacements.” 
Production Manager, Coal Company 


“The ad was just the prod my partner and 
I needed to get us to make the final move. 
I’ve written for information and prices... 
when we see their men we will decide just 
what and when we'll purchase.” 

Vice President and Partner, 

Textile Weaving Mill 


“The ad stimulated our interest. Then 
their sales people began to call, and we 
started to use the product.” 

Development Engineer, 

Helicopter Manufacturer 


“‘T was so interested in this ad I went to see 
traffic control board in operation at shops 
here.” 

General Manager, Manufacturer 


“This ad clicked with me. I am designing 
an oil pump, and need a high-temperature 
seal. I decided to use this as a sealer.” 
Project Engineer, 

Consulting Engineering Firm 


“We first heard about them through an ad. 
We are now using them on a foot press, and 
it works fine. ’m going to see if I can put 
them on other machines.” 

Maintenance Superintendent, 

Metal Parts Manufacturer 
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“This is a new product for them, but they 
have a terrific reputation. I discussed the 
ad with the head of our company, and shall 
send for some samples.” 

Superintendent, 

Frozen Meats Manufacturer 


“Our Purchasing Agent pointed this ad out 
to me. Although it isn’t definitely decided, 
I’m quite sure we will buy their mixers.” 
Treasurer, Chemical Company 


“The ad reminded me that I had some of 
their catalogs. I got them out, and ordered 
equipment from them.” 

Plant Manager, 


Petroleum Distributing Company 


“We called their people in after seeing the 
ad, and now they are making a layout 
for us.” 

Factory Manager, 

Metal Products Manufacturer 


“T recently bought some as a result of this 
ad. The other brand we had was always 
causing trouble, and this looked like a 
good thing.” 

Purchasing Agent, 

Rope and Twine Manufacturer 


“T have discussed this with a contractor 
who is buying some property for me, told 
him about the equipment I saw advertised 
and that it is my preference. I am sure that 
he will go a lot on my recommendation.” 
Mining Engineer, Mining Company 


* McGraw-Hill 
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Jack Kauffman Joins Revlon | Nabisco Boosts Carragan 

Jack Kauffman, formerly di-| Craig S. Carragan, formerly 
rector of marketing of the house-| general advertising manager of 
hold products division of Colgate-|the biscuit division of National 
Palmolive Co., has joined Revlon| Biscuit Co., New York, has been 
Inc., New York, as vp for mer-|named director of advertising. He 
chandising. He will be responsible | succeeds Harry F. Schroeter, who 
for product marketing, marketing| was named director of the new 
research, packaging, display and| general advertising department 
promotional activities at Revlon (AA, Feb. 2). 


9 Most Frequently 
Used Test Markets 


...and the only one offering a | 
free Monthly Grocery Inventory ! 


As one of the nation’s 9 top test markets, Fort Wayne again leads | 
all cities 200,000-299,999 for advertising and product tests, accord- 
ing to Sales Management. Big factor in Fort Wayne's favor is 
the Monthly Grocery Inventory . . . a 26-day sales audit of over 
900 brands. 


Eddy 


Woodhouse 
LIGHT-FINGERED—Elaine Vivian Eddy and Kit Woodhouse help them- 
| selves to the queen’s candy as Charlene Lundberg—Miss Kilowatt 
of 1959—smiles for the cameraman, Miss Lundberg was chosen to 
reign over National Electric Week, Feb. 8-14, in Chicago. 


yy 


Lundberg 


“Most Significant Test Market Progress" | ’ 
In the fields of grocery and drug tests, Fort Wayne leads all mar- “Look Study Probes 
Magazines, Markets 


kets in “the most significant upward progress,” 
NEw YorK, Feb. 17—Look came 


Sales Management says. 
up last week with “the first avail- 


Billion-Dollar Market 

The rich Fort Wayne Golden Zone market in- , 
able local audience data” on Life, 
Look and The Saturday Evening 


cludes 15 Indiana and Ohio counties. The area 
has a population of 607,300; C.S.I. of $1,121,883,000; 
Post. 
The study breaks down market- 


and retail sales of $695,377,000. 
ROP Color Available 
ing areas by buying income, total 
FORT WAYNE NEWSPAPERS, INC., Agent retail sales and retail sales by store 
groups. It shows coverage of the 
markets by the three magazines 
and by leading newspaper supple- 
ments. 
Individual audience coverage is 


Represented by Allen-Kiapp Co.—New York—Chicago—Detroit—San Francisco 


'from Look, 488 Madison Ave. # 


given for each supplement and 
magazine, as well as the goss | 
audiences of the supplements when 
used in any of six combinations, | 
and the gross audiences of the) 
magazines when used in combina- 
tion. 

Study data are related to total 
U.S. population, population by the 
nation’s four major divisions, pop- 
ulation by region, population by 
Nielsen counties, and top 50, 100, 
150, 200 and 280 metropolitan areas 
and total non-metropolitan areas. 

Copies of the study, titled “The 


U. S. Market, 1958,” are available 


Advertising Age, February 23, 1959 


Gallup Poll Hit ‘58 
Vote Within 2 of 1% 


PRINCETON, N. J., Feb. 17—The 
Gallup Poll forecast in last No- 
vember’s national elections was 
the most accurate in its 24-year 
history, it was disclosed last week 
by George Gallup, director of the 
American Institute of Public Opin- 
ion. 

The Gallup prediction came 
with one-half of 1% of being cor- 
rect. Survey figures showed Dem- 
ocratic candidates for Congress 
receiving 57% of all votes cast for 
the two major parties, the Re- 
publicans 43%. The Democrats 
actually obtained 56.5% and the 
Republicans 43.5%. 

In the areas outside the South, 
the Gallup Poll reported that the 
total vote for Democratic candi- 
dates would be 54%, for Republi- 
can candidates 46%. The actual 
vote for the Democrats outside of 
the South was 53.9% to 46.1% 
for the Republicans. 

Mr. Gallup said that his poll has 
been right within an average of 
1.7% in the five national elections 
since 1948. + 


Lenhart Adds Fire Alarm Co. 

Lenhart & Co., Princeton, N.J., 
has been appointed to handle ad- 
vertising and sales promotion for 
Standard Fire Alarm & Signal 
Inc., Jenkintown, Pa., maker of 
the Standard automatic fire siren 
for homes, factories and institu- 
tions. Newspapers, trade publica- 
tions, direct mail and radio will 
be used in a campaign. 


Maitland Joins Agency 
Edward F. Maitland, formerly 
with the advertising department 
of Pfizer International, has joined 
Burdick & Becker, New York, as 
assistant to Robert Becker. 


tv publications announces the 


MMA PEREORMADCE a 


... 4 fast rising NEW STAR on the advertising horizon 


WHAT IS IT? ... TV Tips is the Nation's newest and most 
unique weekly television program listing magazine. An accurate, 
easy to read publication containing TV programs for one full 
week, attractively listed for quick and easy reference. 


WHAT DO WE MEAN BY COMMAND PERFORMANCE? 
. . » You asked for it. Advertisers and agency space buyers de- 
manded a “test market’ for this new and unusual advertising 
media. You demanded a “tough market’. Research indicated the 
need for two different markets. They are Jacksonville, Florida, 
circulation 100,000 and Indianapolis, Indiana, circulation 110,- 
000. 


WHAT IS THE DISTRIBUTION PLAN? ... A selective dis- 
tribution plan that will give total market saturation through the 
consumer right in the store where your product is sold. TV Tips 


TV Tips is published by TV Publications, Inc.. 907 Prudential Building, Jacksonville, Florida 


will be distributed exclusively through the leading chain and 
grocery stores, In Jacksonville thru—Setzer’s Stores, Banner Food 
Stores, Winn Dixie Stores, Inc., and Jax-Colonial Stores, Inc. 

In Indianapolis, Ind., thru Colonial Stores, Inc., National Tea- 
Standard Grocery Division, Marsh Foodliners and Regal Stores, 
Inc., and distributed on a contract basis as a free service of the 
store to the customer. The benefits from this method of distribu- 
tion are manifold. 


COST? . . . Only pennies per thousand for the nation’s only, 
“Point of Sale’, consumer magazine. 


WANT TO KNOW MORE?... The publisher's representatives 
are: Richard A. FeldongCo. 205 E. 42nd St., New York, N. Y. and 
Dale McCutcheon Co., 154 East Erie St., Chicago, III. 
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And you see more than cowboys and oil wells, 
Neiman-Marcus and a jalopy speeding down a 
dusty road. An empire is delineated by the Gaelic 
perception and wit of Sean O’Faolain. In creative 
counterpoint are photographs by John Lewis 
Stage, sharply reminiscent of Frederic Remington. 

This is Texas. And this is Holiday. Words and 
pictures, two highly personal points of. view. A 


unique way of seeing people, places and pleasures. 


There’s a rewarding new world for you in HOLIDAY 


Cowboys, a photograph by John Lewis Stage from a recent issue of Holiday. 


LOOK AT TEXAS THROUGH THE EYES OF AN IRISHMAN 


This is Holiday, beautiful and exciting. 

There’s a special relationship between Holiday 
and its readers. Simpatico, you might say. Muy 
simpatico. Families, some 875,000 of them, in an 
expansive, receptive frame of mind ... families in 
a Holiday mood, who can afford to go places, do 
things, enjoy new experiences, fine possessions. 

To more and more advertisers this is an un- 
matched selling opportunity. 
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We mean 
“Typographic Headquarters” 


Here Type Can & Serve You 


J. M. BUNDSCHO, INC., Advertising Typographers 
180 North Wabash Ave. * RAndolph 6-7292 + Chicago 1 
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Grothe Agency Gets Testimonial Where It 
Counts—in No. 1 Client's Annual Report 


WASHINGTON, Feb. 17—Howard 
L. Grothe Advertising Agency had 
the unusual experience this week 
of being singled out for special 
mention in its best client’s annual 
report. 

“The third quarter of our fiscal 
year was marked by a sharp in- 
crease in loans receivable,” Carl 
R. Woxman, president, Personal 
Industrial Bankers, told  stock- 
holders and co-workers in the 
opening paragraph of his report. 

“In October we engaged the 
Howard L. Grothe Advertising 


Agency, Washington, to handle all 
of our advertising. The results 
were almost immediately apparent. 
Loans receivable during the third 
quarter rose $1,252,581 to a record 
total of $9,815,817 on Dec. 31, 1958. 
This is an increase of $1,564,202 
above the same date a year ago.” 

Personal Industrial Bankers, 
which operates a small-loan busi- 
ness on a nationwide basis through 
40 wholly owned subsidiaries, was 
the “bread and butter” account 
when Mr. Grothe resigned as ad- 
vertising manager of the Wash- 


Editorial Leadership 
. Cneply phrase ov ailive force’? 


You hear about editorial leadership every day in the publishing business, but it’s a meaningless 


Statement unless it’s backed solidly by knowledge, experience and editorial excellence. In the hardware 


trade publication field, HARDWARE RETAILER has earned its reputation for “editorial leadership.” 


For the past three years, for example, the editorial content of the May issue of HARDWARE 


RETAILER has been devoted to hardware wholesaling. Each of these issues has been a 


penetrating editorial study that has brought forth comments of praise and 


appreciation from virtually the entire hardware industry. 


Today you'll find these issues right on or in the desks of almost all hardware wholesaler 


executives, and in the offices of manufacturers and retailers too, where they serve as 


references for all the industry. These issues, furthermore, are used as textbooks and 


reference volumes in 60 school and college training courses in marketing and distribution. 


This is just one example of why HARDWARE RETAILER has never had to “claim” editorial leadership— 


editorial leadership is a reputation HARDWARE RETAILER has earned with every issue. 


For the fourth time, HARDWARE RETAILER, in May, dedicates an issue to analyzing the 


wholesalers in the hardware field. The ‘““Marketing Concept for Hardware Wholesalers” 


will portray wholesalers’ function, position, responsibilities and job performance 


as currently viewed by the hardware industry. 


Advertising deadline for this im- 


portant issue is April 1. Make 
sure your advertising is sched- 
uled for this ‘‘active force’ issue. 


Published by THE NATIONAL RETAIL HARDWARE ASSOCIATION 
964 WORTH PENNSYLVANIA STREET + INDIANAPOLIS 4, INDIANA 


RETAILER 


HENRY G. PLITT, formerly head of 

Paramount Gulf Theaters, has been 

named president of ABC Films, 

New York, syndicator-producer, 

replacing George P. Shupert, who 

left to become vp in charge of tv 
at M-G-M (AA, Feb. 2). 


ington Daily News last fall to en- 
ter the agency field. It is still the 
largest account currently handled 
by the Grothe agency. 


® Despite his newspaper back- 
ground, Mr. Grothe’s recommenda- 
tion to Personal Industrial Bank- 
ers called for emphasis on radio, 
with newspaper support only in 
instances where the local budget 
permitted. 

In an initial pre-Christmas cam- 
paign, “hard sell” spots were used 
to emphasize convenience and lack 
of red tape. While language varied 
somewhat in accordance with local 
requirements, the spots said, “Just 
call us up and make arrangements. 
Then come right out and pick up 
your check.” 

A second phase of the campaign 
stressed economy, using the argu- 
ment, “It costs only a dollar to 
borrow $X for X number of 
weeks.” Again the spots repeated, 
“The money will be waiting for 
you.” A total of 50 radio stations 
have been used, as well as 400- 
500-line ads in 12 newspapers. # 


Product Services Names 
Fischer VP, General Manager 

Product Services, New York, has 
appointed Frederick S. Fischer, 
formerly with 
CBS, vp and gen- 
eral manager. 
From 1952 until 
his appointment 
by Product Serv- 
ices, Mr. Fischer 
was senior sys- 
tems and proced- 
ures analyst for 
the Colum- 
bia Broadcasting 
System. Before 
that he was a 
credit management executive at 
R. H. Macy & Co. 


Frederick Fischer 


25 Newspapers Win IDPA 
Typography Awards 

Awards for outstanding typog- 
raphy were presented to 25 daily 
newspapers published in 10 states 
at the annual winter meeting of 
the Inland Daily Press Assn. held 
in Chicago. 

First place winners included the 
Chicago Tribune (newspapers over 
75,000 circulation); Kankakee 
Journal (newspapers of 25,000 to 
75,000 circulation); the News, 
Monroe, Mich. (10,000 to 25,000 
circulation); Journal, Stevens 
Point, Wis. (under 10,000 circula- 
tion printed on rotary presses), 
and the Herald, Morris, Ill. (news- 
papers printed on flat bed presses). 


Kal-Equip Appoints Bonsib 
Kal-Equip Co., Otsego, Mich., 
has appointed Bonsib Inc., Fort 
Wayne, Ind., to handle its adver- 
tising. Kal-Equip makes automo- 
tive and marine testing equipment. 


Katz Appoints Hogan 

Joseph Hogan, formerly with 
Weed Television Corp., has joined 
the Chicago tv sales staff of Katz 
Agency, media representative. 
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If you want to make a sale... 
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..thereS nothing so powerful as an idea 


Better Homes and Gardens makes more sales because it gives people more buying ideas 


The two most searching questions an advertiser can ask about a 
magazine are, ‘‘Who reads it?’’ and ‘‘What effect does it have on 
its readers?”’ 

The effect Better Homes and Gardens has on its readers—a 
monthly average of 15’ million home-centered men and women— 
is unique among all media. BH&G’s editors know how to make the 
idea of turning the back yard into a patio-garden or 
fishing comfortably from your own boat 
both alluring and attainable. It 


During the year 1/3 of America reads 


turns readers into participators. Instead of merely reading their favor- 
ite idea magazine, they “live by the book”—plan and garden and 
build and decorate and cook and travel and buy by it! 

Advertising becomes welcome and important in this climate of 
active participation. Because people bent on turning ideas into reali- 
ties are ready and willing to buy. Meredith of Des Moines . ... America’s 
biggest publisher of ideas for today’s 

living and tomorrow’s plans 


a. 2 e " ay Pe i ee ahi iif cee alae z face in i siehe — a ca hee pes - : ooo. od ape = ae ; iia ie + ; ee ie Reet ee ig 
x es ee eae ees POS! OE a eT i, ae fe ea ee ce — By a ae # ee See, et a aa : ; eae eae al Jes a 
vr = 
Pet a 
<s Ec y . if el ¢ | — ad 
WE. Oe ~ «J i 
ee » "Se _ | Wy \ eal 
= PINS | ne i PAS ae ass 

: ah Ayano) Fea ti ‘ > = 
a ofS i SHOP Me mM AM Ps So Cw OF PAAR ro is 

| 2) a hy ANANZI se ee 000 Tl 

aa = x - A 
Sa » bs EO ; 
ai 4 : (ee a ae aes 

4 se OOO HEE ; 

m N 7 Sane — ——1— HO. 

+ Ny A\(T\ mL LD) I ai \ | # VIVY XY VI i 

os ay -++f~PtT Tr VvTy $ . 

| see WAHT IW / ———e Us xh 

“a \ f) Vi ill ee ! 4 | 
ie MU M \ {| | | as /) “ 

a 100 wy o/s ||| ise — [ff { 
- } Wan ca ee 
prep \ " 

a 7 Y al JK NY bie 
Be | > Wwe 2 Se sescashstarianamenioicieee coctnnnenniiiseeasenn nae ? 
ee SISHP WW it wa ax 5 & ROX 
oe , Tn PO tee ee TS ceded LT y i! 
bi II GUI re ae ree, a 
a eo "ya am ‘ ma 
pO ae ay ry, en 1 ie 3 
a = > A . P dai: \ isd i * | ) 
eo: . = e . d / ‘ 
=e: ? ¢ ; r ¥ * ’ / *- . Pins en on 
Bic \ j | ye ; v ey : ® ee _— 4 i ins 
a ; al : - f. j » # : : Bs 4, + Z£& -* ry D * ; ae ce 
ae : + - = = we iL i ae ae 
ie wine ~ jue ae ores ee : 
ae : : ‘ ~ i . alle ‘ 
4 WS | : == ae pee 
aa dA a > o ¢, y, : : : . FSS : 2S Sead 
ae a / NN 1s a ia us [YL Ap ; a f ce ey J ae : Sc 
7 ‘ - * 4 ho > <i . Tab ia Wale 
“RH | ‘ BPO = =F KE: s 
| ANTE ee oe é De KN ak 
4 7 P ge ceo? . 
ee a pe a a. ; 
oe ‘ f “Sp ee & ie ; ‘= = ja : iat f j 
a eo ‘ ", a (a g 5S ng “ pepegeees 
a ad oe Se! EE i, | pate 
_——% . “al tis fa ee ee 
| am fig eee a 
ee 
as i eee 
Sb Ala 
+ a ra 7 
ie : sae a 
- { : Bas # 
| ' oes) 
e{ie | ‘ : i 
. ’ i” = 4 ard ns 4 ps \ th f il id . 7 
ee ; ae ae ~and G - a) | é Tami y iaea magazine an 
ees : @: wise. | fal \\ ao at 
I Cero. See , atti “ao ' i\ By se 
Be he me @ y 4 2 apps i 
| oa ae WAN, Now over 4,600,000 COPIES MONTHLY ee 
(3 te 
: a ‘ 5 z . C bd ry ™ Na Re he ae 
a . - Soe ke Rie eee Rea Cee ook eae eee by Saee gt ee IS SER he aint eee. ge na Ree ee me ee tie ae a ae a ia 
ae Te ee ae ee re ae 


46 


Libby's Half-Year Net Up 
Libby, McNeill & Libby, Chica- 
go, reported its net income for the 
first six months of its fiscal year, 
ended Dec. 27, 1958, was $2,532,589, 
compared with earnings of $254,245 
for the same period a year ago. The 


research director and John B. 
Caldwell director of marketing. 
Mr. Roberts, who joined the agen- 
cy in 1940, also will continue as 
executive assistant to Ernest A. 
Jones, president. Mr. Skelton has 
been a member of the research de- 
company said an end to conditions partment for the past two years. 
of over-supply, plus more favor- Mr. Caldwell previously headed 
able profit margins, led to the| taxes two—Bank of the Southwest required an elephantine amount |his own marketing consultant or- 
sharp increase. Dollar volume was) o¢ poster space to get across to Houston passers-by that 3% inter- ganization. 


also up—$140,931,043 against $136,- ‘ < Autin Advertic- 
428,670 a year earlier—while phy- est draws a trunkful of money into a bank accoun ylin Babcock, Rome . A d ds One ca 
rr embower, ’ ” 


sical volume was down about 3%. ing Agency, Houston, designed the ad for the bank. 
maker of Powermaster packaged 


Johns Joins Hampden-Harvard | Breweries, Willimansett, Mass., as] MacManus, John Names Three | automatic boilers, oil and gas 

Albert B. Johns, formerly as- | director of marketing, a new post. MacManus, John & Adams,|burners and related equipment, 
sistant general sales manager of | Mr. Johns, before his association | Bloomfield Hills, Mich., has ap- has appointed Babcock, Romer, 
Jacob Ruppert, New York brewer, | with Ruppert, was with the Lieb- | pointed Darrell C. Roberts admin- | Carberry & Murray, Philadelphia, 
has joined Hampden-Harvard|mann and Trommers breweries. | istrative vp, Vincent C. Skelton | to handle its advertising. 


Advertising Age, February 23, 1959 
from Bank of America — 


A MAJOR ANNOUNCEMENT 
TO EVERY 

RETAIL BUSINESSMAN 

IN THE BAY AREA 


Me (Marge ot Rew peri hanes Crengt the Reet cad ghar row 
mmemetiate a0 fer ewery cred sate This plas wit be ovathathte 


WuaT Ts Pan MLNS TO TOU LL eee oe et 


i A 


nS THE PLAN OttH 
« SUCcEssruLiy TEsTEeT 


ee 
Pe re, ty : 


. 


They said Weouldn’t be done. Not everyone. But a dubious few were 
candid. Precise Theysaid, “Sure, KSFO has a big audience. With the Giants’ base- 
ball games, who’ wouldn’t I" And they added, emphatically,,“‘Wait ’til after baseball. 
Plunk. Back to third plate.”/ So much for the forecasts that were rife during baseball 
season, Has KSFO gone plunk? It has not. / The Jatest Pulse survey is out. There’s 
not a trace of baseball in it. KSFO is still firmly first if the San Francisco-Oakland 
market. What’s more, KSFO has a full 25% more.audience than it did one year ago. 
/ For all of the facts, why not sit down with a representative of KSFO or AM Radio 


Sales. The drinks are on us. K S = O : 
Source; Pulse, November-December 1958. Or, if you prefer: first in the latest +49 


Nielsen Station Index, November-December 1958 ... morning, after- Y 
noon, evenings, weekends — everywhere! SAN FRANCISCO * OAKLAND 


NEWCOMER—San Francisco’s Bank 
of America is using newspaper 
pages like this to promote its new 
credit card system. Under the sys- 
tem, a person may charge at any 
of hundreds of stores and receive 
just one bill each month—from the 
bank. 


San Francisco May 
See Giants on Pay 
TV in ‘59: Skiatron 


NEw York, Feb. 17—Skiatron 
tv hopes to have closed circuit pay 
tv operating in San Francisco in 
time to cover at least some of the 
Giants baseball games this year. 

This company has had pay tv 
rights to the Giants games for 
some time. Horace Stoneham, the 
owner of the team, says he has a 
contract with Skiatron which, he 
says, has paid him a $1,000,000 ad- 
vance. 

The latest news on Skiatron’s 
plans to get subscription tv rolling 
came to light when the company 
made a presentation to the Na- 
tional Collegiate Athletic Assn. in 
an effort to interest that group in 
pay tv coverage for college foot- 
ball. 


= While Skiatron officials are very 
optimistic about an early start 
in the West, San Francisco sources 
leave the impression that there are 
still several roadblocks to be over- 
come before pay tv gets into bus- 
iness in their city. 

Since over-the-air pay tv has 
never been okayed by the Federal 
Communications Commission, only 
the line system is permissible at 
this time. Officials of the Pacific 
Telephone & Telegraph Co. indi- 
cate they have made no agreement 
with Skiatron. “And anything we 
did,” the spokesman continued, 
“would first require approval by 
the California Public Utilities 
Commission. We haven’t asked 
PUG for anything yet.” 

San Francisco officials say they 
have not received a reply to their 
request for “proof of financial re- 
sponsibility” from Skiatron. # 


American Machine Accounts 
Move to Klein, C&4W 

Fred Wittner Advertising, New 
York, has resigned all of its Amer- 
ican Machine & Foundry Co. ac- 
counts—the stitching machinery 
and tool divisions, effective Feb. 1, 
and the bakery division, effective 
April 1. AMF immediately ap- 
pointed Jules Klein, Pittsfield, 
Mass., to handle the stitching ma- 
chinery and tool divisions, and 
Cunningham & Walsh to take over 
the bakery division. 


Haworth Joins Creative PR 
William G. Haworth, formerly 
associated with Hill & Knowlton, 
Robinson-Hannegan Associates, 
and General Motors Corp., has 
joined Creative PR Inc., New York, 
public relations affiliate of Ander- 
son & Cairns, as an account super- 
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THIS IS THE NEW CHICAGO-WHERE GREAT THINGS ARE HAPPENING! 


This suburbanite demonstrates an explosion. Chicago, once a compact urban center, has exploded into 
a vast complex of magnificent suburbs. Together with the city proper they represent a market of more 
than 6,000,000—the people who make America’s second biggest market. 


Always famous as a transportation center, Chicago railways, its city-owned transit system, buses, and 
helicopters knit the skein that keeps the whole together. Strongly oriented to Chicago itself, thousands 
of commuters make the daily trek to town on streamlined, air-conditioned trains. Other thousands use 
subway, bus, helicopter and private autos to come and go. 


The whole socio-economic pattern has changed in Chicago. It needs—and in the Chicago Sun-Times 
it has—a medium of communication and marketing to match this new pattern. Compact in size, modern 


in its approach, the Sun-Times was born and has come to dominance in this same period of explosion 
to the suburbs. 


If the Chicago suburbs have any one distinguishing element it is the youth of their citizens. A distinguishing 
element of the Sun-Times is, likewise, the youth of its readers. Survey after survey shows the Sun-Times 
outdoing competition in the field of young readership. 


Perhaps this is because the paper itself—and its viewpoint as well—is young. A tremendous new plant 
implements its desire to serve the whole Chicago complex of communities and interests. The response 
is gratifying and challenging to us. 


THIS IS THE NEW SUN-TIMES-WHERE GREAT THINGS ARE HAPPENING 
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The following comparison clearly shows that 


CONCENTRATION IN GREATER MONTREA 


is the profitable policy in Quebec Province 


Make the test of aon 


mate Annual Retail Sales 
aetna Re IN QUEBEC PROVINCE 


moms | $2,037,116,000 59.3% 


rote end wetch your MONTREAL 
$1,397,108,000 40.7% 


product become a leader MARKET f 
Source: Sales Management's 1958 Survey 


‘LA PRESSE 


HEAD OFFICE: MONTREAL, CANADA 
U.S. REPRESENTATIVES: SHANNON & ASSOCIATES INC. 


Beam Hikes R.O.P. Color Use 


James B. Beam Distilling Co. 
will increase its use of r.o.p. four 
color advertising in newspapers in 
1959, Everett Kovler, exec vp, an- 
nounced. Likewise, a comprehen- 
sive schedule in national magazines 
will back its products. Earnings for 
the last six months of 1958 were 
$2,209,908, or $1.62 per share, com- 
pared with $1,682,939 or $1.23 per 
share in the same period of 1957. 
Sales totaled $39,169,793 against 
$35,954,966. 


Alien Retires from Goodyear 

Lawrence Kirby Allen, manager 
of display advertising for Good- 
year Tire & Rubber Co., Akron, 
has retired after 16 years with the 
company. A successor has not yet 
been appointed. 


Radio-TV Scholarship Offered 
The Broadcast Advertising Club 
| of Chicago has established an an- 
|nual scholarship fund for students 
majoring in television and radio at 
Northwestern University. 


GIBRALTAR SUCCESS STORY: 
NABISCO 


Why 
creative displays 
are aS easy 


as child's play 


£ 


to set up... 


Every advertiser who uses point-of-pur- 
chase material knows displays can do a 
powerful selling job. But they can’t sell 
unless they get out on the floor. The big 
question is: “How?” The advertiser who 
knows the answer gets the jump on the 
competition. Nabisco knew it when it 


m Reach 


ordered this “spectacular.” The answer » bh “ for 


is simple: Design the display so it can 
be set up in seconds. That, of course, is 
not so simple. There are a thousand 
angles to this business of making point- 
of-purchase material. Creativity, imagi- 
nation and know-how count. So, if you 
want point-of-purchase displays that will 
win floor space and do a spectacular 
selling job, SEE... 


DISPLAY DIVISION e GIBRALTAR CORRUGATED PAPER COMPANY, INC. . 
Telephones: Jersey City—HEnderson 2-6000 ° New York City—Digby 4-0580 ° 


JERSEY CITY 2, N. J. 


Chicago—Michigan 2-1602 


Advertising Age, February 23, 1959 


Washington Fryer 
Growers Use Dailies 
to Push Native Fowl 


SEATTLE, Feb. 17—A “February 
fryer frolic” is highlighting the 
start of 1959 promotion by the 
Washington Fryer Commission 
The drive will use daily newspa- 
pers in 20 cities, plus food page 
publicity and in-store merchandis- 
ing. 

The new campaign marks the 
third year of activity by the com- 
mission, which is supported solely 
by growers, through an assessment 
equivalent to 1¢ per fryer. To help 
in merchandising Washington- 
grown fryers, state law requires 
that birds sold in this state be la- 
beled as to the origin. During the 
past two years, the commission re- 
ports, output of Washington fryers 
has increased by 41%, which it 
says is the largest increase for any 
state. 

The February promotion tied in 
with Valentine’s Day, with the 
headline: ‘‘Fresh Washington 
grown fryers, a sweetheart of a 


FRESH"="FRYERS 


A sweetheart of a meal! 


meal!”; it also ties in with Wash- 
ington’s birthday, the headline 
proclaiming “Fresh! Washington 
fryers, delicious! Washington’s 
own fryers, the ‘treat meat’ for any 
meal! Enjoy holiday fare any day 
of the year.” 


® Dailies on the schedule are: 
Aberdeen World, Anacortes Amer- 
ican, Bellingham Herald, Bremer- 
ton Sun, Centralia-Chehalis Chron- 
icle, Ellensburg Record, Grant 
County Journal (Ephrata), 
Everett Herald, Longview Daily 
News, Skagit Valley Herald (Mt. 
Vernon), Olympia Daily Olympian, 
Columbia Basin Herald and Tri- 
City Herald (Pasco), Port Angeles 
News, Seattle Post-Intelligencer, 
Seattle Times, Spokane Spokes- 
man-Review and Chronicle, Ta- 
coma News Tribune, Vancouver 
Columbian-Sun, Walla Walla Un- 
ion Bulletin, Wenatchee Daily 
World and Yakima Herald and 
Republic. 

David W. Evans & Associates is 
the agency. # 


Du Pont Plans Carpet Push 

E. I. du Pont de Nemours & Co. 
will use tv and shelter magazines 
in a promotion for carpet made of 
Du Pont nylon this spring. Dave 
Garroway’s “Today” and_ the 
“Steve Allen Show” (both NBC- 
TV) and Douglas Edwards’ news 
show (CBS-TV) will be used. A 
series of six color pages in leading 
shelter publications is planned, as 
is trade publications advertising. 
The whole campaign will focus at- 
tention on the 9,000 retailers of 
Du Pont nylon carpets throughout 
the country to whom tie-in ad 
kits are being made available. 
Batten, Barton, Durstine & Osborn, 
New York, is the agency. 


Nutrilite Names Curtis 
Agricultural Products Co., a 
division of Nutrilite Products Inc., 
Buena Park, Cal., has named Cur- 
tis, Sarver & Witzerman, Long 
Beach, Cal., to handle advertising 
and sales promotion for the com- 


pany’s garden products line. 
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it could happen 


only f 


in Miamie 


Among the nation's top 10 newspapers with the most advertising, 
only The Miami Herald showed a gain in 1958 over 1957. 


Where thousands of new families each year are discovering the magic of Miami living, new businesses are finding 
fertile fields for expansion . . . and sales have defied the national recession to reach new high marks. 
In this exciting climate of growth and expansion, The Miami Herald is the favorite reading and buying guide. 


Unmatched business growth . . . unparalleled climate . . . unchallenged acceptance . . . that is why every year 


The Herald sets new advertising records. 


THE BOX SCORE FOR 1958... .in totat ApvertisING AMONG AMERICA'S TOP 10 NEWSPAPERS 


1958 Total Advertising Lines 
Advertising Lines Gain or Loss in ‘58 


a DURE PINOY eiickssatteivstcovtat Loss 1,663,894 

2) oy St” ROE GAIN 574,903 

0 50,974,383 -.cececeseeecseoseees Loss 4,440,772 

@ cee SETI ARN Loss 1,679,050 

@ _ CHICAGO TRIBUNE 200 eee ecccecceceeeeeeeen EERE eat ete Loss 1,909,228 

6 SOTREIIE cocci cccczices Loss 3,529,353 

O DIA isi osscites Loss 1,347,540 

P 8 BE Re 8 Loss 748,250 

i h o I as iis st cee xevensaens Loss 2,236,620 
a4 10) piel Bie sk Loss 3,402,145 


Make your bid for more business, sales and profits in Florida's Gold 


Coast expanding economy. Use the unquestionable selling power of 
THE TOTAL SELLING MEDIUM IN SOUTH FLORIDA...... - 


The Miami Herald 


One of America’s Great Newspapers 


Nationally represented by Story, Brooks & Finley, Inc, 
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If you are not getting Powderless Etched copper process or monochrome 
reproductions from your engraver, you are being short changed out of a 


development of vast importance affecting quality in the publication run. 


This is straight talk to you engraving buyers. 


4043 North Ravenswood Avenue, Chicago 13, Illinois 


grow with OKLAHOMA! 


Inland Island 
of Prosperity 


Oklahoma was an island of prosperity 
throughout 1958, General business continued up- 
ward during the year without interruption and 
promises to continue on the way up in 1959. 


RETAIL SALES at the end of 10 months in 
1958 were topping $2 billion, $40 million better 
than during the same period in 1957. 


IN AGRICULTURE, it was Oklahoma's big- 
gest year in history. The 1958 wheat crop was 
the largest on record in the state, adding $198 
million to the state’s income. Livestock brought 
high prices and the largest income in many years 
to cattlemen, Most of Oklahoma’s other major 
crops—cotton, grain sorghums, peanuts, corn, 
pecans, broomcorn—were better than average. 


OIL PRODUCTION AND EXPLORATION 
continued active during 1958 with Oklahoma 
leading the nation in exploratory drilling dur- 
ing the first seven months of the year. Acreage 
under lease for oil development increased and 
69 of the Oklahoma’s 77 counties are now show- 
ing oil or gas activity. 

RESIDENTIAL BUILDING spurted in the 
Oklahoma City area in 1958 with 3,006 homes 
started during the first ten months, 38.5 percent 
more than were started during the entire year 
of 1957. Developers are planning even greater 
activity in 1959. Industrial construction con- 
tinues at a high level with $115 million worth of 
industrial business and federal projects in the 
works. 


SHOPPING CENTERS are growing in num- 
ber and size in Oklahoma City. One, now under 
construction on a 52-acre site, will contain 49 
stores including the largest Montgomery Ward 
retail store in the U.S. Two other multi-million 
dollar shopping centers have been announced. 


AIR CENTER EXPANSION in Oklahoma 
City during 1958 included the completion of the 
Folin’ Air Agency's new $13.5 million air uni- 
versity for civil aviation which is already due 
for a $5 million expansion. Ten million dollars 
are being spent to update and expand municipal 


SUNDAY 
FAMILY COVERAGE 


35% or greater 


15% t0 35% 


Published by The Oklahoma Publishing Co. 
Represented by The Katz Agency 


HUTCHINGS & MELVILLE, INC. Photoengravers 


SPECIALISTS IN POWDERLESS ETCH OF Copper ORIGINALS 


Phoenix Agency Bows 

Rippey, Reeves & Nott, a new 
agency offering services in adver- 
tising, pr, advertising art and pub- 
licity, has opened offices at 407- 
409 East Roosevelt St., Phoenix. 
The three principals are Tom Rip- 
pey, Paul Reeves and Merle E. 
Nott. Mr. Reeves, formerly with 
Charles Garland Agency, Phoenix, 
also headed his own agency for a 
year. Mr. Rippey was head of his 
own Phoenix agency for eight 
years. Mr. Nott joined the Rippey 
agency last July after heading the 
Arizona Society for Crippled Chil- 
dren & Adults for 18 months. 


Robertson Named A.M. 

Donald B. Robertson, formerly 
assistant, has been named adver- 
tising manager of Southern Coun- 
ties Gas Co., Los Angeles. He fills 
the vacancy created last summer 
when Homer Laughlin retired be- 
cause of ill health. Mr. Robertson 
joined the company in 1954 as as- 
sistant advertising manager. 
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GENERAL BUSINESS INDICES 
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airports, and ‘Tinker Air Force Base, which em- 
ploys 23,000, is adding projects costing nearly 
$18 million. 


URBAN EXPRESSWAYS in and around 
Oklahoma City totaling 110 miles costing $100 
million are well under way. 


OKLAHOMA’S UTILITIES are preparing for 
the increased demands of consumers and _in- 
dustry. Oklahoma Gas & Electric is investing 
more than $170 million in new facilities; South- 
western Bell Telephone has $157 million bud- 
geted for current development. Western Electric 
has begun construction on a plant to cost $35 
million and employ 4,000. 


OKLAHOMA 
OKLAHOMA CITY 
OKLA. CITY 
CLEVELAND METROPOLITAN AREA 
ENLARGED 


Growth of central Oklahoma was recognized 
by the Bureau of the Budget late in 1958 when 
it amended the official Metropolitan Area defini- 
tion for Oklahoma City to include Cleveland * 
County. This moves Oklahoma City still higher 
in the list of the nation’s first fifty Standard 
Metropolitan Areas. 

Oklahoma City has been maintaining a pace 
which has ranked it among the fastest growing 
cities in the United States. 

Sales opportunities are paralleling this con- 
tinued market growth. Are you taking full ad- 
vantage of these growing opportunities? Sched- 
ule your advertising in the mediums which sell 
this growing market best—The Daily Okla- 
homan and Oklahoma City Times. 


THE DAILY OKLAHOMAN 


OKLAHOMA CITY TIMES 


Seund nourishment with sound effects 
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COMING—This color page, sched- 
uled for Look, March 30, is the lat- 
est in Kellogg Co.’s ads featuring 
Rice Krispies. Leo Burnett Co., 
Chicago, is the agency. 


Editorial Group : 
Shifts to Washington 


WASHINGTON, Feb. 17—The Na- 
tional Editorial Assn. has transfer- 
red its headquarters here from 
| Chicago. 

In addition to Edgar S. Bayol, 
exec vp, the move involved four 
other members of the association’s 
| professional staff. 

Originally founded in 1886 in St. 
Paul, the group describes itself as 
the oldest association in the pub- 
lishing business. It currently rep- 
|resents about 6,000 hometown 
newspapers, including dailies, 
| weeklies and semi-weeklies. 


= Headquarters had shifted from 
St. Paul to Chicago in 1917. Mr. 
Bayol said the board of directors 
|authorized the move to Washing- 
|ton because of the increasing im- 
| portance of legislative matters to 
the publishing business. He said 
|the move also makes sense from 
| the standpoint of economy because 
the group had maintained a legis- 
lative office here for many years. 
Mr. Bayol joined the association 
last May after 10 years as press 
counsel for Coca-Cola. Previously 
he did promotion work with the 
New York World Telegram, the 
Washington Star and the Alexan- 
dria Gazette. # 


Close & Patenaude Opens 
New York Branch 

Close & Patenaude, Philadelphia 
sales promotion agency, has opened 
a New York branch at 527 Madison 
Ave. Director of the new office is 
Mrs. Eve Kent Smith, formerly 
promotion manager of the Ameri- 
can Rayon Institute. The company 
also has offices in Wilmington, 
Dayton and Detroit. 

The Chrysler Airtemp division 
of Chrysler Corp., Dayton, has 
named Close & Patenaude to han- 
dle its sales promotion programs. 
Grant Advertising has the divi- 
sion’s advertising account. 


Wunderman, Ricotta Adds 
Two Accounts; Appoints Two 
Wunderman, Ricotta & Kline, 
New York, has been appointed to 
handle advertising for Galaxy 
Models Inc., New York, and for 
Britannica Press, a division of En- 
cyclopaedia Britannica Inc. The 
agency also has named Irwin Wo- 
lin, formerly with Lewin, Williams 
& Saylor, and Ralph Siegler to its 
copy department. 


L. H. Hartman Names 2 

Bruce C. Lennox, formerly in 
charge of merchandising and sta- 
tistics at Cavendish Trading Corp., 
has joined the market research de- 
partment of L. H. Hartman Adver- 
tising, New York. Miles Donis, for- 
merly a copywriter with Ehrlich, 
Neuwirth & Sobo, has joined Hart- 
man’s copy staff. 
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© THE CHAMPION PAPER AND FIBRE CO. 1959 


BALANCE is a “must” for good performance. Wedgwood 


Offset’s bright blue-white color, high opacity, controlled moisture 


content, smooth uniform surface and excellent folding qualities 
are combined in perfect balance to give dependable 
performance run after run. For quality catalogs, brochures 


and direct mail in black and white and multi-color printing. 


WOVE OFFSET 


THE CHAMPION PAPER AND FIBRE COMPANY, HAMILTON, OHIO 
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THE PARADE OF CHAMPION MERCHANTS 


QUALITY HOUSES THAT OFFER A QUALITY LINE OF PAPER 


ALABAMA 


LOUISIANA 


OHIO 
Birmingham The Whitaker Paper Company New Orleans The D & W Paper Co., Inc. Akron The Millcraft Paper Company 
Mobile The Partin Paper Company Cincinnati The Cincinnati Cordage & 
Montgomery W. H. Atkinson Fine Papers MAINE Paper Company 
Augusta John Carter & Company, Inc. tiieiian = ys a pemeuer 
ARIZONA levelanc e Millcraft Paper Company 
Phoenix Blake, Moffitt & Towne MARYLAND Columbus Sterling Paper Company 
Butler Paper C y Rol G Ruch c Dayton The Cincinnati Cordage & Paper Co. 
(if a. a ——e Mansfield Sterling Paper Company 
Tucson Blake, Moffitt & Towne The Whitaker Paper Company Toledo The Millcraft Paper Company 
ARKANSAS MASSACHUSETTS OKLAHOMA 
Little Rock Roach Paper Company Boston John Carter & Company, inc. Oklahoma City Carpenter Paper Company 
Springfield John Carter & Company, Inc. Tulsa Beene Paper Company 
CALIFORNIA Worcester John Carter & Company, Inc. Tayloe Paper Company 
Fresno Blake, Moffitt & Towne OREGON 
Los Angeles Blake, Moffitt & Towne MICHIGAN Portion 
9 ; d Blake, Moffitt & Towne 
Carpenter Paper Company Detroit The Whitaker Paper Company Carter, Rice & Co. of Oregon 
Oakland Blake, Moffitt & Towne Grand Rapids Central Michigan Paper Co. 
Sacramento Blake, Moffitt & Towne PENNSYLVANIA 
San Francisco Blake, Moffitt & Towne MINNESOTA Allentown Kemmerer Paper Company 
Carpenter Paper Company pol C. J. Duffey Paper Company Division of Garrett-Buchanan Company) 
Son Jose Blake, Moffitt & Towne Inter-City Paper Company Lancaster Garrett-Buchanan Company 
Stockton Blake, Moffitt & Towne St. Paul C. J. Duffey Paper Company Philadelphia Garrett-Buchanan Company 
Inter-City Paper Company a en — ' 
COLORADO iting-Patterson Company, Inc. 
D Graham Peper Compeny MISSISSIPPI Pittsburgh The Whitaker Paper Company 
enver Reading Garrett-Buchanan Company 
Jackson Jack Paper Comp 
CONNECTICUT Meridian Newell Paper Company RHODE ISLAND 
Harttord John Carter & Co., Inc. Providence John Carter & Company, Inc. 
New Haven John Carter & Co., Inc. MISSOURI SOUTH CAROLINA 
Kansas City Carpenter Paper Company \ . 
DELAWARE St. Louis Acme Paper Company Columbio Epes-Fitzgerald Paper Company 
Wilmington Whiting-Patterson Co., Inc. nag ny Ane seat SOUTH DAKOTA 
wpor Sempany Sioux Falls Sioux Falls Paper Company 
DISTRICT OF COLUMBIA 
Washington The Whitaker Paper Company MONTANA TENNESSEE 
Billings Carpenter Paper Company = Ch"tenooge ~—- Bond-Sanders Paper Company 
FLORIDA Great Falls Carpenter Paper Company Knoxville The Cincinnati Cordage & 
Jacksonville The Jacksonville Paper Co. = Missoula Carpenter Paper Company Paper Company 
Miami The Everglade Paper Company Memphis Tayloe Paper Company 
Orlando The Central Paper Company NEBRASKA Nashville Bond-Sanders Paper Company 
Tallahassee The Capital Paper Company — Grand Island Carpenter Paper Company TEXAS 
Tompa The Tampa Paper Company Lincoln Carpenter Paper Company — Amarillo Kerr Paper Company 
GEORGIA Omaha Carpenter Paper Company — Austin Carpenter Paper Company 
Atlanta The Whitaker Paper Company NEW HAMPSHIRE ——. on ntl er we 
Macon The Macon Paper Company Concord John Carter & Company, inc. Ft. Worth Carpenter haber a 
Savannah The Atlantic Paper Company Harlingen Carpenter Paper nets ota 
IDAHO " . ee e Houston Carpenter Paper Company 
ewoar entral Paper Compan South t Pp. " 
Boise ‘ Blake, — b Towne Trenton Central Paper Compeny Lubbock Gunpenter fener’ tl 
Pocatello arpenter Paper Company San Antonio Carpenter Paper Company 
NEW MEXICO 
ILLINOIS Albuquerque Carpenter Paper Company ran 
Chicago . Dwight Brothers Paper Company Ogden Carpenter Paper Compan 
) pe’ pe pany 
Parker, Schmidt & Tucker Paper Co. NEW YORK Salt Loke City Carpenter Paper Company 
Decatur Decatur Paper House, Inc. Albany Hudson Valley Paper Co. VIRGINIA 
Peoria Peoria Paper House, Inc. Bingh Steph & Company, inc. : 
Quincy Irwin Paper Company Buffalo Hubbs & Howe Company Norfolk Epes-Fitzgerald Paper Company 
Rock Island C. J. Duffey Paper Company =; The Millcraft Paper Company —*'“hmond Epes-Fitzgerald Paper Company 
New York City Forest Paper Co., Inc. WASHINGTON 
INDIANA Milton Paper Co., Inc. Seattle Blake, Moffitt & Towne 
Fort Wayne The Millcraft Paper Company Pohiman Paper Co., Inc. Carpenter Paper Company 
Indianap Paper y, Inc. Reinhold-Gould, Inc. Spokane Blake, Moffitt & Towne 
Royal Paper Corporation Spokane Paper & Stationery Co. 
1OwA The Whitaker Paper Co. Tacoma Blake, Moffitt & Towne 
Des Moines Carpenter Paper Company (Bulkley Dunton (Far East) Yakima Carpenter Paper Company 
Pratt Paper Company ee Bulkley Dunton S. A. 
Sioux City Carpenter Paper Company P ) Champion Paper Corp., S. A. WEST VIRGINIA 
Champion Paper Export Corp. Huntington The Cincinnati Cordage & 
KANSAS Rochester .. Genesee Valley Paper Company Paper Company 
Topeka Carpenter Paper Company WISCONSIN 
Wichite Southwest Paper Company ORTH CARGLINA Milwoukee. Dwight Brothers Paper Company 
Asheville Henley Paper Company 
KENTUCKY Charlotte The Charlotte Paper Company CANADA 
Louisville .The Rowland Paper Company, inc. Raleigh Epes-Fitzgerald Paper Compan Toronto Blake Paper Limited 
pe pany 
THE CHAMPION PAPER AND FIBRE COMPANY 
General Office: Hamilton, Ohio 
Mills at Hamilton, Ohio ... Canton, N. C. ... Pasadena, Texas 


FOR FULL INFORMATION ON HOW THIS ADVERTISEMENT WAS PRODUCED, WRITE OUR ADVERTISING DEPARTMENT, HAMILTON, OHIO 
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ExoTIC—The first ad in a 1959) 
series by Magee Carpet Co. 
dramatizes “moon hues” in car- 
pets. Shelter and women’s mag- 
azines are the primary media 
for the campaign, running from 
March through June. Grey Ad- 
vertising Agency handles Ma- 
gee. 


Agencies Filing 
With ABP Will 
Get Certificates 


New York, Feb. 17—Adver- | 


tising agencies that file com- 
plete up-to-date financial, 
ownership and background in- 
formation with Associated Bus- 
iness Publications will be pre- 
sented this year with certificates 


in acknowledgement of their. 
cooperation, William K. Beard, | 


ABP president, said today. 

“In essence,” Mr. Beard said, 
“ABP is operating as the central 
credit information source on ad- 
vertising agencies using our 
medium. The more agencies 
willing to file, the more service 
we can be to the industry. 


s “The main advantage to the 
agency in filing,” he said, “is 
that it alleviates the necessity 
of sending financial reports to 
each new business paper in 
which space is placed. 

“Agencies on file with ABP 
need merely refer the publica- 
tion to the association for infor- 
mation. The individual publish- 
er then makes his independent 
decision as to whether he should 
grant the agency credit and 
commission.” 

Any agency which is not al- 
ready on file, and which wishes 
to do so, Mr. Beard said, may 


obtain the necessary forms by | 


writing or calling ABP head- 
quarters, 205 E. 42nd St., New 
York 17, N. Y. (MUrray Hill 6- 
4980). 

The certificate was develope? 


by ABP’s agency relations and | 


credit committee, headed by 


William Gill, credit manager, | 


Fairchild Publications Inc., New 
York. + 


Ciba Sets Institutional 
Campaign in ‘Time’ 


Ciba, 75-year-old Swiss} 


chemical and pharmaceutical 


company, will run six color ads | 
in Time during 1959 in a new | 
institutional campaign. The | 


first insertion, a center spread, 
appears in the Feb. 16 issue. 
There will be two other center 
spreads and three page units. 
Purpose of the campaign is 
to point up the many different 


fields in which the company is | 


active throughout the worl1. 


The six Time ads will highlight | 
Eidophor, Ciba’s new color tele- | 


, | Detroit, a closed circuit tv com- 


Giantview Comes to NY 
Giantview Television Network, 


pany, which has been active in 
|arranging shows in Detroit, Chi- 
| cago, Philadelphia and Los Ange- 
| les, has opened a New York office 
‘at 440 4th Ave. The office will be 
= | under the direction of Richard L. 
Colten, former president of Busi- 
|/ness Music Inc. and Universal 
Broadcasting Service. Giantview 
lis a division of Meilink Steel Safe 
Co.; it makes large screen tv pro- 
jection equipment as well as ar- 
| ranging shows. 


Myrbeck Adds Two Accounts 

Gunnar Myrbeck & Co., Quincy, 
| Mass., has been appointed to han- 
| dle advertising for Thomson Elec- 
tric Welder Co., Lynn, Mass., and 
for the New England chapter of | 
the Optical Society of America, | 
|Quincy. The agency also has 
| named Charles B. Russell, former- 
|ly technical consultant with the | 
| U.S. State Department, a technical 
|}account executive. 


WHAS-TV 


LOUISVILLE : 


WHAS TELETHONS 
HAVE RAISED 
$1,000,110 

FOR HANDICAPPED 
CHILDREN 


$1,000,110 has been contributed to six 
WHAS Telethons. Professional produc- 
tion, ability to demonstrate the need, 
good talent, much of it from WHAS- 
TV's own staff, and viewers’ confidence 
that their money would be spent wisely 
prompted the overwhelming response. 

Their money has built classrooms and 


playgrounds, trained instructors, per- 


vision projector; Cibacron, a | 


new dye; Unitex, an optical 


brightening agency; Serpasil, a | 


drug to lower blood pressure: 


and epoxy resins used in hun- | 


dreds of products. Briggs & 
Varley, New York, is the agen- 
cy for the campaign. 


WHAS-TV 
Fishie 


Foremost In Service 


Best In Entertainment 


EXACTING? : 


When there can be 
no compromise 


with top-quality... 


USE THE SERVICES OF 


CENTURY 


ELECTROTYPE COMPANY, INC. 
Electrotypes ¢ Plastic Plates e R.O.P. Mats 
160 East Illinois Street, Chicago 11 « DElaware 7-1541 


iF itis BIG 
anD IMPORTANT, 
i’s on WHAS-TV 


formed operations, purchased artificial 


limbs and a muscular dystrophy bus .. . 
tested the hearing of 95,000 children, 
established Kentucky's first cancer clinic 
for children and first cleft palate and 
harelip clinic, and much, much more. 
When BIG, IMPORTANT things are 
accomplished in Louisville television, 
they're accomplished on WHAS-TV. 


Your Advertising Deserves WHAS-TV Attention . . . 
with the ADDED IMPACT OF PROGRAMMING OF CHARACTER! 


WHAS-TV CHANNEL 11, LOUISVILLE 
316,000 WATTS — CBS-TV NETWORK 
Victor A. Sinolis, Director 


Represented Nationally by 
HARRINGTON, RIGHTER & PARSONS, INC. 
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33 Agencies in ‘Over $25,000,000" 


in this agency issue are AA’s best M os 
estimates, after the most careful Top Ten Agencies, Domestic Billing 
checking and analysis of each in- 
G Bill d 7 Billi i 1958 dividual situation. (Estimated by Advertising Age) 
(In Millions of Dollars) 
roup le §2. 110N in # Herewith the billings of the 
(Continued from Page 1) tional billing is substantial, AA has | $25,000,000-and-over group, ar- et _ 
lard. tried to report it separately. ranged alphabetically: a. J. Walter Thompson Co. Prrtrititi titi ttt $214.5 $210 
Since this is the 15th year of | 4, The phrase “estimated” is used N. W. Ayer & Son, Philadelphia, 2. Batten, Barton, Durstine & Osborn 207.1 216° 
Apvertisina Ace’s exclusive bill-|in eye = a billing ae- billed an estimated $102,000,000 in 3. McCamn-Erickson ...............ccccsces000000s 207 207.5 
ing report, we should repeat what|ures of a number of agencies. [MN | 1958, down from $107,000,000 es- 
we have said on every previous |some instances this is necessary | timated in 1957. | 4. Young & Rubicam... 193 200 
occasion we have presented these | because of agency or client policy.| During the year it lost Philip, ih RMIT. sscecccpschosedssescdieocsssseess 106.7 103.4 
accounts: In most cases where it is, it repre-| Morris & Co.’s Philip Morris cig-|] 6, Benton & Bowles .....-..-ccscccesccseseessso-u 102 93.9 
1. These are agency billings, a|sents a joint endeavor in which an |arets, Tasty Baking Co., and the 6. N.W.A & Son 102 107 
measure of business done by agen- | AA reporter and a top executive of | Yellow Pages account of Reuben | Bee We FUYOE Gr DOM 2.20. -enrrrsreeserseeneerees 
cies for clients. They no more rep-|the agency arrived at the reported |. Donnelley Corp., all lost late in D, Tee BURGE GR. oicccccsesscsesccccccsesescosceses 98.7 80.2 
resent income than do deposits for |figure. In a handful of cases in| the year. Most of Ayer’s 1957 new 9. Foote, Cone & Belding ...................+ 88 88 
a bank or face value of policies|this lengthy report it represents a| business did not become effective 10. K & Eckhard 
written for an insurance company.|calculated guess on AA’s part,| until 1958, and the expenditures | » Senyon ah 86.5 83 
2. In compiling this report, re- | based on the best available data. | of 35 clients were higher in 1958) “Revised figure 
sponding agencies have been asked In some instances, information than in 1957. 
to say what proportion of their to-| received from agencies seemed at Ayer’s media breakdown is not) phe agency has an estimated 1,-|150 radio stations—primarily on 
tal billings are accounted for by|variance with information re-|reported, but it experienced an) j59 employes in eight offices. : neha? of client Armour & Co.— 
fees, and to capitalize fees by mul-|ceived from other sources which|increase in broadcast business: it enh Geneueel that thot a thir d 
tiplying them by 6% to equalize fee| AA usually relies upon in collect- | handled tv for 43 clients and radio|# Last year it was involved in would accept a national advertis- 
business with billing. ing data, and in those instances the| for 56 in 1958, compared with tv|trying to “clean up” the local vs. 


,3. Where an agency’s interna- 


figures and other data presented 


for 34 and radio for 29 in 1957. national rate situation; it surveyed 
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Fingers on the pulse of the European Common Market. 


A~ 


&e 


Five J. Walter Thompson Company offices! 


U.S. business is investing in the Common Market 
faster than in any other major market area 


Investments by U. S. companies in 
the Common Market countries are up 
146% over 1950—against a world 
average of 114%. 


Earnings on these investments are 
increasing faster than the world average 
(92% against 88%). 

Why is business investing at such 
a rate? 


Because major U.S. companies are 
confident of the continued growth 
and stability of the Common Market 
countries. But many companies are 
not decided on what long-range effects 
the European Common Market will 
have. Will a tariff wall, for instance, 
prohibit some kinds of imports? 


So they are buying and building 
on the spot. Five J. Walter Thompson 
Company offices on the continent 
and an office in London are an inti- 
mate part of the Common Market 
development—they are in the midst 
of the great changes happening al- 
most daily. 


These offices are fully staffed. Across 
the channel the London office by itself is 
Europe’s largest advertising agency. 
Each office is a completely rounded or- 
ganization with broad experience in in- 
ternational marketing. Their creative 
facilities are the best in Europe. They 
total more than 1,100 people. 

Has your company made a study of 
the Common Market? Do you know 
what other U. S. companies are doing to 


J. WALTER THOMPSON COMPANY 


New York, Chicago, Detroit, San Francisco, Los Angeles, Hollywood, Washington, D. c.. 
Miami, Montreal, Toronto, Mexico City, San Juan, Buenos Aires, Montevideo, Séo Paulo, 
Rio de Janeiro, Porto Alegre, Santiago (Chile), Lima, London, Paris, Antwerp, Amsterdam, 
Frankfurt, Milan, Johannesburg, Cape Town, Durban, Port Elizabeth, Nairobi, Bombay, 
Caleutta, New Delhi, Madras, Karachi, Colombo (Ceylon), Sydney, Melbourne , Tokyo, Manila. 


capitalize on this new development? We 
are making a continuing study of the 
Common Market and if you wish shall 
be happy to discuss it or any of Europe’s 
21 markets with you. Simply get in 
touch with the J. Walter Thompson 
Company, 420 Lexington Avenue, New 
York 17, New York. 


This book is 
proving an in- 
dispensable 

aid to business- 
men alert to 
the opportuni- 
ties of this rich 
market area—21 markets 
—335 million people. Compiled 

J. Walter Thompson Company, pub- 
lished by McGraw-Hill. Available at 
leading bookstores or write J. Walter 
Thompson Company for 10-day trial 
examination. 300 pages—$18.00. 


}er’s business at local rates if the 
company had a local distributor 
or plant through which the billing 
could be directed. Later Armour’s 
advertising director, K. L. Skillin, 
|reported that the company was 
|getting some processed meat ad- 
| vertising at local rates in radio, tv 
|and newspapers by placing the 
business through its six regional 
offices. 

Ayer realigned its copy depart- 
|ment: John J. Pullen was named 
| vp and managing director, and vp 
| Kenneth W. Slifer moved up to ex- 
|ecutive director, a new post. Rich- 
|ard Powell, vp and author of “The 
| Philadelphian,” left Ayer for Flor- 
|ida and fulltime writing, succeed- 
jed as head of the information 
{services program by Howard L. 
|Davis. Raymond W. Heffron was 
|/named vp in charge of the Boston 
office, succeeding E. Craig Grein- 
er, who retired after 41 years with 
the agency. William B. Carr, for- 
merly vp and advertising director 
{of McCall’s, joined the agency to 
| work in Chicago. 


Ted Bates & Co., New York, 
billed $106,700,000 in 1958, up 
from $103,400,000 in the preceding 
|year. All billing is domestic. 

The agency had a good new 
business year: in January it added 
four National Biscuit Co. Drome- 
dary products and its Instant Fizz 
drink; in September it got Carter 
Products’ Arrid Whirl-in and ear- 
lier two products from Carter’s 
Wallace Laboratories, Meprospan 
and Miltrate; and from Standard 
Brands it got Siesta instant coffee 
in January and Fleischmann Su- 
preme margarine in July. It added 
Brown & Williamson’s duMaurier 
cigarets, effective in 1959. 

The Bates agency is notable for 
its accent on television, which 
accounts for 74.5% of its billings, 
followed by newspapers 8.6%, 
magazines 6.6%, radio 5.9% and 
outdoor 2.1%. It has 780 employes 
in two offices. 

Last year the agency named 
Rudolph Montgelas, senior vp and 
director, to the executive commit- 
tee, promoted vps.E. L. Hill and 
C. L. MacNally to senior vps, and 
elected vps Edward A. Grey, Dan 
Rodgers and Allen M. Whitlock 
directors. Farrell Gilmore, Harold 
J. Saz, James A. Benham and 
Willard Benner were named vps. 
John N. Calley, former New York 
head of Henry Jaffe Enterprises, 
joined as director of new radio-tv 
program development, succeeding 
Jerry Chester, who left Bates to 
become ABC-TV’s vp in charge of 
daytime programming. 

The agency estimates 1959 will 
be “up.” 


Batten, Barton, Durstine & Os- 
born, New York, billed $208,700,- 
000 in 1958, of which $6,500,000 
represented capitalized fees, and 
$1,600,000 was billed abroad. This 
report, including capitalized fees 
for the first time, compares with 


(Continued on Page 62) 
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Every issue of TV GuImDE since December 27 has sold more than seven million copies, 


al 


Publisher’s estimate for the January 31 issue shows 7,096,366 copies sold. 


No other weekly magazine has ever approached such circulation stature. No other magazine anywhere 
has ever won such wide acceptance so quickly ...TV GumpE has yet to mark its sixth birthday. It is by 


far the fastest-growing magazine in America. 


Although the growth of TV GuibE has been swift, it is not difficult to place the magazine in perspective. 
A year ago, its circulation was parallel with that of the other giant weeklies. Today T'V GuInE sales exceed 


the guarantee of the next largest weekly magazine by more than a million copies per issue! 


Single-copy sales are the most generally accepted criterion of continuing reader interest. They account 


for 78% of TV GutnE circulation. Food outlets produce more than half of TV Gutpe’s single-copy sales. 


All this helps explain why TV GuIbDE is becoming a top-of-the-schedule buy for more and more major 
advertisers ... and why dollar volume of advertising published and ordered so far this year is 52% ahead 


of the corresponding figure for 1958. 


Best-Selling Weekly Magazine in America... 


* FS meg ea Se TT ie ES i a i paler | Oa Sa Re Sear i ~ Oe SAS Ln hee Ap ea eee ge ek ipa Puig a oe, tae a me 
2 Gd Se cit a =a L. ere ae Wik ” nya oe fea ie oe Rn =e . a eas Meas ar otk Mo ae a ; os + Pee ok - sé ra 2 pay ak Pune ed 
es wut Pd SR gh phi de NG Rg gee re a ' ees elie pa ily eae NBS See ea ag aa te seaneler r foie poe sei ee (Sah aaa ee ce Oe eee eae é 
th ae ; Seas ee Be 0 es Dee © ey ~ =e eee oS eee ee ry ee) ees le oe a) ee i eee Pei) : Rie) Pegi EI ae MP are op alae i aaa ; 
Seta, ae i Rc ae I RR eR ge re : Oe ee 
pel 30 2 pee : bh ag ees eee iad aa See pe: Mgpest ier ¢ Sala : AS oe Cee oe eee 
So i ts i oa ae. ae yc oo , Je (Coe: CG pee See ee, ; “oh SRG 2 ae na NE: NE te a 
= : - ‘ = " i » ote eect ats, ae Pa? ri we 5 a Fee ie % ie ue 5 Shey teen > eee ens Ee 
Sig: ‘ aah ee |. Tea age < a ae ag Ooi ie . eS ee cet Ree ee ee eee 7 ee barat . e 
a bi Ba ee ee Seeeees motte pe % 
i Be Woes 
aes 4 
ye ae 
{ fae at cea 
Py } ory 
3 ‘, as > 
ei = 
ae a: 
oa } ea vec 
a Op 
a eae ee 
a a \ ; ‘ot 
ee \ aed 4 z ov i ae 
aa q fi oy 2 : a es 
= ci : pe : ee e, 
K 33 Ek 5 i: a a a oO ea 
™ re = me Pa Pea 3. ee 
Fe . * ze Ee! iti: erty ae ett eos ‘ * a es ee hee” 
? ? a = os. agent eg ag : aes ip Sisco 
‘ ; J oH wi BAS 3 4 Re ‘ oe 3 aaeabin e 
Ee a : RS ie ns 3 we is pe 4 ’ > hes ier ta 98 
vet : ; : eee . ike : Car 
3 a ie is es c ; ; is oR <a ge 
‘ = i 35 = oe y i He bar 
f He * ve ; ee isi vs oS ‘ 
Ras eae 2 ret a Paes i 
4 P 
“eae < 
a : 
aa Cane 
oa pia Sai er 
a eee 
= eae: 
; “ Hob 
ri REA i Pie 
oie ye 
See aie ka en 
fe ata ate ete We 
| ee iad 
% (ae patel 
44 saa 
: apis ee ets 
os hee ae shy 
a a Sa an 
4 fee tar 
a 
ved 
Bee, 
ee 
oS: Dg ieee 
- mee 
ie Dey geal 
é oo ec 
? ete Sites 
rs ; 
ze : a 
§ ae Acae 
er 
“= 
| 
a So Taser ot 
i; ys Sears ee 
; Rs, el 
ie ge ye, 
Soe cine aegis 
‘ eae Bie, 
Deca hehe 
: ; 2 ha et 
: eee Re 
ee) 
PR ore as 
: a 
: ee ies ae 
a ee os Pach e 
‘ fie Saat. 
: : + ra epee ea 
i Oe a 
a: i Pixs ra 
Peart 
Bashy ‘i 
: Be era aS a! 
Rite ee ee 
ai rene 
. ee a 
= ie Rs mie 
SE 
5, ee 
RE 
cot Roby. 
ery haar 
or ae 
sont 
Sah see 
Rte ih 
ee ke. 
Spee go a 
lat eh fags 
>: y ste 
ee a Vv : 
ere Ma 
“i a ae 
une 
ae 4 avah * : : a ~ 
ae eC. ein ery Sige, ale tenet fa a 7 an ae Per ee ee Et ate Bee es eet : ie aes a 
3G Ee ee Bey ate tet. Coe Ma Pm eet | Oe Bite ARREST ee Mee bro ec By Rea aires Or 6 a A eee 5 oe eee ne as ee See athe . “eiren 
pea EET ks SLE Sy ag eee St SRR Ss PL Ms rer) ae nS ce ee ae OS omer se eS et BA peg Poe Se oo. VM | rane DW! Rib he Sate ey ae Je ams ee, Se ee a Mane Re ee 
ica wee ee re i ee ee ae - oa ores RN) es eu i A Gee te ea a eo ane eer ee ees a Rm, Og 8) EC SS Aes RR Se Avie See te © oie ae tient 
Rei teed ale emer eet wig ER RY 7 ire. uty ein Sree ee, wee ere eer OSES SES ares) Te aa, SAG See ania RE ee eC ce er atte eet ee ere eh robe menter tay ps hr yee 
2 NOE eae aS Pecret ae tea Yd oe Sage = © Se Ree cra GR MR? le as eee 5c oe ig) OR Pat pce ta oe a weet! aw Ue rh rere 9 ace Pp atc ie oi a Omg | Pieters jis. TaN Nea ee ea 


sn 
‘ 


56 


Billings of 33 Agencies in $25,000,000-and-up Group | 


Rounded, usually, to the nearest $1,000,000 (000,000 omitted). All material on this and following pages is copyrighted, 1959, by 
Advertising Publications Inc. Quotation or reproduction in whole or in part without written permission is expressly prohibited. 


(Listings of account changes, media breakdowns, number of employes and other details for agencies in this group begin on Page 54.) 


1958 Rank | 1958 1957 
1. J. Walter Thompson Co. .0...0........:.ccccee *$302.5 $290.0 
i Silt cccdsavisssncces-cccesecesesceens 265.0 262.0 
EE a *225.0 °230.0 
4. Batten, Barton, Durstine & Osborn ........ 208.7 217.3 
RE EE 106.7 103.4 
ee I I oc ccccscccscevcesscosescssesvonbenssons 103.0 93.9 
De ee BTID cccccncsccccvcscossnssnessssrceccceeee “102.0 °107.0 
I ri ciss casacsesesccynrannente 101.5 +81.2 
9. Foote, Cone & Belding .....................005 100.0 *96.0 

Be EE SEE, 0s csssscssesovescsservoccososses 96.5 90.5 

Bi EN We IID aiccccsocecssnvsssacsroncecesetes 90.0 86.0 

Bl NINE INIT cs caccnssnbsecssossscsessesssccoeovseese 83.0 45.0 

13. Dancer-Fitzgerald-Sample ........................ 81.0 73.0 

14. Campbell-Ewald Co. ..........sccccsscsosssscsssses *80.0 *75.0 

DE, CORN FIND sess ccccessesccescescrcesseeee 75.2 70.1 

16. Erwin Wasey, Ruthrauff & Ryan ............ 74.7 *73.0 

I TEE GD, ccsssssssscosscsesecevsseerse — — 
EE 

ESE *60.0 *52.0 
D’Arcy Advertising Co. .0.............6ceee 56.0 52.1 
Cunningham & Walsh. ............................ 51.0 50.4 
PI Oe MIEN Gy TOD acccccscccsncecscscscsscnee 44.1 44.4 
Sullivan, Stauffer, Colwell & Bayles .... 43.0 38.6 
Grey Advertising Agency ........................ 42.8 43.6 
EE 40.0 55.0 
TE 38.3 36.5 
Needham, Louis & Brorby ........................ 38.1 33.4 
MacManus, John & Adams ...................... 35.7 40.1 
Norman, Craig & Kumme) ...................... 30.1 28.3 
Ls icass csntbsencncsennsoos 29.6 30.9 
I ices cnsnansnisensboaccooere “28.0 32.0 
MacLaren Advertising Co. ...................... 27.4 25.4 
Ketchum, MacLeod & Grove .................... 27.0 24.2 
EE a 26.6 28.0 
Cockfield, Brown & Co. .............ccccccecceeseee 26.1 27.5 


. Doherty, Clifford, Steers & Shenfield 
. Gardner Advertising Co.** 
. Doyle Dane Bernbach 
. Geyer Advertising 
38. Warwick & Legler 
I in sc cnccnsesssvesasesonncceesoneeses 
SR I Re I FY GINS, ccccecissseccessccnsectosneseosvensccees 
. Ogilvy, Benson & Mather 
42. Keyes, Madden & Jones ..................00..008 
Re I TN I, vosiisisssessccssscepsecssecisconna 
43. Fletcher D. Richards Inc. ............................ 
RO EMI TIDINGS css conconcavisseonsasascnsivonescecees 
46. Lawrence C. Gumbinner Advertising .... 
re UE IIE BIDEN csvesscsccsstcoscnstctocconsseovans 
Be ie I Nai aiesscsierssercveiererececeonecseesce 
48. Parkson Advertising ...................c:cc:cccccceeee 
Bile eS MI IL ascossrencoseseeserseseseccscosvevesees 
51. Albert Frank-Guenther Law Inc. ................ 
§2. Reach, McClinton & Coe. .............ccccccsccessees 
Se Mar cacissssavessocsiercscecsseoesevese 

Be ey Fe CN riiiaisicsresseessssvesesessoccseseees 
GB, Tas Ween GB GI, once cc eccccccvcccscsccccscescoseee 
RO 
57. William Douglas McAdams Inc. .............. 
ly NERS, cls sasatetits sco stlsdcdciiisscndvsensccssees 
I a cssetnonvsnees 
59. Edward H. Weiss & Cow... 
nee 
62. Honig-Cooper, Harrington & Miner 
63. McKim Advertising ................cccccccccseseseees 
NY MPIC Gy CO. oc scussecceccccesesesosconessesoness 


OPER ERROR ORE neon ee eeee eee eeeeeeeee® 


23.2 


20.8 
22.0 
20.1 
*19.0 
14.6 
$14.9 
10.8 
17.1 
16.9 
14.3 
20.6 
20.3 
12.0 
18.1 
20.2 
"15.5 
17.0 
14.8 
12.2 
15.0 
12.9 
$12.5 
11.0 
“12.5 
17.9 
15.1 
14.8 
14.1 
+ 9.8 
“11.2 
130 


1956 
*$255.0 
219.0 
*200.0 
194.5 
75.7 
92.0 
97.0 
79.0 
*81.0 
78.5 
83.0 
38.0 
61.0 
*70.0 
59.1 


“41.0 
*39.0 
*60.0 
51.0 
40.1 
39.0 
36.1 
35.0 
66.2 
35.0 
32.7 
37.5 
25.8 
27.1 
*38.0 
25.6 
22.0 
28.0 
29.7 


14.1 
19.6 
16.3 
*20.5 
14.5 
“11.0 


lid. 


14.1 
16.9 
17.2 
21.6 
22.1 

9.0 
20.1 
17.5 

8.0 
17.0 
14.6 

7.1 
14.5 
11.1 

7.0 
10.0 
12.5 
15.1 
15.1 
12.1 
12.8 
10.0 
10.3 
10.3 


1955 1954 
“$220.0 $°$200.0 
166.0 133.0 
“182.0 *160.0 
162.5 148.3 
59.2 46.0 
“68.0 57.5 
$°92.0 *87.0 
71.0 55.0 
*76.0 *77.0 
67.9 50.0 
68.0 51.0 
38.5 33.0 
51.0 50.0 
*58.0 *43.0 
45.5 42.1 
*39.0 *35.7 
“45.0 “44.0 
“64.0 *46.0 
57.0 44.5 
47.8 44.7 
37.0 41.0 
31.8 27.5 
30.0 *22.4 
60.0 46.0 
25.0 20.0 
30.4 29.3 
38.8 32.8 
21.2 20.0 
20.6 19.3 
31.4 19.7 
21.0 19.9 
16.4 15.4 
28.5 31.0 
27.8 24.8 


12.1 
17.0 
11.7 
*21.0 
14.3 
10.2 
11.0 
11.8 
16.8 
$16.8 
16.6 
200 
18.8 
14.5 
15.0 
14.8 
5.5 
12.5 
7.2 
5.6 


8.0 
9.5 
7.8 


1953 
*$163.0 
106.0 
*138.0 
137.5 
38.0 
*57.5 
*86.5 
46.4 
*72.0 
49.0 
42.0 
32.1 
$47.0 
*35.0 
35.4 


*31.0 
“44.0 
*43.0 
41.0 
38.8 
$40.0 
*23.5 
*20.6 
“44.2 
15.0 
24.7 
26.9 
*20.2 
18.4 
14.4 
17.2 
15.1 
35.0 
21.8 


10.4 
17.7 
5.1 
*22.0 
14.2 
10.4 
6.0 
10.7 
16.6 
16.0 
9.0 
13.3 
13.5 
13.2 
11.5 


10.0 


1952 
*$142.0 
94.0 
*120.0 
118.0 
30.0 
52.8 
*86.5 
37.6 
70.0 
45.0 
39.0 
25.0 
44.6 
*28.0 
$30.2 


*30.5 
“44.5 
*37.0 
35.0 
37.1 
31.0 
*20.0 
17.5 
*39.0 
“11.7 
19.5 
22.5 
*19.0 
17.2 
10.6 
13.8 
13.5 
30.0 
17.7 


1951 
$138.0 
81.0 
“114.0 
104.1 
28.7 
*52.8 
*85.0 
28.0 
69.0 
42.0 
39.0 
“17.5 
40.1 
“28.0 
30.0 


“31.5 

*50.0 
*35.2 
30.0 
30.6 
25.0 
*19.5 
"145 
“34.5 
10.0 
15.0 
18.0 
20.0 
15.5 
10.0 
13.2 
11.3 
27.0 
15.7 


9.1 
16.5 
2.6 
20.0 
11.5 


12.5 


—s 
o 
. 

dS 


~ 
a 
wo 


1950 
$130.0 
67.0 
*92.0 
87.0 
25.0 
“44.0 
*79.0 
22.0 
61.0 
40.0 
38.0 
“16.0 
37.5 
*30.0 
26.0 


*27.5 

“45.0 
*32.0 
28.0 
25.0 
23.0 
“17.5 
“13.5 
*34.0 
11.5 
17.5 
15.0 
14.0 
11.9 
11.5 
22.5 
14.8 


7.9 
13.1 
2.1 
18.5 
10.0 


2.1 


Advertising Age, February 23, 1959 | 


1949 1948 «©1947-1946 
$121.0 $115.0 $103.0 $82.0 
60.0 54.0 51.0 46.0 
"85.0 °75.0 °65.0 °59.0 
814 721 590 51.0 
210 180 17.5 16.5 
99.0 °34.0 °27.0 *23.0 
“69.5 °67.0 64.0 53.0 
170 140 120 10.0 
51.4 526 52.0 40.0 
40.0 937.0 31.0 25.0 
28.0 26.0 21.0 190 
15.0 *140 13.0 15.0 
$7.0 37.0 36.0 31.0 
20.0 *°170 *°17.0 *14.0 
22.0 22.0 21.0 20.0 
24.0 °23.0 *19.0 19.5 
"38.7 36.0 34.0 32.0 
"32.0 °30.0 27.0 18.0 
26.0 24.0 20.0 20.0 
26.9 264 25.0 19.3 
22.0 20.0 180 15.0 
12.5 10.0 me 
120 100 100 95 
"29.5 °20.0 °16.0 14.0 
12.5 12.0 10.0 100 | 
15.0 ‘110 ‘90 ‘80 | 
10.0 7.6 5.8 

13.0 125 150 ‘15.0 | 
20.5 216 19.0 140 
12.7 10.0 8.0 7.0 


Billings of 51 Agencies in $10,000,000 to $25,000,000 Group 


(Listings of account changes, media breakdowns, number of employes and other details for agencies in this group begin on Page 96.) 


14.0 12.0 *10.0 *8.0 
*16.8 14.0 12.0 100 | 

— —— oa do 

a 
10.3 9.0 9.0 9.0 

iio 
11.0 11.0 11.0 ©8110 
10.5 10.6 10.5 10.5 

—. aan 
12.8 9.8 


*Estimated by AA. **Gardner Advertising and Paris & Peart were merged Jan. 1, 1959. Combined billings for 1958 are $33,300,000. tRevised AA estimate. +Re- 
vised figure reported. Note: All figures include Canadian and foreign billings. 
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DONAHUE & COF 


KEYES, MADDEN & JONES 


‘ 


a eS sO eae ot a ae 


We've opened the doors to a new concept 


in advertising agency 


It makes good sense for all concerned. Simply stated, it’s this. 


Each agency offers a full roster of services, under individual 
management direction, in eight cities across the country. Every 
account enjoys its full share of personal service and attention, yet 
has available the combined talents of both agencies. 


Nice thing about the whole business, it’s working. Like to know 
more about how it can benefit you? Just write any 
Keyes, Madden & Jones or Donahue & Coe office. 


NEW YORK + CHICAGO + HOLLYWOOD - LOS ANGELES + MIAMI + ATLANTA «: INDIANAPOLIS + MONTREAL 


os 


EN & JONES 


KEYES, MADD 


DONAHUE & COE 


service! 


DIVISION OF RUSSEL M. SEE 5 MPANY, INC. 


$ Oe Meigs ite) ge a eas —) ens oe 2 Ait eo Sg. pie ae sr. a ; 2 et Ste HPSS hr * BES <i Oe lta: oF é eae tay . 1 Rihemey taee 
Avie APatgM  Sesth sv Grtiae pig: eee erwin ye E Posse ia BAS oe eel Age {ee Rees pe ae s Aes eee Sis ot ae : FP ane ee foe eh ee Bae 9 a $ eee 
Boh os aul es eS oe Sei ke % i bo acy ann ae een See eer mao care te a ato tie. eee ke ec ane $8 aie eae eae dbo eae er: Pia ae Cra 
Eee eee = 5 ’ é ei) i Gi ea ae eee en ees a me Se es ae ae ae = ey 
‘ FEMURS Se iin Te aed 2 eee enn pas, cae e eis ore me pa ; Zi i : ‘ Meare Bis sei a } Ja: aR. 2 Monae 
eH . ee eee 1 ac gli 2 ise et A a sal I alle i pe 
ve * - ‘ erreee x 
il , 
a ae ae Fe a a ee oe eS —— —— linia 
% i ¥ 
et 
oo 
an aie 
ts { Teen ro 
| 
* ed 
Ce eee 
a ieee 
W sate Bac 
j pelea: 3: 
; ; (7: apa 
ae cee 
rest So! 
: ! Seis ae 
ee ee 
i ee ane ae 
. - 4 Ser Pe ie 
é 2 ae 
j F Rea eig 
: “2 ee 
j i i gs Es AGA 
; De cee 
3 =, . eaeten 
: : WER 
a _ f 
. 
e ‘ 
ee , ; 
: 
> 
} x : 
nf er Ope 
‘ Ba <a nati 
si eno tee AIP ee 5) 
. : Cia ene 
. P| | es 3 " 
bh | 
. ail “sf 
{ PO Po 
‘ 
; : , dé gE 7 
C ie. Yad a 
t : Ee i 
‘ : eco 
aS i> 2 al 
: sez et: = 
: Lae Med as . 
f : : 
- te a Be a york . 
i i meer S, 
Se g 
Ren Fe . 
a . Bade 
os CPs 
a aaa 
ay : SO 
: 
i : a 2 =. 
ae “ eae 
; ‘ ¥ an 
¥ : iz ; e 
ip : . ce i 
a A a 3; 
ee 
~ " ; a 
m= az, a Dears Nie 
aa 
, : : aE 
i : Ss . aan aia 8 
Se : ee vie 
, q OEE ee ae 
“ ; 
— = ie 
; : ais 
sass 
é ’ oF : 
" L 
' : ; 
Hees : Y 
P a 
: = oo 
rs ‘ a ae 
as. 
} bia ee 
: teak BS ae 
‘ SD ty pelea 
a oe = 
gees i 
; vse 
eo ome 
‘ Macy Que 
Dye he hae 
; rr gs 
Z e 3 Fa ‘ e 
ee aoe, 
Mar tats 
’ oe 
: Si iy h aes: 
5 eae 
: ie hh, 
dees se 
bs 
yi — f 
) ~~ a ae 
he Pui bo ste 
| ST oe ery a wet ae) MRIS Make kas Bieter ale | Seal hb aT ve ee aie 
7 ie ie a ce 
L- Ete ely oe SLs meee gr) Maange Weal fh) 
{atees i TBE a ee ace y Spe 8 a ee prt am 
» aay Ps % Z : be cae Fie 2 a 
ay ae Ed aay Sei peel Nag CN nl cP ey apie he 
- het Peas er : peta ee Spa au Sa a a 
: es eae ay ee en GAS ASM PES ie eae oe 
. ee 
oe : at MRCS mehr abertia a apa lenc pam toe: 4% 
— va fend sd Asgiic 
“ ie ee ge amr 
DONAHUE SB COE - 
igi oe ana eit Hs : ea coe Nias colin a ome 
7 rey : Souk: [ATOM RTE ek ar Ba ie ean 
we , 
a= a 
: eee no Be eas On een en iy Revie esha © arvicc Rea ee Ap eg Ceara SMe ae ean IR oe I See ak eee ; Mee 
: Sag Set rites erie nit ctencme to) AINA ees nh a Oia M a Sis Sa RN Cerrar OT gnc a ET Sal Ana ARG pe a Sith SiS P I RMU lh or I Ne aed BC od SE aa: Se 
£% op et aes SERRE pe Mergen Wepre ae 8 Sy cee Per aij RRR Saar Be a I Cetera aN CMC Coen URL ee arb Le Crs be arin Wn ci rien ie re ei mae ea 
Bteuae ee BMG eres eh oan one ios ee, te eek peas re a peace ge Eee + pital acy Sa sey See Man hal Der Nias SN ieee geen Vere ere en Soe ieee oar 
ORR hae aioe ne Reprise hc ota sh Waa Sie = eeeate eT jr 8-5 Sipe at We EPA Ac ee Od Rg Ne Lapeer end ot a ee LEME peu Fe Me 2S Soa ivokan Gee oo Bie ee ye Loe Oe a poeta: eee OR cake ee ee ae ee 


58 


1958 Rank 1958 1957 1956 1955 1954 1953 1952 1951 1950 1949 1948 1947 1946 
64. Burke Dowling Adams Inc. ........................ 13.0 10.0 4.7 3.2 — — —_— a canine ehannt icine a 
GB. Lemabbert & Foasley .........0:::sccccsceessssssesssees 12.9 $10.1 10.0 +10.0 9.7 8.0 7.0 6.0 5.0 5.0 — —_ 
I CN NI ids sc cesincseseevectserseceserevoveess 12.7. $12.0 10.3 8.6 6.9 8.3 commas cae — Seite a at couall 
6B. Vickers & Bemson .......0...0......ccccccecsteeeeeeeeeeee 12.1 *10.5 6.5 4.5 — owe a a amish ometin ageaae atea sila 
69. Dowd, Redfield & Johnstone ..................... 12.0 14.5 13.5 11.5 9.1 8.5 7.5 6.0 4.5 es — —_  -— 
69. Fitzgerald Advertising Agency ................ *12.0 14.0 "12.0 *10.0 —— — a mame —_— —_— _— on -wieae 
69. Henri, Hurst & McDonald ......................... 12.0 12.0 10.0 8.0 9.0 9.0 onsen canine meme pannel nema ee 
es I a cccscssecspsescnonesconccessccene 11.1 10.1 9.9 6.4 — wiimeane ee aes ee omaname a ——e 
73. Kastor, Hilton, Chesley, Clifford & 

a, nc vsennedkabivbinanoonncveers 10.9 8.9 6.9 — — canines icin a on eee — a endian 
73. Knox Reeves Advertising .......................... 10.9 9.4 6.9 onmus cmmmant sainbes a snsiaiai omens a adits jn dane 
73. Marsteller, Rickard, Gebhardt & Reed... °10.9 *11.0 *10.0 — wana nisi asuene onus — “a —— meh.” ae 
is IE Ge BIO, cccccceccsccecesrsesvecccsesesnssseesees 10.5 12.0 15.6 $10.4 10.0 9.2 8.0 oomaue — a adenen an <a 
76. Meldrum & Fewsmith ..................0...0.006 10.5 10.9 10.5 10.2 9.8 8.0 7.1 8.2 6.8 — — —_ —— 
I I I ., socisnstnhiopeonsnnasooss 10.3 9.3 5.5 a eaaiiiaste — sansa a — a ae dmesaan —" 
79. Guild, Bascom & Bontfigli ...................... 10.2 8.1 8.5 nave oases onde emu waninte einen ‘aiaen elias a 
I ee an, css nadsnesnonesierescsioes 10.2 10.8 10.5 9.6 a —_— —— — eines ——— enum = mand 
81. Griswold-Eshleman Co. ............:ccccccceeeee: 10.0 10.5 9.9 9.4 — sailliain ocala sa pa Sein re Soee ~<a 
81. Klau-Van Pietersom-Dunlap ....................... 10.0 9.0 9.1 —_— —— inidaiaites — wnnpia — a Gian aaa 
es ccoussinessebiehibavenenssons 10.0 10.3 10.3 10.3 10.3 *10.3 10.0 9.7 9.7 — — — — 
ee INI NIE TING? . ss cantpnocnnsovecsenisasnsevecreese 10.0 10.0 — — imuee ‘thine aiehine acini es = choad — ana 


*Estimated by AA. tRevised AA estimate. +Revised figure reported. Note: All figures include Canadian and foreign billings. 


Billings of 49 Agencies in $5,000,000 to $10,000,00 Group 


(Listings of account changes, media breakdowns, number of employes and other details for agencies in the group begin on Page 120.) 


Agency 1958 1957 Agency 1958 1957 Agency 1958 1957 

Cramer-Krasselt Co. .......... $9.538.751 $ 9.789.463 Arndt, Preston, Chapin, Spitzer & Mills .................... 6,250,000" 6,000,000 

Charles W. Hoyt Co. ........ 9,401,000 10,092,000 Lamb & Keen ................... 8,000,000 6,600,000 Roche, Rickerd & Cleary .. 6,129,339 7,831,000 

Stanfield, Johnson & Hill... 9,350,000 6,110,000 Hicks & Greist .................... 7,950,000 7,200,000 Frank B. Sawdon Inc. ........ 6,000,000° 6,820,000 

McConnell, Eastman & Co. 9,200,000° 8,500.000° | Caples Co. ...................0...... 7,500,000 6,000,000 Daniel & Charles ................ 5,951,000 4,800,000 
Potts-Woodbury Inc. .......... 9,083,632 8,657,895 Foster Advertising .............. 7,400,000 6,000,000 Robert Otto & Co. .............. 5,900,000 5,000,000 

Brooke, Smith, French Aitkin-Kynett Co. ................ 7,250,000*  +6,000,000 | Kennedy Sinclaire Inc. ...... 5,733,300 4,997,190 

IID ccsscscococscsceeseees 9,000,000° —————_—-—~ Wesley Associates ............ 7,248,089 5.746.346 | Cole & Weber ....0......cccc00000 5,524,958 3,909,001 

‘ Hixson & Jorgensen ........... 9,022,442 9,139,955 John W. Shaw Advertising 7,200,000 7,000,000 | Fulton, Morrissey Co. ........ 5,417,393 5,323,559 
sae ee Aubrey, Finlay, Marley _L. H. Hartman Co. .............. 7,050,000 5,263,000 | Brown & Butcher ................ 5,300,000 4,700,000 
EERE SR 8,500,000 8,000,000 | Clinton E. Frank Inc. .......... 7,000,000 7,000,000 Product Services ................ 5,267,000 5,400,200 


MacFarland, Aveyard & Co. 8,500,000° 9,000,000 §# Wherry, Baker & Tilden .... 7,000,000 6,000,000 James Thomas Chirurg Co. 5,250,000* 5,200,000 
Arthur Meyerhoff & Co..... 8,406,940 7,707,560 Jackson Associates ............ 6,888,408 3,224,062 Monroe Greenthal Co. ...... 5,250,000 4,900,000 


Cohen & Aleshire .............. 8,250,000° 9,500,000 Anderson & Cairns ............ 6,869,600 16,369,000 Gotham-Vladimir 

Joseph Katz Co. ............000 8,150,000 +8,450,000 Street & Finney .................. 6,750,000 6,000,000 $Advertising ................. 5,000,000° 6,000,000° 
Lawrence Fertig & Co. ...... 8,100,000° 9,000,000° Earle Ludgin & Co. ............ 6,500,000* 13,000,000 Lang, Fisher & Stashower 5,000,000" 5,000,000° | 
Van Sant, Dugdale & Co. 8,033,587 17,355,218 Baker Advertising Agency 6,500,000 6,500,000 | Lewis & Gilman .................. 5.000,000° 5,000,000° 
Biddle Advertising Co. ...... 8,004,083 7,250,602 Botsford, Constantine | John F. Murray Co. ............ 5,000,000° 5,000,000 
IONE TDs isscecsascvccrsesvccnneee 8,000,000° 7,000,000° & Gardner... 6,415,200 6.384.300 Sweeney & James .............. 5,000,000° 5,000,000 


“Estimated by AA. tRevised AA estimate. Revised figure reported. NOTE: All figures include Canadian and foreign billings. 


Billings of 123 Agencies in $1,000,000 to $5,000,000 Group | 


(Listings of account changes, media breakdowns, number of employes and other details for agencies in this group begin on Page 132.) 


Agency 1958 1957 | Agency 1958 1957 Agency 1958 1957 
Miller Advertising Agency .. $5,000,000 $4,700,000 Wexton Advertising Agency 2,970,440 1,715,383 | Gillham Advertising .............. 2,200,000 2,135,000 
Howard H. Monk Luckoff & Wayburn ................ 2,955,093 3,737,263 | Carr Liggett Advertising Inc. 2,158,477 1,936,733 

& Associates ..................000 4,993,213 4,491,010 Burdick & Becker .................... 2,933,847 1,251,960 Powell, Schoenbrod & : 
Ronalds Advertising Agency 4,775,000 5,600,000 Lando Advertising Agency... 2,751,717 2.105.439 | Hall Advertising ................ 2,115,653 1,535,000 ' 
Kircher, Helton & Collett ...... 4,342,000 4,530,000 Symonds, MacKenzie & Co... 2,720,423 2.642.446 Roland G. E. Ullman 
Walsh Advertising Co. ........ 4,200,000 5.227.921 Rives, Dyke & Son .................. 2,716,473 | Organization .................. 2,103,000 2,000,000 | 
Friend, Reiss Advertising ... 4,197,766 4,783,240 Harris & Co. Advertising ...... 2,700,000 2,700,000 Lilienfeld & Co. .................000 2,066,964 1,981,983 
Cole, Fischer & Rogow ........ 4,050,000 2,110,000 | Olian & Bronner ...................... 2,700,000 2,500,000 | Ritter, Sanford, Price 
Breithaupt, Milson Ltd. ........ 4,000,000 2,500,000 Bishopric-Green-Fielden ....... 2,650,000 DBOBBOD | GS GIOI iicsssceisscessescccsscsseres 2,010,000 1,450,000 
REE a 3,846,000 4,000,000 | Godwin Advertising Agency 2,561,179 2,658,807 | Harry M. Frost Co. .................. 2,008,977 1,938,355 
Jordan, Sieber & Corbett ........ 3,828,000 2,760,500 | Publicidad Badillo .................. 2,539,532 2,502,820 | Malcolm Howard .................... 2,000,000 2,000,000 
Palm & Patterson .................. 3,820,650 3,788,384 | Robert E. Wilson Inc. .............. 2,538,209 1,516,452 J. M. Camp & Co. ............. 2,000,000 1,750,000 § 
Johnson & Lewis Advertising 3,758,527 2,445,333 | Barnes Chase Co. .................. 2,509,000 1,914,000 | William Hart Adler Inc. ........ 1,983,700 1,907,000 
NINN TID: .ccosstacsddbavinerveseecesseus 3,747,000 3.595.000  Garfield-Linn & Co. ................ 2,457,000 1,500,000 Wentzel, Wainwright, 
Gaynor & Ducas ..................... 3,728,654 3.446.260 | Gore Smith Greenland Inc... 2,430,219 3,112,000 Poister & Poor ...............:.000++ 1,906,638 1,062,297 
W. S. Walker Advertising .. 3,700,000 4,050,000 | Getschal Co. wooo. 2,420,000 2,020,000 | Jones, Brakeley & Rockwell 1,855,461 1,957,437 § 
Schram Advertising Co. ...... 3,635,092 3,397,019 Kerker, Peterson, Grubb & Peterson 
Needham & Grohmann ........ 3,530,000 2,992,000 BEIOM, TER YOS .........cserescoseees 2,410,370 2,778,582 Advertising .......................+ 1,845,739 1,783,513 § 
Paul Venze Associates Inc... 3,365,000 3,805,000 | Jackson, Haerr, Batz-Hodgson-Neuwoehner .._ 1,816,746 1,564,405 j 
M. Belmont Ver Standig ........ 3,337,000 3,078,000 | Peterson, Hall ...................... 2,407,500 2.121,600 | Irving J. Rosenbloom 
Hutchins Advertising Co. .... 3,270,047 3,122,187 Charles Anthony Gross & Associates ..................0... 1,800,000 1,200,000 
Sudler & Hennessey ............... 3,160,000 2,003,815 Advertising Agency ........... 2,337,570 2,750,250 | O’Neil, Larson & McMahon .. 1,686,983 —_ | 
Byer & Bowman Advertising Frederick E. Baker Huot Advertising Agency .... 1,673,468 1,245,010 | 

ESS SS 3,025,802 3,191,887 & Associates ............0......... 2,315,046 1,785,825 | Leber & Katz ...............:ccceeee 1,660,000 1,190,000 
Richard K. Manoff Inc. .......... 3,000,000 2,300,000 | Hart-Conway Co. .............0000 2,212,535 2,029,706 | Harris D. McKinney Inc. ........ 1,640,500 1,365,320 
Wenger-Michael .................... 3,000,000 1,500,000 | Henry Quednau Inc. .............. 2,209,000 1,982,900 | Phillips Ramsey Co. .............. 1,637,556 1,077,140 
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You'll forgive us for saying our progress report looks good 
enough to eat! 

Actually, 1958 turned out to be a most palatable year for 
Buchen—on many counts, the brightest of all our 35 years 
in the agency business. 

At first, there were problems of digestion—how best to chew 
what we'd bitten off. (Founder Walther Buchen had just 
retired, turning the agency over to 30 stockholder-members.) 


The second half brought sweet news. Between Augyst and 
December, ADVERTISING AGE hey “ined no less than 


\ | 


| 
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THE BUCHEN COMPANY @ ADVERTISING @ 


three major account changes ending with those lovely words: 
“ .. to Buchen.” Billings rose two million dollars. 


Beneath the frosting, the cake was looking good, too. The 
agency used 1958 to step up services in many areas, most 
notably in Merchandising and Public Relations. The new 
facilities, combined with our old strengths, give us more to 
offer than ever before. 


Now a wish as we blow out the candles: We hope you will 
write for the new booklet describing our agency services. We 
promise you'll find it worth looking into... 


400 W. MADISON @ CHICAGO 6 
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Agency 1958 
Dillon-Cousins & Associates 1,600,000 
Stern, Walters & Simmons.... 1,596,072 
J. M. Hickerson Inc. ................ 1,559,116 
Robertson, Buckley & Gotsch 1,542,072 
Woodard, Voss & Hevenor.. 1,510,795 
Lavidge & Davis ...........:0000000 1,500,000 
Bradley, Venning, Hilton 

COT 1,500,000 
S. M. Brooks Advertising ...... 1,488,8)1 
Paul-Phelan Advertising ...... 1,479,540 
Paul Locke Advertising ........ 1,479,124 
Weightman Inc. ...............0005 1,450,000 
MacDonald-Cook Co. ............ 1,437,184 
Proebsting, August 

RE 1,421,855 
Kniep Associates .................... 1,402,401 
Bem Be GR ectscccccerevsesinceseeses 1,348,000 
Associated Advertising ........ 1,345,000 


Charles Bowers Advertising 1,344,868 
Sidney Clayton & Associates 1,332,519 
Aylin Advertising Agency .. 1,330,800 
W. A. McCracken Lid. .......... 1,300,000 


1957 
1,300,000 
1,137,400 
1,554,472 
1,219,764 
1,472,166 
1,300,000 


750,000 
1,420,632 
1,282,050 
1,208,506 


1,110,000 | 
1,560,063 | 


1,325,042 

648,209 
1,008,000 
1,319,000 
1,879,711 
1,122,016 
1,128,900 
1,050,000 


Agency 1958 
| Herbert Baker Advertising .. 1,300,000 
| Sanger-Funnell ...................... 1,286,200 
| George L. Malis Inc. .............. 1,270,000 
Marcus Advertising .............. 1,266,259 
W. B. Geissinger & Co. .......... 1,258,000 
| E. M. Freystadt Associates. 1,255,124 
| Smith & Dorian «0.0.0... 1,242,220 
_ George T. Metcalf Co. .......... 1,238,396 
| Hoefer, Dieterich & Brown .... 1,233,000 
| Arthur Towell Inc. 1.0.0.0: 1,230,780 
Jennings & Thompson 
Advertising .......................... 1,225,000 
| White & Shuford Advertising 1,208,325 
| Carl Lawson Advertising Co. 1,206,038 
I eee osccccatseasvnaie 1,194,399 
Stepien-Carr Advertising ..._ 1,150,500 
_ Harry P. Bridge Co. ................ 1,121,056 
| Charles A. Mottl Inc. ............ 1,117,000 
Givens-Davies Advertising 
Serie ESR Tornoe 1,102,300 
Baer, Kemble & Spicer .......... 1,101,700 
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1957 Agency 1958 
1,000,000 F. P. Walther Jr. & Assoc. .... 1,100,000 
—— | Lago & Whitehead ................. 1,095,073 
—— | Watts, Payne Advertising... 1,086,155 
1,046,887 Davis, Parsons & Strohmeier 1,082,087 
1,050,900 Fischbein Advertising .......... 1,070,000 
1,286,585 Newmark’s Advertising : 
| Agency . 1,056,000 
1,185,694 | Bonslb Inc. ..............cccccccesseeees 1,055,739 
1,224,000 Jefferson Advertising 
1,005,218 | IIE | Sei tnearveiervcocccxsnnensenene 1,050,586 
| Hal Stebbins Inc. ............ intent 1,026,286 
885,000 _ M. M. Fisher Associates ........ 1,021,000 
1,130,900 | Commerce Advertising 
ERE ea oR 1,020,000 
| Fessel-Siegfriedt Advertising 1,019,173 


1,112,369 


| 


Vance Fawcett Associates .... 


1,016,000 


650.250 | s Gunnar Myrbeck & Co..... 1,015,838 


1 WR BE I orice scerscseeee-s 1,015,668 
748,000 De Garmo Inc. ..ce.-ccseccessssseeeee 1,008,453 

| Clark, Dunagan 
930,800 & Huffbines ..0..........-cccecccses-. 1,001,000 
1,276,700 | Mullen & Associates .............. 1,000,000 


Billings of 232 Agencies in Under $1,000,000 Group 


* 

Agency 1958 
Duncan-Brooks Ince. .............:.0005 
Re 978,374 
Stern, Newman & Hayes .......... 972,247 
Coleman Todd & Associates ... 942,000 
Gent Advertising ..................0+ 883,350 
Enyart E. Rose Advertising ...... 875,000 
Cruttenden Advertising .............. 872,400 
McNeill & McCleery ................... 872,000 
Carl Nelson & Associates .......... 857,000 
Parsons, Friedmann & Central.. 856,000 
Feeley Advertising .................... 850,000 
Headen, Harrell & Wentsel ...... 850,000 
Thomas C. Wilson Advertising 841,248 
Dobbins, Woodward & Co. ........ 834,185 
Joseph F. Callo Ine. ..............005 833,500 
Max W. Becker Advertising ...... 819,969 
Nattall & Maloney Lid. .............. 816,171 
Michael Newmark Agency ....... 800,000 
Curtis, Sarver & Witzerman ...... 795,996 
Gottschaldt & Associates .......... 795,378 
Frances, Morris & Evans Inc. .... 789,043 
G. R. Sauviat & Associates ........ 783,335 
Louis Benito Advertising ............ 764,122 
Gibney & Barreca ...................65 760,000 
Neale Advertising ....................... 756,127 
Lloyd S. Howard Associates ... 754,800 
BN GS, IRE GR. ovitecccesscecosssseeses 725,000 
Watson-Manning Advertising . 720,223 
Laurel Advertising Inc. .............. 711,102 
SUID i dscsctinecbailtne coesbornsoeosert 700,200 
Ted Lamb & Associates ............ 700,000 
I ic lihciscacbbnsdibcthes cseesineees 700,000 
Reilly, Brown & Tapplly ............ 694.017 
Franklin Associates .................... 683,955 
Getz & Sandborg .................:00008 675,393 
Charles E. Vautrain Associates 654,757 
General Advertising Agency .... 650,000 
John L. Douglas & Associates... 648,000 
Nemorow Advertising Agency 645,411 
Grimm & Craigle ..............000008 634,382 
George S. Sandler Inc. .............. 633,400 
Kenneth B. Butler & Associates 622,947 
Mark Schreiber Advertising ... 615.900 
Morrison Advertising ................ 603,000 
PN I GG. ccecsssenssoresssrccecniee 600,000 
Goodis, Goldberg, Dair ............ 585,600 
Phyllis Lacey Advertising ........ 583,400 
Harold E. Flint & Associates ... 575,053 
Buxton Advertising Agency ... 575,008 
NE MP MIEN cdtbetbbcidi bere décceseosonee 560,000 
Advertising Associates .............. 554,249 
Friend, Krieger & Johnston ...... 551,700 


1957 


$989,280 $1.013,093 
960,416 | 
773,000 


733,340 
700,000 


1,016,187 | 


950,000 | 


1,135,384 
850,000 


723,376 


667,000 | 


600,000 
631,000 


600,000 
641,081 


940,215 | 


625,200 
615,000 
712,855 
679,000 
742,454 


525,400 | 


650,000 
397,655 
528,317 
604,543 
650,000 
600,000 
501,718 
647,531 
560,511 
468,993 
500,000 
325,000 
503,155 


399,105 
606,000 
559,000 
621,000 
335,000 
490,050 
383,201 
492,000 
575,000 
315,515 
498,000 


Agency 1958 
Shlakman Advertising Co. ........ 550,000 
Ken Seitz & Associates .............. 546,187 
E. T. Holmgren Inc. .................... 538,200 
Buss, Bear & Associates ............ 530,000 
Nass trkk tes vss tesoseesntibsniere 525,764 
Zam & Kirshner Co. .................... 522,000 
Franklin Advertising Inc. ........ 521,893 

bE HI BI sills ecscrscetenscncscnsees 519,809 
Bp Be BIO Te II ccscsseesoesccscccseccee 513,783 
|W. L. Vomack Ine. ....0.....0.00000 513,758 
Ted Gravenson Inc. .................... 513,450 
Hall & Thompson ........................ 511,745 
Joseph P. Abraham & 
aii eatecisnscccceecenses 500,000 
John B. Hickox Ine. ...........0.00..... 500,000 
| Carpenter Advertising Co. ........ 500,000 


Terry, Gray, Schwartz & Harris 500,000 


Allan Copeland & Garnitz ........ 500,000 
Edelstein-Nelson Advertising 

II TING iertssiesneesicesesesisceses 500,000 
Torobin Advertising .................. 500,000 
Litman-Stevens Inc. .................... 498,786 
Herbert Willis & Associates ... 487,334 


Fred Riger Advertising Agency 485,520 


Siegel Colgrove & Associates .. 481,488 
_ Revere Advertising .................... 471,300 
Town Crier Agency ...................: 468.788 
| Solis S. Cantor Advertising ... 462,480 
| Bonfield Associates .................... 462,422 
Lindeman Advertising .............. 457,247 
Columbia Advertising Inc. ...... 455,907 
Firestone-Goodman Advertising 454,522 
| Bridges-Sharpe Associates ........ 454,328 
| John T. Hall & Coy 0... 451,000 
Harold C. Walker Advertising 450,000 
Art Gruber Associates .............. 450,000 
Joseph Parro Associates ............ 446,800 


| Lincoln J. Carter Advertising .. 445,398 


| Gorchov Advertising ................ 433,908 
| Mahool Advertising .................. 433,500 
| Gislason-Reynold Ltd. ................ 427,000 
| Fletcher, Wessel & Enright ...... 423,157 
| Woodrum & Sto o.oo... cccccsssseee 418,000 
| J. W. Spellman Ine. 2000.0. 417,682 


| Wendt Advertising Agency .... 416,358 


Bleck & Musen ............c008:0 0. 414,500 
Charles Palm & Co. .............. % » 407.488 
McCaffrey Advertising Ager 402,263 
Charles F. Fry Advertising, 

Associates ............... Saggrtecsseenees 401,227 
J. B. Sebrell Advertising 

IN. hati ta. chsineabntteasnesenvnceoanie 400,000 
Ralph W. Hobbs Associates .... 400,000 


1957 
525,000 
699,955 
598,000 
610,000 
524,531 


348,340 
613,503 
442,605 


— 


509,210 


555,400 
550,000 
500,000 


| 


| 
| 


300,000 © 


150,000 


486,740 
376,193 
389,434 
370,713 
414,000 
461,361 
425,000 


487,920 
491,493 
401,000 
475,710 
467,000 
500,000 
450,000 
145,040 
390,094 
561,520 


| Admakers 


| 


428,800 | 


428,000 
365,000 

78,000 
405,297 
340,500 
543,845 
306,048 


223,598 


550,000 
400,000 


(Listings of account changes, media breakdowns, number of employes and other details for agencies in this group begin on Page 146.) 


Agency 
Ralph Martin Tell ...................... 
Stral Advertising Co. ................ 
Crisp & Harrison ........................ 
W. S. Kirkland Advertising .... 
Weston Associates Inc. ............ 
S. J. Kossock & Associates ...... 
Heritage Advertising Agency 
Davies & McKinney ................... 
TTS. sethincdicicrnenecsssorssseeee 
Fred R. Becker Advertising 

a 
Maercklein Advertising Agency 
Frederick G. Williams & 

Associates 


CORO R ORO Renee Renn eee ee eee eeeeee 


SREP eee Rete eeeeneneee 


Read Bros. Advertising 
Schnell & Associates ................ 
Emmet J. Newman Advertising 


Penne eeeeeeneneeeeeeeeeereeseeeesees 


Tri-State Advertising Co. ........ 
M. 1, Gemaon Coe. ........ccccccccccssss 
ee 
Lookout Advertising .................. 
Hood, Light & Geise Inc. .......... 
Wyckoff & Associates ................ 
Maurice Paulsen Advertising 
Ted Levy, Richard Lane & Co. 
Iversen-Ford Associates ............ 
Stevenson & Associates ............ 
Hunter Scott, Findley & Lake 
ID Sciieststirsnssursevoccvensess 
Earle Palmer Brown & 
EEE RC 
Be Me IIITIIIIIS wicsescntevsecoccsesssnne 
Albert A. Kohler Co. ................ 
Charles H. Mayne Co. ............ 
E. Taylor Wertheim Advertising 
Ed. St. Aubin Associates .......... 
Paul A. Fergus Co. .................. 
Russell Kolburne Inc. ................ 
III: bicescomvstanuntetbisoctess 
Park Lane Advertising 
Associates .. 
Gene Wyble Advertising ........ 
International Advertising Co. 
Wilson-Seylor-Ware .................. 
Ellison L. Meier Advertising .... 
Bert Lundmark Advertising .... 
J. W. Christopher Advertising 
Jolie, BRPGGSR. TC. .........<00s00000000. 
Jack Mathis Advertising .......... 
John Meck & Staff ...............0..... 
Nyburg Advertising ........ So bstes 


389,000 
365,360 
362,019 
358,333 
351,444 
349,732 


349,668 
342,000 


341,159 
336,000 
333,000 
333,000 
332,899 
330,321 
329,502 
328,543 
325,000 
322,867 
322,368 
313,953 
309,928 
307,781 
304,715 
301,000 


300,001 


295,790 
287,269 
279,838 
272,338 
269,000 
264,802 
256,804 
253,650 
250,108 


250,000 
250,000 
250,000 
250,000 
242,000 
236,250 
232,500 
227,000 
225,000 
225,000 
224,882 


1957 
800,000 
1,421,004 
1,070,092 
889,158 
900,000 


1,021,000 
955,355 


1,039,011 


683,702 


1,340,000 


860,000 
770,000 
1,401,249 
843,794 


490,000 
1,000,000 


1957 


275,000 
379,566 
435,000 
267,000 
212,503 
562,000 


377,974 


385,431 


—__ 


354,152 
216,000 
374,776 
350,000 
135,087 
324,353 
276,963 
344,695 
300,000 
301,296 
278,436 
322,981 
187,454 
253,110 
279,035 
280,000 


305,171 


285,720 
249,334 
287,874 
265,500 
218,577 
209,292 
211,340 
235,850 


289,750 
190,000 
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180,000 
303,150 
257,304 
227,000 
200,000 
136,000 
258,707 
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- chasing for Restaurant Associ- 


x 
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‘&- 


team 


EXECUTIVES IN 
COMMAND ... 


like this Institutions executive 
team in command of ALL pur- 


ates, Inc., New York City. 


BLACKSTONE STUDIOS 


Jerome Brody 
President 


Joseph H. Baum 

Vice President 
Director of 
Restaurant Operations 


AUGUSTA BERNS 
BAMBERGER STUDIO 


Robert Roehrig 
Director of 
Food Purchasing 


Lee Jaffe 
Director of 
Equipment Purchasing 


... backed up, of course, by their 
suppliers and specifiers . . . their 
food wholesalers . . . their food 
service equipment dealers, con- 
tract houses, architects, designers 


and decorators. P 
AGENCE RAPHO 


institutions 
buying 


buy or specify all 


eS ee ae 


ee 


: "3 
i | 


 tatcimis.! 


products for the entire Institution.* 
(And they turn to INSTITUTIONS MAGAZINE to find every product need!) 


*In all Institutions, including Restaurants, Hotels, Hospitals, Schools and Colleges, rte. 


When important Institutions buying decisions are to be 
made, the Institutions executive buying team will make 
them. Restaurant Associates, Inc., one of the nation’s 
largest, most progressive mass feeding operators is a 
good case in point. They buy everything, including food, 
food service equipment, furnishings, maintenance equip- 
ment and building products, for many diverse operations 
from the sumptuous Forum of the Twelve Caesars in New 
York City to the Riker’s counter operations. Purchasing is 
a 3-way executive buying-team effort. For equipment, 
the executive buying team consists of Lee Jaffe, Dir. of 
Equipment Purchasing and his associates; Joseph H. 
Baum, V. P., Dir. of Restaurant Operations; and the 
specific Unit Manager. For food, it is Robert Roehrig, 
Dir. of Food Purchasing and his associates; Joseph H. 
Baum, V. P., Dir. of Restaurant Operations; and the spe- 
cific Unit Manager. Restaurant Associates, Inc., is a con- 
stantly expanding operation... always demanding high 
quality ... operating on a definite buying-team basis. 


CONSULT YOUR ADVERTISING AGENCY 


MAGAZINE OF MASS FEEDING/MASS HOUSING 
1801 PRAIRIE AVENUE, CHICAGO 16, ILLINOIS 


This, then must be your sales approach to the Institutions 
Market—restaurants, hotels, hospitals, schools and col- 
leges, etc. THE EXECUTIVES IN COMMAND, that is the 
Institutions Buying Team, in almost every Institution follows 
to a great degree the team effort just described. It is not 
enough to limit your selling to individuals. You must sell 
the whole executive team... Sell them and you sell your 
product! 


How do you reach the Institutions executive buying team? 
Through the only publication, the one publication fotally 
dedicated to the interests of the Institutions executive— 
INSTITUTIONS Magazine. It is important to him because 
it pinpoints his interests...comes up with the right 
answers to his needs and the right solutions to his prob- 
lems. If you have a product that fits the Institutions Market 
(and almost all products do) your product story in 
INSTITUTIONS Magazine will go where important Institu- 
tions buying power responsibility is concentrated: among 
THE EXECUTIVES IN COMMAND. 
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Agency 1958 1957 Agency 1958 
Gardiner Advertising ................ 222,838 215438 M. W. Hartung & Associates . 141,633 
Keystone Advertising ................ 222,595 290.478 | Magna Advertising .................... 138,000 
Ad Fried & Associates ................ 220,000 | Mz B. Brucker Co. .........cscccsseees 137,700 
Raymond I. Lang Advertising 218,210 208,862 Don Jenne Advertising Agency 132,500 
George Eschbaugh Advertising 216,638 96,700 Scott Henderson Advertising . 131,298 
IE Ge MD crscostcrsbisinstabechsorees 212,736 —— | Earl R. Culp Co, oo... ceeccceseeeeee 130,129 
R. B. Moreland & Co. ................ 211,054 186,000 _ Allied Business Consultants ... 128,607 
Ben Woodhead Advertising ... 209,790 190,400 | Bill West Advertising ................ 128,000 
Neds & Wardlow Advertising | The Patten Co. ..........cccsesseesneeene 127,432 

EEL ‘wccsserescthammsacidaeibieabesenss 205,472 178,388 | Bob Hairston & Associates ........ 125,000 
Roark & Colby Advertising ... 205,000 Anderson Advertising Agency 120,005 
Douglas Advertising Agency .. 202,836 187,736 |Campbell-Sanford 
Early Maxwell Associates ...... 202,000 Advertising Co. ..............000.... 120,000 
Gadsby Advertising ................ 200,000 ——-——— | Harper Co .......cccccscssssscsssrsssssrees 118,502 
Thorpe Advertising Agency ... 195,000 152,000 _ Roy C. Goettsche Advertising .. 118,344 
Food Research & Advertising . 194,052 194,052 | Richard C. Proctor Advertising 117,000 
Be OUMCO one eccscvcccscossrssccosserees 186,000 —— _ Nate Goldberg Advertising 
Allan Associates ..............00:000 185,000 RE BGI caicticesntcsscsiocctorsnteiveccone 115,050 
Winn-McLane Associates ........ 182,000 124.400 | Simmons Advertising Agency 112,530 
J. H. Kennedy Advertising ...... 175,663 240,000 | Madison Advertising ................ 110,310 
Pace, Root & South .................... 175,005 237,404 | Ad-Ventures Inc. ........................ 108,450 
Associated Advertising | Byrun Advertising Agency ....... 107,845 

a i cescedcsvenzene 170,310 401.624 Gerald Keller Co. ...........0.0000..... 107,500 
Malcolm Advertising Agency 170,000 230,000 | Braco Associates ...................... 107,319 
Leonard Davis Advertising ... 163,000 175,612 | Acme Advertising Agency ...... 105.698 
Womack-Snelson Advertising 161,500 178,000 | Arnie Matanky, ........................ 104,950 
E. L. Speer Advertising Brace Associates ...............:cc008 102,000 

II pecnsahtenttsbdederdiesecnseovecese 158,000 90,000 | Forbes Advertising Agency ... 101,350 
Geren Advertising .................... 153,371 ATI soliindalineesiissisisnssece 101,223 
Griffith & Rowland .................... 151,745 208.648 | Tames Advertising Agency ... 101,000 
Levinger Advertising Agency 144,040 135,225 | R. J. McFarlin & Co. «0.0.0.0... 100,000 


_ 


Billings of 72 Foreign Agencies 


Advertising Age, February 23, 1959 


(Listings of account changes, media breakdowns, number of employes and other details for agencies in this group begin on Page 170.) 


Agency 1958 1957 Agency 1958 
Dentsu Advertising .......... $101,297,545 $88,649.670 G. Street & Co. .................. 5,040,000° 
Colman, Prentis & Varley 39,200,000 | Notley Advertising .......... 4,920,000 
London Press Exchange... 32,425,000 27,170,000 | Ervaco Advertising ........ 4,865,000 
S. H. Benson Ltd. .............. 32,000,000° ———— | Saward, Baker & Co. ........ 4,760,000* 
Mather & Crowther .......... 20,000,000° Dr. Rudolf Farmer Adver- 

Masius & Fergusson ........ 15,400,000 ae LALOR Serate 0 4,030,000 
W.S. Crawford Ltd. .......... 10,360,000° —_———— | Noble Advertising ............ 4,000,000 
PUI BER y ocsccescsccccccesecee 10,000,000 8,400,000 | Everetts Advertising ........ 3,920,000* 
F. C. Pritchard Wood & S. C. Peacock Ltd. ............ 3,640,000* 

ica ccabstinl 9,800,000* Smit's Reclame-advies en 

I ics sccchessniabsteseces 9,800,000* ——— Servicebureau .............. 3,450,000 
Service Advertising .......... 8,700,000 7,200,000 | Dr. Grupe & Co. ................ 3,400,000 
AB Svenska Telegrambyran 8,000,000 7,000,000 John Hobson & Partners .. 3,640,000° 
Synergie Publicite & Rumble, Crowthers & 

Propagande .................. 8,000,000 6,022,000 SR Se 3,360,000* 
G. S. Royds Ltd. ................ 7,560,000° ——_— | Clifford Bloxham & 

Carl Gabler Werbegesiell- I ccriaecchttabecsrsesseanss 3,360,000* 

ina ssccenbnenpebbuis 7,083,500 5,992,500 | Charles F. Higham Ltd. .... 3,360,000* 
Publicite R. L. Dupuy ...... 7,000,000 6,000,000 | Samson Clark & Co. ........ 3,360,000 
Dorland Advertising ........ 6,440,000° ————— | Alfred Bates & Sons ........ 3,336,000* 
Osborne-Peacock. ............. 6,000,000° 5,500,000 | Harlang & Toksvig Rek- 

ED i cstccctntecesseemerctess 5,600,000° ae lamebureau .................. 3,140,000 
John Haddon & Co. .......... 5,600,000* ————— | §. T. Garland Advertising 

Alfred Pemberton ............ 5,564,526 4,547,602 Nii ichseiatabtunshotiovers 3,080,000* 
Lambe & Robinson- Legget Nicholson & 

Benton & Bowles Ltd. .... 5,500,000° Ee 3,080,000* 
C. J. Lytle (Advertising) 5,320,000* T. B. Browne Ltd. .............. 3,080,000° 
Dolan, Ducker, Whitcombe Willings Press Service .... 3,080,000° 

IIT icthisscrsnsntinencereces 5,200,000 4,100,000 | Allardyce Palmer ............ 3,060,000 
Troost Werbeagentur ...... 5,120,000 3,145,000 |-Publicidad Guastellc ...... 3,000,000 


1957 Agency 1958 1957 
307,237 | Oster Advertising Agency ...... 100,000 ——- 
74,000 Robert Peterson Advertising 
115,000 Management _...........::c.cceeesee 100,000 105,000 
123,000 Saks & Grinnell ........................ 95,454 91,910 
133,295 | Gordon Rosholt & Co. .............. 95,072 84,719 
| Sa 88,134 61,949 
133.230 | MacLaughlin Advertising 
87,000 0 RE EES: 86,512 87,852 
410,011 Hemsing Advertising ................ 86,260 81,651 
116,000 | Jonethis/Larson Advertising ... 83,500 55,500 
154.695 | George Wern Advertising 
pO SELES © Ce 75,021 58,000 
150,000 | Agricultural Information 
132,371 EE 74,385 81,611 
—— | Park Advertising ........................ 74,275 78,012 
76,000 | Mohawk Advertising Co. ........ 73,198 37,000 
C. F. Kern Advertising Agency 72.778 209,995 
Shafter, Lazarus & LaShay ....... . 69,600 
107,691 | Robert E. Weissman Associates 67,579 —— 
105,401 | Davidor Advertising Agency . 60,000 
UN ING wostidescsccsssassieecesses 59,606 72,663 
113,242 | Root Advertising Agency ........ 56,375 46,192 
103,000 | R. M. Stocking Co. .................... 50,000 50,000 
80,015 | Flamm Advertising .................... 50,000 30,000 
——— | Ad-Art Associates ...................... 44,376 45,028 
81,090 | Stewart Associates .................... 43,000 38,000 
80,000 | Nicholas Masso Advertising ... 40,020 63,360 
74,000 | Howard W. Nareau 
NE eas cccrcitsiceccnosess 37,672 ——— 
34,000 | G. Wilfred Wright ...................... 25,000 25,000 
118,000 | James L. Smith ..........00000.0000000. 5.712 4,458 
1957 Agency 1958 1957 
———— Napper, Stinton & Wolley 2,800,000" 
4,540,000 | C. Vernon & Sons .............. 2,800,000* 
4,280,000 | Nijgh & Van Ditmar ........ 2,600,900 
—— | Canny, Paramor & Canny 
SPUN achnidichischdilsdiiiielisitieese 2,255,485 1,837,235 
3,680,000 Noel Paton-Warwick Adver- 
3,316,800 | _ tising Services Pty. ...... 2,035,000 ———— 
— | Publicontrol S.A. .............. 1,872,000 1,689,000 
—— | Cathay ......... 1,722,276 1,311,403 
Norton Publicidade .......... 1,700,000 1,600,000 
3,240,000 | Soria, Ruiz & Cia. Pub- 
2,500,000 LE ER 1,400,000 1,200,000 
——— | Philprom Inc. .................... 1,000,000 900,000 
Yuste Publicidad .............. 775,000 535,000 
D. K. Leventis Agency .... 560,000 oo 
A/S D.E.A. Reklamebu- 
reau for Danske Erhverv 519,463 460,406 
Ricardo de Luca— 
Publicidad Tan ............ 500,000 385,000 
Trygve Dalseg & Co. ........ 435,000 340,000 
Raynor Webber & Stiles .. 420,000 168,000 
2.710,000 | Publicidad Lowder .......... 400,000 500,000 
Hellenic Advertising ........ 390,000 323,500 
National Advertising Service 
Allmnna Annonsbyran 355,000 282,000 
IIE dacinsc tticateenincsss 380,000 — 
Magallanes Publicidad .. 190,000 40,000 
——— Arrow Advertising Agency 183,200 126,960 
2,910,000 | Oriental Advertising Agency 66,503 16,959 
2,550,000 | “Estimated by AA 


(Continued from Page 54) 
these figures for 1957: total bill- 


General Baking, 


ing $217,300,000, capitalized fees 
$8,000,000, and billing outside the 
U.S. $1,300,000. 

BBDO added RCA’s Popular Al- 
bum Club, Minneapolis-Moline, 
Los Angeles Times-Mirror, Omega 
Watches, Exide Batteries, Parker 
Corp., General Electric Credit 
Corp., Bristol-Myers’ Trig, Mall 
Tool in Canada, Conn Organ, 
American-Standard’s air condi- 
tioning division, Forstmann’s men’s 
wear, Oneida’s melamine dinner- 
ware and Morgan Jones, the last 
two effective in January, 1959. The 
agency lost the Bank of America, 


Co., and Sea Breeze Laboratories, 
the last three effective in Decem- 
ber, as well as Audivox Inc. 

No media breakdown of billings 
was reported, but radio and tele- 
vision, the agency says, account 
for 39% of its billing. BBDO has 
2,037 employes in 16 offices. 


# BBDO let “around 150” people 
go during the year, with the can- 
did explanation that it had be- 
come overstaffed in the last couple 
of years of mushrooming growth. 
During the year Robert L. Fore- 
man, named an exec vp in the 
previous year, was named head of 


Dennison Mfg. |all creative services, the job for- 


merly held by Charles H. Brower, 
who became president in Decem- 
ber, 1957. Fred B. Manchee, exec 
vp and treasurer, left the agency 
to “write and grow flowers,” and 
his first book was recently pub- 
lished—“The Huckster’s Revenge.” 
Thomas C. Dillon, vp and director, 
was moved into Mr. Manchee’s 
post as head of marketing, re- 
search and media operations in 
BBDO. W. M. Starkey, former vp 
and account supervisor, succeeded 
Mr. Dillon as manager of the Los 
Angeles office. George Polk was 
named a vp and head of radio 
and tv programming and planning. 


Frank Silvernail, veteran time 


added Procter & Gamble’s Char- 


buyer and manager of the stations 
relations department, left the 
agency and is now a consultant to 
Broadcasting. BBDO estimates that 
its 1959 volume will be up 5%. 


Benton & Bowles, New York, 
billed $103,000,000 in 1958, com- 
pared with $93,900,000 in 1957. Of 
the 1958 total, about $1,000,000 
was billed in Canada. 

The agency picked up Allied 
Chemical’s Semet Solvay division 
in October, the same month it got 
American Express Co.’s_ credit 
card; in April it added S. C. John- 
son’s Pledge, and at year-end 


min Paper Products division. It 
lost Benson & Hedges cigarets in 
April. In 1959 it was to lose Gen- 
eral Foods’ Maxwell House regu- 
lar coffee, and was to add two 
new Gaines’ products and new 
coffee assignments for GF. 

Its media breakdown shows 
concentration in television: 65% 
of its billing was in tv, 25% in 
magazines-business papers-supple- 
ments-farm papers, 7% in news- 
papers, 1% in radio, 1% in out- 
door, and 1% in “other.” It has 
1,000 employes in two offices. 


s During the year it promoted 
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MEMORANDUM 


PARIS, FRANCE, 
FEBRUARY, 1959. 


Subject: AMERICAN ADVERTISING AGENCIES, 
THEIR CLIENTS, HAVAS AND EUROPEAN MARKETS. 


To: ADVERTISING AGENCIES. 


From: HAVAS ... EUROPE'S LARGEST ADVERTISING AGENCY. 


Almost every day, these days, an American manufacturer estab- 
lishes himself in Europe. From the very beginning, he is faced with lusty 
competition for the fruits of this world's greatest trading area—soon 
also, one of the world's greatest unified home markets. 


* 


The manufacturer who started today is very likely one of your most 
important clients. 


* 


It is also likely that another of your important clients set himself up 
in Europe some time ago and now finds his marketing activities handi- 
capped because he is not backed up by his European agency the way 
you back him up in the United States. 


* 


Still others of your clients are asking you difficult questions about 
what you can do ie them in Europe when they put their foreign expan- 
sion plans into effect. 


* 


To meet these needs you will make certain decisions. 


* 


Perhaps you plan to establish a duplicate of your State-side facilities 
on the Continent? Quickly? In time to start your client off right? Or 
put him back on the track? 


* 


In the United States, your agency has arrived at a highly efficient 
advanced development stage with an intimate knowledge of domestic 
markets and marketing conditions—you are equipped to assist all 
phases of your clients selling operations. 


How long did it take you to achieve your present productive useful- 
ness? Five years? Ten? Twenty-five? 


* 


With your present know-how, can you, in Europe, telescope this time 
period into a matter of months instead of years? Locate specialists 
equal to your own and organize them into a cohesive, smoothly func- 
tioning working unit? Tackle a dozen languages and twice that number 
of cultural-economic patterns tossed on to the beach by a turbulent 
history? 


We are surely in agreement that a strategy of frontal attack, con- 
sisting of setting up new duplicate facilities in Europe, presents enor- 
mous difficulties. Perhaps not insuperable, but almost. 


There is an easier, more commercially viable way. 


* 

Havas, Europe's largest advertising corey . » « the most highl 
developed, extensive, and longest established . . . would like to aaah 
agreements with American agencies to work together on non-competi- 
tive accounts in the European market .. . and on European accounts 
in the American market. ; 

* 


Havas, during its 123 years of advertising leadership, has spread 
over the Continent, to the United Kingdom, and widely over Africa. 
Staffed by more than 3,000 specialists, it is Paris-based with 150 totally 
or partially owned branches throughout this vast area. Additionally, a 


large number of close affiliations in other areas have developed over 
the years. 


* 


Havas has incomparable marketing knowledge of this great checker- 
board of local customs, habits, languages and prejudices. 


Havas draws on the resources of all Europe . . . one of the world's 
greatest pools of human talent, intelligence, education and ability . . . 
to form its staff of exceptional people. 


* 


Havas is every day engaged in all the phases of creative and re- 
search activities practiced by the best of the largest American agencies. 
At Havas, every one of your key people will find his opposite number. 


* 


Why not try combining your thorough creative understanding of the 
policies and problems of your clients with the immediately available 
creative facilities and local knowledge of Europe Havas can provide? 
By doing so, you will assure your clients the best of both worlds. 


* 


You and Havas, two highly evolved entities, will quickly and with 
ease see eye to eye. 


* 
May we suggest that you open negotiations by writing or telephoning: 


agence havas 


ADVERTISING-INTERNATIONAL SERVICE 


62, Rue de Richelieu 
Paris 2. France 

Phone: Richelieu 70.00 
Cables: Havas-Paris 
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Advertising Age, February 23, 1959 


Top Agency Executives Move Up in 1958 


THOMAS B. ADAMS—former vp 

and assistant to president, 

became president of Camp- 
bell-Ewald at 38. 


RICHARD N. HEATH—former 
president, was named chair- 
man of executive committee 
and No. 2 chief behind Leo 
Burnett at Leo Burnett Co. 


W. T. YOUNG JrR.—former exec 
vp, moved up to president at 
Leo Burnett. 


MARION HARPER JR.—added 
chairman of the board to his 
ten-year-old title of presi- 
dent at McCann-Erickson. 


GEORGE H. GRIBBIN—former 

senior vp and copy director, 

was named president of 
Young & Rubicam. 


BROWN BOLTE—former exec vp 

of Benton & Bowles, joined 

Sullivan, Stauffer as presi- 
dent. 


William Hesse to exec vp, and 
added Ralph Chatfield, former 
exec vp of William Esty Co., as a 
senior vp; and William D. Tyler, 
former Burnett plans board chair- 
man, as vp and director. Brown 
Bolte, former exec vp, left to 
become president of Sullivan, 
Stauffer, Colwell & Bayles; David 
P. Crane, media vp, joined Ogilvy, 
Benson & Mather; Howard Shank, 
vp and creative director, joined 
Grey Advertising Agency; and 
John A. Thomas, vp and account 
supervisor, retired to be an adver- 
tising consultant. Benton & Bowles 
published a noteworthy study 
showing that “recessions are his- 
torically short-lived affairs that 
produce more discussion than 
damage,” using an analysis of 12 
economic slowdowns since 1897. 
Its forecast for 1959 is that it will 
be about like 1958. 


D. P. Brother & Co., Detroit, 
billed an estimated $28,000,000 in 
1958, down from an_ estimated 
$32,000,000 billed in 1957. The 
$32,000,000 is a revised figure— 
AA seriously overestimated the 
agency at $40,000,000. The agen- 
cy’s principal account is Oldsmo- 
bile, and Olds held up fairly well 
in the poor car year of 1958. The 
agency has 200 employes in all 
offices. 

During the year it promoted 
Donald W. Walton, who joined the 
agency in 1955 as sales promo- 
tion manager, to vp in charge of 
merchandising services. It added 
Louis E. Dean as a vp; Mr. Dean 
had been with Kudner Agency in 
charge of the General Motors in- 
stitutional account. It estimates 
1959 volume up 10%. 


Leo Burnett Co., Chicago, billed 
$101,571,000 in 1958, of which 
$3,058,000 represented capitalized 
fees, and $2,845,600 was billed 
outside the U. S. 

The comparable figures for 1957 
were $81,169,000, $2,139,000, and 
$2,420,000. Behind the $20,000,000 
jump in billings lay rising appro- 
priations and the results of anoth- 
er formidable new business year. 


s Burnett added Chrysler Corp. 


RAYMOND F. SULLIVAN—Wwent 

from president to board 

chairman at Sullivan, Stauf- 
fer, Colwell & Bayles. 


institutional, Philip Morris and 
Mayfield cigarets, Star-Kist Foods, 
Swift & Co.’s All-Sweet, Vigoro 
and End-O products, and Allstate 
Insurance’s new life, accident, 
sickness and hospitalization policy. 
Eight clients (who billed an ag- 
gregate of $9,569,348 in their first 
year in the shop) billed a massive 
total of $69,600,000 in 1958—Brown 
Shoe, Green Giant, Pillsbury, Pure 
Oil, Procter & Gamble, Kellogg, 
Campbell Soup and Philip Mor- 
ris. The agency lost Crane Co. 

Media breakdown: newspapers 
9.33%, magazines 16.01%, supple- 
ments 8%, radio 3.13%, television 
53.53%, outdoor 2.57%, business 
papers 0.92%, farm publications 
1.16%, production and miscellane- 
ous 5.35%. Burnett has 808 em- 
ployes in five offices. 


= Last year the agency realigned 
its executive structure: Leo Bur- 
nett continued as chairman of the 
board; Richard N. Heath moved 
from president to chairman of the 
executive committee and second 
officer of the agency; W. T. Young 
Jr., former exec vp, became pres- 
ident; DeWitt O’Kieffe became 
senior vp; Draper Daniels became 


LYNDON O. BROWN—Senior vp, 
headed committee to run 
Dancer-Fitzgerald after 
chairman H. M. Dancer died. 


exec vp in charge of creative serv- 
ices; Joseph M. Greeley was 
named exec vp for marketing 
services; Philip J. Schaff Jr. exec 
vp for administration and finance; 
James E. Weber, exec vp in charge 
of client relations. Edward M. 
Thiele, vp and director, became 
senior account supervisor. Five 
supervisors were named vps: Hen- 
ry Starr, marketing; John Coulson, 
research; Guy Saffold, account 
supervisor; and Don Tennant and 
Jack Hirschboeck, tv copy. Three 
important additions: John V. Tar- 
leton, former director of adver- 
tising art for Eastman Kedak, as 
vp and plans board member; 
Wayne Jervis Jr., former associate 
director of marketing services and 
plans board member of McCann- 
Erickson, as vp and marketing su- 
pervisor; and W. R. Fowler, for- 
mer senior vp and plans board 
chairman of Needham, Louis & 
Brorby, as a marketing vp. The 
agency expects ’59 volume to be 
about like ’58. 


Campbell-Ewald Co., Detroit, 
billed an estimated $80,000,000 in 
1958, up from the $75,000,000 esti- 
mated for 1957. It added General 


All $1-2 $2-5 
Year Groups Mil. Mil. 
‘48 6.9% 7.6% 57% 
‘a9 5.3 7.4 47 
‘50 6.4 47 5.3 
‘51 6.2 6.2 5.3 
‘52 6.2 6.1 5.0 
‘53 6.1 67 45 
‘54 5.4 47 44 
‘55 5.5 6.1 3.8 
‘56 5.2 5.2 46 
‘57 4.1 4.2 3.9 


Agency Profits by Billings Bracket 
1948-57 


Profits as a Percentage of Gross Income 


$5-10  $10-20 $20-40 Over 
Mil. Mil. Mil. $40 Mil. 
6.9% _ _— _ 
46 10.6% 12.8% 9.4% 
47 97 12.1 7.5 
48 6.8 8.1 5.9 
46 43 7.0 49 
3.0 45 5.2 6.1 
3.6 3.3 5.1 8.3 
5.2 3.4 7.2 79 
5.3 43 6.2 8.9 
3.9 3.1 5.0 6.2 


TEN-YEAR RECORD—In 1957 the average percentage of profit on billings 
was 56/100ths of 1%; for agencies billing over $20,000,000, it was 
85/100ths of 1%. 


ROBERT NEWELL—former exec 
vp, became president of Cun- 
ningham & Walsh as John 
P. Cunningham continued 
chairman. 


Motors’ Motorama, 
Travel Assn., and Acme Mfg. Co. 

The agency resigned its share 
of Kroger Co. (11 of 22 divisions, 
and some $1,250,000 in billing) in 
August, asserting that serving 
only a part of the chain was un- 
profitable. Kroger had been her- 
alded as signifying the diversifi- 
cation of the agency. A rough 
media breakdown indicates that 
30-35% of Campbell-Ewald bill- 
ing is in newspapers, 20-25% in 
television, and the remainder di- 
vided among outdoor, magazines, 
business and farm papers and ra- 
dio. 


@ The agency has 711 employes 
in 12 offices. Last year it reshuf- 
fled its executive structure: 
Thomas B. Adams, 38, was named 
president, with Henry G. Little as 
chairman of the board and Colin 
Campbell exec vp. Alfred J. 
(Pete) Miranda was named New 
York manager of the tv-radio de- 
partment, replacing Arthur R. 
Ross; James O. Beavers was 
moved from Hollywood to Detroit 
as tv-radio account executive for 
Chevrolet; Jere B. Chamberlain 
was moved from Detroit to Holly- 
wood as tv producer. Ross Morgan 
Jr., in charge of the Kansas City 
zone office, was moved to Detroit, 
and was succeeded by Laurence 
C. Amos, formerly of the field co- 
ordinating staff in Detroit. Austin 
B. Chaney, formerly Chevrolet ac- 
count executive in Detroit, was 
moved to Chicago as supervisor 
on Hertz Corp. 

The agency’s estimate of 1959 
volume is that it will be about the 
same as 1958. 


Campbell-Mithun, Minneapolis, 
billed $38,287,203 in 1958, of 
which $2,287,203 represented cap- 
italized fees, up from $36,500,000 
in 1957, when capitalized fees rep- 
resented $3,000,000 of the total. 

It added the remainder of the 
Kroger Co. divisions in November, 
got St. Paul Fire & Marine Co. in 
October, and in December added 
Allied Van Lines. It also got Met- 
ropolitan Dairy Institute. It added 
and lost Top-Wip Inc. It lost John 


estimated at} 
around $3,000,000, Pacific Area} 


DONALD R. McROBIE—former 
exec vp of Cockfield, Brown 
& Co., became president as 
T. L. Anderson stepped up to 
board chairman. 


Morrell & Co.’s Morrell meats and 
cat food and Red Heart dog food, 
the latter billing $1,000,000. It lost 
Quality Chekd Dairy Products 
Assn. and Hamilton Beach. 

Media breakdown: television 
40%, newspapers 19%, magazines 
(including business papers, farm 
publications and _ supplements) 
13%, radio 8%, outdoor 7%, point 
of sale and production 12%, and 
“other” 1%. It has 411 employes 
in four offices. 


@ Its Chicago office erupted: G. 
Bowman Kreer, co-manager, Per- 
ry L. Brand, vp and account su- 
pervisor, and Richard §S. Holtz- 
man, who handled the Hamilton 
Beach account, left the agency in 
a disagreement over operating 
policy. All three joined Clinton E. 
Frank Inc., where Hamilton 
Beach shortly followed. Phelps 
Johnston, co-manager with Mr. 
Kreer, stepped down as co-man- 
ager but continued as account su- 
pervisor and _ creative service 
chief. Lee Terrill is now manager 
in Chicago. 

Richard H. Hehman, ex-Pabst 
marketing director, joined the 
agency; Alden Grimes, former re- 
search vp, was named marketing 
vp and moved to Chicago for as- 
signment on American Dairy 
Assn., and Leslie Beldo, former 
Minneapolis research director, be- 
came director of research of the 
agency. Robert D. Blegen, Frank 
B. Stull, James E. Smith and 
Ralph W. Wittgraf were named 
vps, and Eugene Peterson was 
named assistant to the president 
on special projects. 


= In April the agency laid off 24 
employes in Minneapolis, despite 
an indicated $1,000,000 billings in- 
crease in the first quarter, ex- 
plaining that personnel costs were 
running ahead of billings increas- 
es. It joined the State Depart- 
ment’s foreign employe exchange 
program, hiring Tomohiko Ikari, 
31, former University of Minneso- 
ta exchange student from Japan, 
for a program of six months’ 
study of advertising methods in 
the agency followed by assign- 
ment to an account group. It esti- 
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| First quarter gain 


¢ 


ACTION IN BUSINESS 


results when you advertise 
to business and industry in 


NATION’S BUSINESS 


More than 750,000 circulation, ABC ... 10% 
executives of business-members of the National 


Chamber of Commerce and 90% other business 
and industrial leaders. 


REVENU 


xecutive 
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How 54 more companies 
are building greater sales 


at lower cost 
in this first quarter 


om 


ston 


These new advertisers in Reader’s Digest, 
convinced by the success of others, are now 
selling through the world’s most widely 
read magazine. 


Pitot all companies expect sales gains in 
1959—American business is getting so much 
better these days. 


But—many companies are not content to 
gain merely by riding the rising economy. 
To get a greater share of their markets, 54 
companies have changed their advertising 
plans. They have acted on the lessons of 
others who have found Reader’s Digest a 
remarkably sound means of stimulating 
sales and building profits. 


In the first quarter of 1959, new and old 
advertisers in the Digest have bought 58% 
more pages than last year, the best previous 
first quarter in Digest history. 


They have taken advantage of the Di- 
gest’s known and proven benefits, not 
available anywhere else: an all-time high 
audience; the largest gua/ity audience in 
existence; a sustained belief in what the 
magazine publishes. 


i 


OX UNFLAVORED GELATINE 


They are benefiting from the Digest’s im- 
portant new advantages of flexibility and 
economy: bleed at no extra cost; two-color 
at the same price as black-and-white; four- 
color at only 13.1% more than black-and- 
white; and the availability of half-pages, 
either in color or black-and-white. 


Today you will find a larger portion of 
color advertising in the Digest than in any 
other magazine: 95% in this first quarter, 
compared to 68% a year ago. 


The chief factor responsible for these 
first-quarter increases is the great success 
others have experienced in the Digest. Old 
and new advertisers know about Dove, 
Kraft, Tappan, Fedders-Quigan and others 
who have reported unprecedented results 
from their Digest advertising. In addition: 


@ Johnson Wax ran a coupon offer in the 
Digest for Glo-Coat; has had coupons 
redeemed at the rate of 10,000 per week, 
months after the offer appeared. 


© Beltone Hearing Aid mentioned the 
offer of a free booklet in its Digest adver- 
tising . . . and the response outpulled 
any national publication ever used! 


@ Ship’n Shore, the largest manufacturer 
of women’s blouses, reported ‘‘wide- 
spread store enthusiasm” over the sales 
prospects from its first advertisement in 

the Reader’s Digest. 


i t 


SMR re ie ers Spa IY aaah ee) Been fo Bea wee SE Ra shu a ee a reat Ly va gece ae Pe aes oe ee J wn 
: tS Re a meee ieava er Aes: di eet Cac te ee Sea ee an Agha o : Wists Hc) © 9 Sede Sacre. eae a Rei: Mi + a Me! i eo a eae ats 9S. 
ie ey) Pe Ae eed Fo Ge re tiger eT Mera Nr Toate. ’ * Pe ag aL a a NE OS i are ae ete nee eho | RAR 9 Oe eaten yr oy. eee, ee 
oe he i est ae ths Sail, eae oe 
& "ears P ’ os by ry dons 3 ot ey Pi ‘dl % ; . Lh ee) * a a a y + ‘ “ae Bien ak = watt 4 oe ae 
; Ee i as vee: Seen : aps adie ea es en 3h ae Si i a a . eee A: 
vi ie = eee ae ( i : a ; a era” . ' oe ‘ eet ea 0 oy ea a an er ee A Fane 
: 35 
rs | 
| | i 
; s] 
i j 
U \ 
7 vA 
i 1) 
t 
} 
f J 
, 
q 
: 
, ‘ 
t , 
: : 
ee 
; 
ee 
. ; 
q 
. 
ee ) 
} 
4 
' 
Bet 
eel 
o- 
> 
. er 
\ fi 
| ee 
. ; 
a 
c ; 
' 
{ i 
ab / 
! 
k i 
QUAKER oe 
. ; ‘ 
STATE Be 
MOTOR O1L = 
! it 4 yt 4 
Da S i 1 | a 
‘ é 
5 2g 
i gear Sets: rs : ) N 
e = - - - io 4g ee wi : ; 
° + en em ste ¢ } - } 
ig ia. * ‘ Ag a Oar 
2 “fae ea 
Bee one sya: Sart Ses eee { ae 
2 s es a Ret 4 aS an a Rees se he j 
' Esso Wen oe: oe ae eR ed i 
; - . = ee ay es He 
i Birt a Pe aoe S + dai ai fi 3s tiie aes ino: a 
RG ee Reta , ape ie EBpei (he 7 apaereanl set eat a a i ae w ‘ 
hee Gy a a ee Bice * ec ee oS ae ea me Ses cca ey Re aus ae ¢! 
to SC. Re EINE see cane tee Cae 28 RR se Pee & i iat a Oe: (ae Seen eee pelt * he eae . 
ao aa ae oe ee eee EG |. Sea Bee : ge n> ata ' va Ses 
fe pe ee meme Reinet gee |, Fal ; : hed aA Bae 0 
pee eine Leper ast ame 3 Cane eee ; a +: e ie x - | eee! ea Poe 
| ££ 4 4 s . es . es 3 = aie oe . all ie. J ue ak ae es A 
he os gigas, £3 &. me Wes : pe .* : ; aS fe iis Wetec ee _ a Seiki ; 5 ieee pers “ po Gaia Se Mess Or eee la meee 2 a oon ; 
ee ; i Seno pene x F en Biles ¢ eos ae eee eS eG ee ee ken See i kee iar eego eee SR" : 
si adieu ale WD ek ra jee «9.2. Lae el B= ae” ASCEP ATTN Cut col ey ae ene o, (> NSIS deri eee A EIR 8 SRS es ees paren ee ca Deen ie teen es egal tena dn a ee ae 
ae i AT ee atpie MER oS) | aan Te ohn eye as eRe Te at gee ae SAE Te oe a. a  Silerieee cer Pe Weenie Seay Speen ub SEAN Siren ms Seri es call Nort he pi : - 
hapa aie SRE oe Re ge POTS 2 ss) oe Pre... a ied RE Ze lS ral he ge aeienngtorati a. a 
’ 7 : i” ee i aa i oe Pours. use we St satya an ; 
. = * 4 a | es Ore > We ® i ae } : 
WV “~~ 1 Cie Sree ]- (@) af Cre L q 
; Borub ire ct wt jt a ot 
ash n : oa Rosie: MNO Beas oe ae a) mar ; 
So : ; Be a a re ee a ig ee io cee oe . - 
Dreyer et Te fo salt is ane aaa ee ee ee : . a Sy ois -uecirta, gpeememnmers ete oe = Gane peo niente eonennemeeperentreae emer : ; 
<3 ‘ bene gta ie Le err. ond a ee et x - “ ee SS) <n ge NO TRER PI pes oon a ee it a ae 
™ = ~ i yy J . 7 ee ang x re rz, 4 ee Ree os “oie. GS See oye bys, Fees : 
i 3 CS ee A Tee og «! . eee e ae ee. oS ¥ | PAIVE £ ee. i ee &.. ie By se ex 
Pa (a MR EO os ka ‘ /!/, F Peuiig & " be |, ; ni Se er ac ai ak ah os Ca mae. ee 
Coops a = 65a ig eee <yeitae a ee eae eas 5 eA ise fis tes Seals ca as 4 hora ee “Loe ¥ - hg oh * een tee MR ee a , 
or i * oe i wane ee Ea, eee Oe mirage. lh, a Paina are £5 J eee Bie, Se RO a at ne CH $i6 iL ee Pigs colt, a 
qe : _ re Bet ip es Seen cae ae a ph Rae Sues die ee | Sree i i Are pe as eke eck neat a cae ; a aly ue Braid , rf 
ae re - y ae ae i ae 1 Lah REE STN eS ss cere eae mee aie aanets . EE ee, Re Nar tines ereeseronet ters pee - meee Oe i 
if oa et oe ee Re esa 51 Lass Ye aC Oe ae ae ree cet eee aa BS teens ote ee eg. pers 7 
as a ‘ eto Fo a AES Saar ae (ae . rae a ent tae * ar og et Se AE — : 7 a. i 
stk s ar, os : ner we on ee ir aes eee sg ae ; oes <i, ee CRE : 
#. °. : oo aes mike - af. Slee a ce a 4 
+ Z oS ore m Ves Peaiet eee 3. een fae ‘ CC oneeae 
: £5 dd ie i ij f p oa eee ss Bees Ps : geet eee a Te Cie” i 
oaths St) oe Soha Wet aia ee SS RE wn t Peet oun ae % eas ks oa: es] eae SN) gies Clea : } 
= SeSSULATING © Giaes =| CONES CC aes amt if asd | VLA x +--\G oa 
i i ; i 
} a 
< ’ a 
a a = an apenas teeaiag eb ae ek,” 3 «So Ce Rea ee Sh Riis ee eee Bes cre ee Saeen Pee aiees ty ; ere, ‘ 
ARE eR la) he Soy ee I al Oe nh eid om ola ipa tae jive Caer eal ; ns 
oe Oot 2 yale Se STE aes MeO Ging tS ERR a ae eae te BELL Pe ses CO Ce 9 iy See eipgeier 2 ioral ees a Oe ee 
82 ple A aomcirieiie i Ie ae RS RCT Se LIRR ACO ANY Se Ret DE Le Tan tet Aas FSi a) ei mces ero. Seon ene nies eur SOT, 
= ea. Pe hae ies Se ee We Ree cane Op Seat Poe ADEE Weg, St as ae Se ee ee er: eeesad or arte PWae 


‘] 

| We Ss 

— 

J i 

- > ia 
B A — : 

eg eo es 
oe hee : pee 
¢ 


© Simca used the Digest to tell a detailed, 
long-copy story... and credited the 
magazine with having “outpulled al- 
most everything we’ve ever used.” 


These are just a few of the successes Digest 
advertisers repeatedly enjoy. Why do they 
occur and recur: Because nowhere else can 
advertisers get all of these unique values: 


1. The largest assured audience that 
can be bought anywhere. It is larger 
than the audience of any other magazine, 
weekly, fortnightly or monthly; larger than 
any newspaper or newspaper supplement; 
larger than the average nighttime network 
television program. 


2. The largest quality audience that 
can be found. The Digest has more readers 


in every income group than any other mag- 
azine. And the higher the income group, 


tinghouse 


NON 


the greater the Digest’s share of the read- 
ing audience. 


3. Belief in what the magazine pub- 
lishes. People have faith in Reader's 
Digest, in its editorial and advertising 
columns alike. 


4. Discrimination in the advertising 
accepted. The Digest alone, of major ad- 
vertising media, accepts no alcoholic bev- 
erages, no cigarettes or tobacco, no patent 
medicines— and for any product, it accepts 
only advertising that meets the highest 
standards of reliability. 


In the light of these benefits and advan- 
tages, you may wish to strengthen your 
1959 advertising program by including the 
Reader’s Digest. Through its pages you 
will address the best audience in America. 
It is an intelligent, prosperous, responsive 
audience whose enthusiasm for a product 
can assure its sales success. 


And you can reach this audience for 
$2.91 per thousand paid circulation—a re- 
markably economical and effective way of 
selling to the best part of America. 


People have faith in 


Largest magazine circulation in the U.S. 
Over 11,750,000 copies bought monthly 
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mates that 1959 billings will be up 
5.5%. . . 
Sion Top 7 Agencies in International Billings 
‘© Geare d f Cockfield, Brown & Co., Mon- (Estimated by Advertising Age) 
¢! treal, billed $26,071,000 in 1958, of 
par or which $1,804,500 represented cap- (In Millions of Dollars) 
Lov 4 : italized fees. In 1957, comparable 1958 1957 
C ‘ figures were $27,537,000 and $1,- 
AT buying action I 182,000. 1. J. Walter Thompson Co. ...........scecsssse-- $88 $80+ 
g The agency added Benger Lab- 2. Grant Advertising ...............:cc:cccsceeesees 60 53 
oratories, the British Columbia ‘ 
a Because The Montreal Star goes into the home every Travel Bureau, the British Colum- 3. McCann-Erickson PPITIIITITT Tt) 58 54.5 
a , d sets f b ; , bia Dental Assn., Canadian Medi- Ge TD Ge HIE covsctsiccisccscccscccveccsccess 32 30 
s evening and gets front-to-back-page reading attention, cal Assn., Candiac Development 5. Erwin Wasey. Ruthrauff & Ryan ........ 20.6 19 
2 it generates the kind of buying action that makes cash a =" — cg fe —— 6. Foote, Cone & Belding 12 8.5 
; os . Foam ubber Acm.. " ND SD MEIER cccsenneoseipsiosscensees . 
3 registers ring! Ask your nearest O’Mara and Ormsbee Gillespies & Co., Home Oil Distrib- 7. Robert H. Otto & Associates .............. 5.9 5 
* office to give you all the facts about The Montreal Star. || “'0rs Ltd. Lever Bros. (extra ‘Revised figure 
product), Lons Stone Works, 
8 Maple Leaf Purity Mills’ Pioneer 
feeds; Merrill, Lynch, Pierce, Fen-| Equipment Co. It lost Canadian Its media breakdown: news- 
5 = 2 e ontreal Star ner & Smith; C. P. Ouimet Shoe|Red Cross Society, Canadian In-| papers 36.5%, magazines 13%, 
é |Co., Samsonite of Canada, Star|dustries Ltd.’s Terylene, Canadian| supplements 6%, radio 10.3%, 
‘Serves and sells Montreal's English market" |Weekly, two products of Success|Marconi Co. (Montreal), and Bon|television 14.5%, outdoor and 


| Wax Co. Ltd., and Viewsound| Ami Co. point of sale 9%, business papers 
eS eee | pa ee ae 15.1%, farm publications 4.1%, 
|transit advertising 0.7%, and 
|“other” 0.8%. It has 453 employes 
in four offices. In March, Donald 
|R. McRobie, formerly exec vp of 
|the Montreal office, was named 
|president of the agency, succeed- 
ing T. L. Anderson, who moved 
up to chairman of the board. C. W. 
| McQuillin, formerly exec vp in 
|charge of the Toronto office, was 
|named exec vp of the agency. 

The agency estimates that 1959 
will be up 6%. 


Compton Advertising, New 
York, billed $75,200,000, of which 
$200,000 represented capitalized 
fees, in 1958. In 1957, comparable 
figures were $70,100,000 and 
$170,000. 

Compton had a notable new 
business year, adding Jacob Rup- 
pert, Eversharp Inc., Guaranty 
Trust Co. of New York, General 
Baking Co., Hotpoint Co., and part 
of Scott Paper. Also, the military 
electronics division of Motorola, 
IXL Food Co. and _ subsidiary 
pope: Brett Sales Co., the Butter-Nut 
Pin ep” - £5 e , co and Holsum bread divisions of 
, setae 4 e~ f ; r ; - a , ™ |Langendorf United Bakeries, 
ig oe pp Pond’s Angel Skin and Warner- 
ite Lambert’s Seaforth men’s line. 


MASTER KEY to the Treasures 
of the Rio Grande Valley! 


ed to Young & Rubicam, G. Heile- 
man Brewing Co. and Procter & 

Only The PACKER can Unlock the 
Fabulous Buying Power of 247 “Key Men”! 


~ 


Gamble’s Big Top, and resigned 
Glenmore Distilleries Co.’s Scotch 
and Old Yellowstone lines, and 
Nehi Corp. 

Media breakdown: _ television 
60%, magazines 20%, newspapers 
11%, radio 3%, outdoor 2% (in- 
cluding business papers, farm 
publications, supplements) and 
print production 4%. 


# Compton has 770 employes. 
During the year, Julia R. Brown, 
Walter Barber, Henry Clochessy 


The Rio Grande Valley... fabulous treasure 
house of fresh fruit and vegetables... stretches 
along 150 miles of our southern border. Here, fields 
of tomato plants, laden with scarlet fruit, flourish 
between groves of citrus trees . .. cucumber, pepper, 
eggplant and melon fields stretch as far as the eye 
can see... 


Here, too, millions upon millions of dollars are spent 
on farm machinery, fertilizers, insecticides, packing 
materials, petroleum products, cars, trucks and trac- 


tors by the growers and shippers of the Rio Grande 
Valley. 


It is the “key men” — the big shippers, the man- 
agers of cooperatives and owners of big fruit and 
vegetable companies who control the immense buy- 
ing power of “The Valley”, financing, advising, help- 
ing and selling to the smaller farmers who sell them 
their produce. 


THE PACKER 


201 Delaware @ Kansas City, Mo. 


i> @ 


Newspublication of the Fresh Fruit and Vegetable Industry L 


Only The Packer can reach these key men. They 
are the 247 Packer subscribers in the Rio Grande 
Valley who read The Packer every Monday morning 
for the important news of their industry. They are 
the men who use The Packer to advertise their 
produce and their “deals” to the markets of the 
nation. They are the men who look to The Packer 
advertisers for the latest in supplies and equipment 
to make their operations more profitable. 


In the Rio Grande Valley — and wherever fruits 
and vegetables are grown, shipped and marketed — 
you will find The Packer and will feel The Packer’s 
influence. As the Newspublication of the Fresh Fruit 
and Vegetable Industry, there is no other medium 


that can be as effec- 


and Joseph R. Cross were promot- 
ed to vp; E. Dean Landis joined 
the agency as vp for midwest op- 
‘erations, and E. J. Collins became 
creative group head in Chicago; 
Tristam Dunn joined as vp and 
account manager for two Sterling 
Drug products; and Richard E. 
Goebel became manager of the 
San Francisco office. Thomas R. 
Santacroce was shifted from the 
West Coast to New York. Norman 
E. Mork, who joined the agency 
when Compton absorbed the Biow 
San Francisco office, left the 
agency. John K. Strubing Jr., 
vice-chairman, retired at 60. 
Compton was a notable merging 


tive, as fast, in reach- 
ing the buying power 
of nearly 16,000 Key 
Men. 


Here’s a Look* at What 
“The Valley” is Buying! 

In one 60,000 acre section of “The Valley” 
Packer subscribers and the farmers they in- 
fluence are buying $2,366,400 worth of fer- 
tilizers and insecticides. They operate 1,191 
tractors and 1,005 trucks and pickups. The 
“Key men” in this area have been Packer 
subscribers for an average of 24 years each! 

To sell the Rio Grande Valley, The Packer 
is the master key that will open the 247 
Key Men’‘s doors. 

*For a closer look — write The Packer for de- 
tailed folder “Key to the Rio Grande Valley” 


agency during the year. It took 
over Western Advertising Agency 
($1,000,000 billings), Carvel, Nel- 
son & Powell in Portland ($1,- 
500,000), and Goldthwaite-Smith 
Advertising Agency, San Francis- 
co. It estimates 1959 volume up 
10%. 


Cunningham & Walsh, New 
York, billed $51,000,000 in 1958, 
up slightly from the $50,400,000 
billed in 1957. 

It had a good new business 
year, adding American Machine 
& Foundry, Bellock Instrument, 
Pharma-Craft’s Coldene stick, 
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Here is a secret 
X-ray view 

of one of our 
thinking machines. 


It's a very ancient model, 


just about 
as old as time. 


No pushbuttons, no bells, 


no clankity-clank. 


But we've found that 

if you teed it facts 

and figures, and coffee 
and a sandwich maybe; 
and leave it alone 

for a while... 


there’s no limit to what it can do. 


Frankly, no mechanized model is 


ever going to replace it. 


Not around here, anyway. 


YOUNG & RUBICAM, INC., Advertising 
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The first of NBC Radio’s new “Image” series— IMAGE-RUSSIA~— has stirred genuine 
excitement among listeners and critics. Variety is impressed by its “vividly revealing 
word picture of the... passion and violence that engulfs present-day Russia...it cannot 


help but beat an indelible tattoo on the minds of everyone interested in the character 


of the Soviet Union.” The New York Times believes it an “interesting, enlightening 


... colorful and comprehensive ... praiseworthy project...” @ IMAGE-RUSSIA is the 


latest example of NBC Radio’s continuing contribution to provocative, imaginative 
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network programming. It is further evidence of the industry leadership which 
produced Monitor, News-on-the-Hour, Hot-Line Service, and Stardust. i For these 
exciting program services, NBC Radio has created equally exciting sales plans: 
Engineered Circulation, Imagery Transfer, Memory Vision, and the remarkable 


Salesvertising Plan that ties local dealers in with national campaigns. ™ These 


are the compelling reasons why more NB ( ii ADIO NETW 0 Rh 
and more advertisers are using the 
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Stephans Distributing Co., Eitell- | treasurer, added the duties of 


Agency, the Los Angeles Herald- 
Express, Edward Hines Lumber 
Co, The agency lost Eversharp Inc., 
Gray Line Assn., Turtle Wax-Plas- 
tone Co., the frozen food division 
of Stokely-Van Camp, and Per- 
mutit Co. 


® Cunningham & Walsh has 550 
employes in six offices. During the 
year, Henry Mayers withdrew his 
agency from C&W and reestab- 
lished the Mayers Co., which last 
Jan. 1 was renamed Davis, John- 


son, Anderson & Colombatto. Exec | 


vp Robert Newell was named pres- 
ident of the agency, with John P. 
Cunningham continuing as chair- 
man. William M. Mulvey, director 
of marketing services, became ex- 
ec vp, and Carl R. Giegerich, di- 
rector of creative services, became 


chairman of the executive com- | 


mittee. Jerome J. Cowen was 
named exec vp in charge of West 
Coast offices following the retire- 
ment of Franklin C. Wheeler, who 
continued on the agency’s board 
and as a consultant. Among the 
vps created during the year: Wil- 
liam LaCava for tv commercials, 
William J. Peterson, Hollywood 
office manager, John W. Connor, 
creative director, and Charles S. 
Adorney, chief art director. Ed- 
ward Molyneux, noted chief of the 
art department, died. The agency 
expects '59 volume to be up 10%. 


Dancer-Fitzgerald-Sample, New 
York, billed $81,000,000 in 1958, 
up from $73,000,000 in 1957. 

It had a notable new business 
year, adding the Frigidaire divi- 
sion of General Motors out of the 
Kudner explosion, Borden Co.'s | 
Starlac, Swift & Co. (Pard, 
Swift’ning, Jewel products, etc.), 
Procter & Gamble’s Dash and 
White Cloud (toilet tissue from 
Charmin Products division), Gen- 
eral Mills’ Hi-Pro and Cocoa Puffs. | 
The agency lost Carter Products, 
Ekco Products’ bakery division 
and Congoleum-Nairn. 

The approximate media break- 
down is 65% in broadcast media 
(about 55% in tv, 10% in radio). 
and 35% in print, including out- 
door. The agency has about 700 
employes in six offices. 

Last year chairman H. M 
Dancer died. Executive responsi- 
bility for the agency’s operation: 
was lodged in a seven-man com- 
mittee, headed by senior vp Lyn- 
don O. Brown. At that time Ches- 
ter T. Birch was named exec vp, 
Fred T. Leighty administrative vp, | 
and William F. Maughan, vp and 


READERSHIP 


The Buffalo Courier-Express is the 
type of « plete family pap 
which insures careful editorial 
readership by both men and 
women, And insured editorial read- 
ership, together with a clean, un- 
cluttered format, means insured | 
advertising readership for your 

sales messages. | 
ROP COLOR available both daily } 
and Sunday 


Member: Metro Sunday Comics 
ond Sunday Movuzine Networks 


Buffalo Courier-Express 


Western New Yor}: Only Morning 
and Sundoy Newspaper 


Representatives: 
Scolaro, Meeker & Scott 
Pacific Coast: Doyle & Hawley 


loney, former Newell-Emmett, 
Cecil & Presbrey and Grant ex- 
ecutive, left the agency, and was 


with him. 


as the “comeback” agency of the) ie’s Magic Chef division, Top-Wip | Parkersburg Rig & Reel Co. 
McCullough, Frank Taylor Ford business manager. Thomas J. Fmd parte atone ee er 


It added Studebaker-Packard | Dynamic and Electric Boat divi-|s The media breakdown is re- 


intro-| sion (it already had corporate ad-| ported to be about the same as 
duced the Lark in a notable cam- | vertising), Parti-Day Inc. 
expected to take Thickol Chemical /paign; Colgate-Palmolive’s Halo | 


and Mercedes-Benz and 


|}and Cashmere Bouquet line; Nehi | division of Chicago Musical In-|network radio 11%, 
Crown and _ soft|strument Co. (effective 1959) and 
D’Arcy Advertising Co., St.| drink line. It regained Glenmore’s 


Louis, billed an estimated $56,-|Old Yellowstone and | ternational Shoe Co. It resigned) ple during the year, John A. Gar- 


000,000 in 1958, up from $52,100,-| King’s Ransom and House of|White Motor Co. because of a|ber, former vp and toiletries ac- 
| 000 estimated last year. The agen- Lords scotches. Also added: Clim- | conflict with Studebaker trucks;| count supervisor at Al Paul Lefton 
\cy had a notable new business|alene Co., Winchester-Western’s|also resigned were O. Ames Co.,!Co., as Halo account supervisor; 
|year, and its record established it|Ramset, Dixie Products and Dix-| housewares manufacturer, 
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|Ine., General Dynamics’ Electro- 


|last year, when it was divided: 
The agency lost Lowrey Organ| newspapers 15%, network tv 23%, 


magazines 
23%, outdoor 16%, “other” 12%. 


D’Arcy added, among other peo- 


|Friedman-Shelby division of In- 


and |a creative group headed by Morris 


Mulliner 


Own this Classic Rolls-Royce, *4,860 


Rare 1965 Phantom original condition at R-R works in Derby 


tinental tourer. Castom coach Six deeptread tires. Foot-operated central 


24 other classic cars from BLS 


100. Prices f.o.b. New York 


1% BUGATTI TYPE 8 

14 ALFA ROMEO CONVERTIBLE 

io LAGOUNDA LG 6 CONVERTINGE 

jem KOLLS ROYCE PHANTOM IIT SALOON 


te BENTLEY SPRED SIX ROADSTER 
193 LANCIA LAMBDA TOURER 


Write or call New York representative 


CLASSIC CA 


This three-tenths page advertisement 

in the January issue of SUBURBIA TODAY 
brought in over 100 inquiries, many by 
long-distance telephone — and 

this unsolicited letter from the 

President of Classic Cars, Lid., 
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| Suburbia, Today 


_ —The magazine of pleasant places 
Leonard $. Davidow, Publisher 
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(Steve) Mudge, who switched 
from Burke Dowling Adams to 
D’Arcy on Studebaker dealer as- 
sociations; William R. Baker, for- 
merly assistant media director at 
Needham, Louis & Brorby, as 
Chicago media director. 

James C. Toedtman, vp _ in 
Cleveland, resigned to become 
publisher of the News, Berea, O. 
Frank H. Hoell, account executive 


| has 590 employes, not including 

one foreign office in Mexico. D’Ar- 
icy has ten offices. Its estimate of 
| 1959 volume is up 15-25%. 


Donahue & Coe, New York, 
billed $29,600,000 in 1958, of which 
$2,600,000 represented capitalized 
fees. In 1957, comparable figures 
| were $30,900,000 and about $927,- 
000. 

The decline in billing is largely 
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The agency added Fairbanks, | Monteverdi-Young Co., and York | $21,000,000—and only $3,000,000 
Morse & Co., which later followed |Corp.’s engineered machinery di-|of this amount is included in 
senior vp Arthur Decker to Henri, | vision. During the year the agency D&C’s total billing. If the two 
Hurst & MacDonald. It opened a| set up an industrial and corporate | agencies’ national billing had been 
Los Angeles office, which picked | division, with several accounts to- | combined, it would have totaled 
up Pepsi-Cola’s Southern Califor-|taling 12% of the agency’s bill- | $47,000,000. 
nia business, Milani Foods, and_/| ings in it. 
Alpha Beta stores (utilizing a| Another striking development|# Media billings breakdown: 
unique compensation arrangement; was the affiliation of D&C’s|newspapers 25%, supplements 
in which the agency’s income is| and Keyes, Madden & Jones’ Chi-|8%%, magazines 28%, business 
tied to sales on a cost-plus basis). | cago organizations, coupled with a | Papers 4%%, outdoor 3%, tv and 


and media director in Chicago,|traceable to curtailed budgets in 
joined Kenyon & Eckhardt as advertising of appliance accounts 
supervisor on Wilson & Co. It) in the first half of 1958. 


The new office reached a $3,000,-| similar move in New York. This 
000 billing by year end. |move resulted in a combined bill- 


°5,000 AvuromositEs? 


Selling $50,000 yachts? ... $500 Hi-Fi sets? 
60c Crab Meat?...or 89c T.V. Dinners?...15c soups? 


Whatever you sell, you can sell more in the Wonderful World of 


| Suburbia Today 


s 


THE MAGAZINE OF PLEASANT PLACES 


NO QUESTION ABOUT IT. The “hot- 
test” market for quality products today is 
. ie in America’s booming suburban communi- 
‘ ties where modern shopping centers, giant 
supermarkets, smart stores and show rooms leading metropolitan centers. 
are ringing up gigantic record sales It offers advertisers an unp jented op- 
a ae sce oat portunity to concentrate their sales mes- 
. AND. WHY NOT? This wonderful world sage on today’s most fertile market with 
of Suspursia Topay with its concentration maximum impact and results. SUBURBIA 
of high-income, home-owning, multi-car- Topay follows the most alert retailers into 
owning families is the world of home-cen- the golden land of preferred customers. 
tered activities for families with a flair for : : 

: . : If Susursia Topay is not already high on 
int So ray oe — is the your media list, let us show you why it 
f wor.» aangoen M4 aa Ameena J tastes Should be. Your representative has full in- 

: peek ange Aiegs wae ity to buy for formation including the latest additions to 
greater needs. It is America’s most respon- the evergrowing list of outstanding subur- 
sive market. This is the World of Susursta ban communities covered by SUBURBIA 


Topay. Topay. Call him today. 
Distributed by 175 selected suburban news- 


papers, SupurBIA Topay offers advertisers 
concentrated coverage in depth of 438 top- 
rated suburban communities—outstanding 
shop-at-home suburbs in the country’s 


as gO NI, pe 
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Reaching 1,204,934 families in 175 top-rated suburban communities. 


The smart, 
153 North Michigan Avenue, Chkago 1 monthly 
i ANdover 3-1270, colorgravure 
eniietees eae mee ot | in selected 
AS out WRONG Bette BUCS SIDE ' 
MALAMI 32: J. Bernord' Cashion, Chamber ef Commerce Building, FRonkiin 1-9 suburban 


- communities 


Donahue & Coe also added'ing in the Midwest of more than | 


|radio 31%. The agency has 340 
| employes in five offices. 

It_ expanded its grocery prod- 
jucts division in New York last 
| year, adding Orville Chase, vp and 
jaccount supervisor at Compton 
| Advertising on Standard Brands, 
William Berech, formerly with 
K&E as a vp and account exec on 
National Biscuit Co., Frederick 
Nabkey, formerly a Lever Bros. 
product manager on _ Imperial 
margarine, and Edmond B. Maher, 
formerly with Hicks & Greist as 
marketing and account executive 
on Dixie Cup and Cocoa Marsh. 


Erwin Wasey, Ruthrauff & Ry- 
an, New York, billed $74,664,000, 


SCIENCE and 
MECHANICS 


Offers You © 
the Only 
alternate copy i 
50-50 
TRUE 
SPLIT-RUN 
TESTING 
in the field 


at the 
lowest cost 
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Lowest cost 
true split-run 


Used by hundreds 
of advertisers to 


| 


Highest percentage 
of newsstand circu- 
lation in its field! 


ee 


Lowest cost per 
thousand of any q 
magazine in 
“mechanical’’ field! 


new folder describing 
how to use Split-Run 


| 


The Magazine That 
Shows You How 


[Su|‘*Sells More” 


SCIENCE and 


MECHANICS 


Dunham Bldg., 450 E. Ohio St. 


CHICAGO 11, ILL. 
WHitehall 4-0330 


et Se ere jin ham Thy oe 5 ee Se Re a ee ip Se eete pear es S28 (ee Biotieny he ee. ae 5 eee * : See glee? _ eee Meee 8 ae, See 
ide Sear Goiiecs pen acs Vee cea | thee 2 SR EER 2. oo seer ne coe) Ce NEES, one Se a ee ee ee oe Bee eee aes eases 3 ie: ae Se ee ae eae - 2 
renege. ene ee Be 1g ey ack eer pe > ee te e a Bia es ae a eer le eae eet “a ee Pa SOS ore, ek alee Ung eta ie 
ee a ea i ee Mme Pe ees eS Sew 6 er 7. % 
jee a Festi sgh x bhi ates ek a a ee ee ees ee ie 2 _ ok *# = ee ; Vo, ae 
(hay ‘f Weenie age hie eee oes eee é ef ame hae sa, ae ee. Ha oe . ae a) a. pe — be Sitod — s . Zs hs 
ot leg eased Ree ee ea Re 86, il noe i oe ae a a aoe gee Me ge: 
a4 ae 
ee — “4 
Ben a . —— . PS a 2, 
iam 4 : 
inh pe 5 
| a 7 
‘ ree War 
i pay. ae 
| i eee S 
\ het 2 ek 
er * wr ar 
i Tog ec oR 
\ €, iceman 
reer. west 
eae 
jae: is 
’ a. AR 
eee 
ee F 
OD ea 
ee 
| a 
; wae mee ST : sues stakes re 
3 pail 
; eA oo 
- ‘oa 
5 . a’ 
Bie 
ae Re 
aa ’ eee, 
cia i) 
a) 
* E ‘ 
- 5 oe ets 
! f By nace 
\ a a ha 4 Aaitas 
: \ oo . ve 
j ji 
\ . 
. / 
i 4 
| a : 
- “ 4 | = wo 
' 9  eeeenepeenememnn . ent en 
£ \ | zi 
' | or 
Be ued wie a ze 
s aa a 
t Soi ine edad 
! iad, i 
’ b ee hare 
_ 
- 
, 
re | ees 
ears moe 
Fc ete 
si ane aes 
Dae erst 
ee ae 
Breen,” 
maa 
“ 
a | ms 
’ ‘gine : 
cece 
—— 4 ae i 
P| : oy 
é ’ 
* 
\ i of P| ns 
e 4 : = iat gt 
test new products ae 
ee and services Shae 
ee 1 Be. cues 
“ / ae 
Es i ep eN 
; er 
zs ’ % a ; -_ f i. , 
a 3 | eer 
4 reer 
Ks ? rene 
si Rea ere 
i | 
ery q <& 
Se gis ends 
i aa ves 
ae ae - ie oe, . 
ae. eS ; 
; sii ; ea: FREE . 
: = 3 : 
oe: fe - ee 
, fi - < eA Oe 
ae y ~ ORK et 
yn BA) oS ; ak: 
et oe ee Na Neen 
ale & ‘ q AOS “ 
i oo 
cc e ee ee. Shia nq a 
: ' of 4 
¥ pI R eae a q 
f ee, / | | 
i 6 R. = yi | © 
a y “€. , } | i 
augiae em ig 
a a . 
. had. > io Te, 
3 ng Vee ' 
eS to rs ° 
, nme fe ; 
fi 4 ben = nia ee a > Wh . 
‘ M4 =") ai 
i t | 
| 
— ee 
, : . ee ee 
‘| .) Peas 
$. eek 
i 
ese : Wc tt : 7 ere ei Siack — nie ee a oh eeeegien po". ae ‘ a gis Sethe ans Aa ee hie oe ; — 2 ag 7 me ts Z E p ee ae OE Fe ; 2 
eae cae oars er eee Feit ce SES ter gi ee ee eM rile ei Ree ip ax sere ty Sear ce Ge or Be NE aa ioe ter, (5 ae) Se ee al a 
a ae eager a2 Pe ee cial he UNA e a anes pee eeu ee ee A testa.) ae Re ae ets 
ase Se Nee eae pebem Teh Dat ae BP des OSI Cr ks Mirela Ye Vine natin. ayn aie tS een Rares IS oy ee me sore st Bie yn el oN Sates 


Hoote, Cone 


Those in italics were added in 1958. Those marked 
with an asterisk gave additional assignments to 
this agency during the year. 


All-Year Club of Southern California 


American Heritage Foundation 
( Advertising Council ) 


Angostura-Wuppermann Corporation 
Armour and Company* 

Californians Inc. 

Calo Pet Food Company 

Catalina, Inc. 

Chicago Tribune 

Clairol Incorporated* 


The Equitable Life Assurance Society 
of the United States 


First National Bank of Chicago 
Ford Motor Company 

General Foods Corporation* 
Hallmark Cards, Inc. 

Hawaiian Pineapple Company Ltd.* 
Hertz Rent A Plane, Inc. 
Hughes Aircraft Company 
Hughes Tool Company 

S. C. Johnson & Son, Inc.* 

A. & M. Karagheusian, Inc. 
Kimberly-Clark Corporation 


Kraft Foods* 
Div. National Dairy Products Corp. 


Lever Brothers Company* 
Liebmann Breweries, Inc. 


FOOTE, CONE & BELDING® 


These are 


Lockheed Aircraft Corporation 

Wilson & Geo. Meyer Co. 
Minneapolis-Honeywell Regulator Company 
Norwich Pharmacal Company 

The Paper-Mate Company 

Purex Corporation, Ltd. 

Rolley Company 

S. A. Schonbrunn & Co., Inc.* 


Security-First National Bank 
of Los Angeles 


Smith-Corona Marchant, Inc. 

Southern Pacific Company 

Spice Islands Company 

Stauffer Reducing, Inc. 

Sunkist Growers, Inc. 

Texas Eastern Transmission Corporation 
Tidewater Oil Company 

Trans World Airlines, Inc. 


United States Forest Service 
Forest Fire Prevention ( Advertising Council ) 


Hiram Walker, Incorporated* 
Zenith Radio Corporation 


LONDON 


Aer Lingus (Irish Air Lines)* 
Associated British Cinemas Ltd. 
Alfred Bird & Sons Limited 

Bourjois Limited 

British Overseas Airways Corporation 
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the clients of 


S& Belding 
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Chemstrand Ltd. 

Dunlop Footwear Ltd. 

Frigidaire Division of General Motors Ltd.* 
J. S. Fry & Sons Limited* 

Gillette Industries Ltd.* 

Hallmark Cards Ltd. 

Holoplast Limited 

Kimberly-Clark Limited 

Lever Brothers, Ltd.* 

London Rubber Company Limited 
Joseph Lucas (Gas Turbine Equipment) Limited 
Macleans Limited 

Monsanto Chemicals Limited 

George Newnes Limited 

Northam Warren Limited 

Parfums Chanel Limited 

Quaker Oats Limited* 

The Reed Paper Group 

Regent Oil Co., Ltd. 

Remy Martin & Company 

Rotax Limited 

Sunkist Growers Incorporated 

Tescan Limited 

Watney Combe Reid & Company Limited 
W. D. & H. O. Wills 


MEXICO CITY 


Armour and Company 
Berel, S. A. 


TORONTO + LONDON + MEXICO CITY 


British Overseas Airways Corporation 
Catalina, Inc. 
Lockheed Aircraft Corporation 


Montana, S. A. 
(Mercedes-Benz Diesel Equipment) 


Radios y Television, S. A. 
(Sylvania, Universal, Jensen) 


Reynolds Aluminio, S. A. 
Swiss Federation of Watch Manufacturers 


Tapetes Luxor, S. A. 
(and associated distributors) 


Trans World Airlines 


TORONTO 


All-Year Club of Southern California 
Angostura-W uppermann Corporation 
Armour and Company 

Clairol Inc. of Canada 

Wm. F. Coutts Company, Ltd. 
Hawaiian Pineapple Ltd.* 

Hughes Aircraft Company 

Hughes Tool Company 

Kraft Foods Limited 

Lever Brothers Limited* 

Lockheed Aircraft Corporation 
Smith-Corona Marchant Inc. 

Spice Islands Company 

Stauffer System 

Zenith Radio Corporation of Canada 


NEW YORK + CHICAGO + LOS ANGELES + SAN FRANCISCO + HOLLYWOOD + DETROIT + HOUSTON 


_ "ay ais ee = eee J an Re eo ts rime SS 2S Banter fy & P| Sw ee a er em 
Sete ees Ss SP ae ee ees 3 ew Slt naaiganys a Tre ae air a : Be 
ee ot eae i “ Pe a en Bed es SO . Pam aly aia eee os | ue ce ae Ria me “ pe, 
ae en Gh oar -- ee ot Mee ee poner ane 2 : a Pepe ay PaaS. Sak capes i oe Se ees Sushi Se 
ae : See ag Aa OT os i REET es os ; Sr oe in ee Sea uae ore ra, his a aes =i! mg i Saves 
rites ee Sor ee eee ee 2 ree a ai fs a 9 Ie a Pass 2 Se See ae eC ee Sef + PLesapine ( : F 7 = rT, 
le Mee ce UES te rey, ¥ a 2 a te Se get ee ae sgl ls ae uae eh a la meer ee eee 
at il aed eee a aS ae ee eee tee ern ee ee a: ve 
be a a ll i tits ae Ea al ig 4 i ' ~ ae: oi a ane a 
sd . bs . . ay - e ae a Re” pte be . 5 F oe tae ees hes rm aes perp ¥ pee ee eer oi iy eal 
cs ad — - a A z 
= yh 
hi 
= v 7 = - 
i ! 4 
\; : 
- 4 t ‘ 
we ‘ . cae ec - am 
‘* eR ae a 
ha inne aa 
be 1 es src wee 
‘ [ estes « 
* ; a gee 
a {Wpguammeee = a2). 
ta pete ssi i 
; Las 3 
== - < i, The 
va eo ee 
: | Bs ae et 
‘Pi ; ie i > pots 
i ; ie 7 ae : 
SS lee oF ieier 
3 ine ae es 
Ge ae 
ieee. ee 
i pau 
- Pi 
ie Ne 
i 
; 
‘ } Ss ae 
; _ : 
’ 
h 
Zi j SV ae =e 
4 Pee : 
1 
eee a 
‘e ee eo ; 
ee 
: BP — 
, a3 
oe . aie = 
mf . 
| Pe 
\ 
eee 
ieee See 
Bs eos oe 
. tt fae eae: ah 
* , : ae : 
in — —~ 
A Zi 
ase ie 
” : 1a iegeaeee 3 
Beek 
: BO cust bk 
, a ge 
" . - : 
i Be Re 
q 
hi fa 
Be te eae 
ea Bye Ie 
2 a 
BSS so ae: 
: eerie ss 
. ath 51 ea 
a 
Eee eet 
a ee 
; Bete te 
- pias 
< { yeas , 
ce vegas 
Setar 
y eee 
aio 
Ga ; pt el 
ee byes 
3 b | . 
he ae tate 
t 
, 
ec, 
} i 
4 
i 
5 
% 
: AS “ 
4 
— ‘ 
ay a 
' i 
t 
; i" a eps 
, (Asie 
_ Pa 
. 8 ates re 
3 uc AR a 
A Be a eas 
: y eticd 
: : 
r 
; | 
i 
_ . 
Age Ure mak trae s Sac) a Rie) ERAS + | Sapo eee ar eke Ve. mena eey toga a BE Ea gaee el] 3 5 eer ae arr, Bee Pema ase gah : 2 ee aia 
VED DROS fai cee Roum. | u / Qameh Caaidi: ei) bead! 7. 7s re Re pena iice ee Samant A tae ey een tg Ps) =, GSN ley Em eee 75 tesesek eT eat cP bo oh eel Seg So Ee eae oo oe 
see eas, RCRA t-te al a te he na Ce ene UP eit CUeernie ky cermin, Se Me or St in Sr Cea ar Cadet UMS na We ie aie i? pn SR TOE aN 9 eh a ae Vaan. SS a ho 
Ag ae Stee eae Be nt Ee MON ag | emi i, (0S meee a he ta ie nr ce Re Dg NCR a ae ee ee ee an 
gee Sh | ae ra eae ie Gon > ae os OR deat Geen ga ono n'y rare PRR omen Cee A urd =| te. Scena Mime ace con eT ILO etn ele Oe ie een ME Per he ee ete a |e, Sat es Soda ec) ee el een? Ae enero 


John W. Shaw Advertising, Inc. 


NEW YORK «- CHICAGO .- 


LOS ANGELES 


CLIENTS 


Dormeyer Corp. 

M. K. Goetz Brewing Company 
Fred Harvey 

Horlicks Corporation 
Kemper Insurance 

Mercury Record Corporation 
John Morrell & Co. 

The Quaker Oats Company 
Vail Manufacturing Co. 

® Victor Adding Machine Co. 
t Webcor, Inc. 
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\of which $20,600,000 was billed 
| abroad ($16,000,000 in London). In 
|/1957, comparable figures were 
$73,000,000 and $19,000,000. 

The agency had high account 
traffic during the year, adding 
Lanolin Plus, KLM Royal Dutch 
Airlines (after an in-again-out- 
again sequence in which KLM fi- 
nally decided the agency had 
“solved its merger problems’), 
Joe Lowe Corp. (Popsicle), North- 
rup Aircraft, Devoe & Raynolds, 
Basic G Industries of Texas, Cen- 
tennial Construction Co., L. Rose 
& Co. (lime juice), Personal Prod- 
ucts’ Coets, Frito Co.’s Crispy 
division, California Industrial De- 
velopment, Brown-Forman’s in- 


ternational advertising, two divi- 
sions of Cohu Electronics, U.S. Air 
Force civilian and military re- 
cruiting, Gorman-Rupp and Steel- 
craft Mfg. 

The 


agency lost American 


Advertising Age, February 23, 1959 


Kitchens, Adler socks, Merck & 
Co. agricultural products, United 
Wallpaper, Whitehall’s Neet de- 
pilatory, Angostura bitters, Dag- 
gett & Ramsdell’s Primrose House 
cosmetics (in consequence of Lan- 
olin Plus), General Development 
Corp., Barbasol Co., Campana 
Sales Co., Serta Associates, Osh- 
kosh work clothing, Allied Florists 
Assn. of Illinois, Cellulose Prod- 
ucts (Johnson & Johnson affili- 
ate), Emery Industries and 
Brown & Williamson’s du Maurier 
cigarets. 


® Media breakdown: magazines 
38%, television 27%, newspapers 
21%, radio 10%, outdoor 4%. The 


agency has 1,050 employes in 17 
| offices. It opened a Pittsburgh of- 
|fice to service H. K. Porter Co., 
|junder Frederick C. Adams. Ros- 
|well W. Metzger, chairman of the 
|}executive committee, was named 


_ |head of the central division, with 
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Novveaou 


; | boss. 


'Fred J. Wachter moving to New 


fovoumapreend [22S | York. The eastern operations— 


Cincinnati, Philadelphia and 


ase | Washington—were placed under 
CERTASN F< | New York’s direction. 


L. Orrin 
Spellman, previously Philadelphia 


-|manager, was named assistant to 
,|the president in New York. Jere 


Patterson resigned as exec vp and 
set up as an international adver- 
tising consultant. , 

Harry D. Way replaced veteran 
Wilson J. (Wick) Main as media 
Anders W. Krall left as 
manager of marketing and re- 
search to join Warner’ Bros. 
(foundation garments) in a simi- 
lar capacity. Frank Walsh came in 
from McCann-Erickson to head 


w= |research and left to join Wherry, 


Baker & Tilden, being succeeded 


rom ees |by Robert Aledort, formerly with 


C. J. LaRoche & Co. Whitney 
Hartshorne, vp and office manag- 
er in New York, Fred Clarke, vp 
and copy director, and Fred Rey- 
nolds, copy supervisor, all left the 
agency. Al Meyer, formerly with 
Leo Burnett Co., joined EWRR in 
Los Angeles as vp and head of 
merchandising and sales promo- 
tion. EWRR estimates 1959 volume 
up 15%. 


William Esty Co., New York, 


DOING BUSINESS IN EUROPE ? 
Can you talk to HIM in HIS language? 


If you don’t know the language, 
you're not going to get your mes- 
sage across, even if youshout. And 
“language” means more than 
speech. It involves tastes, and needs, 
and habits. Better leave the talking 
to experts operating in the very 
market you are seeking! 

In France, that means Publicis. 
This agency (newly housed in a 
Building specially designed to give 
a complete, up-to-date advertising 
and marketing service) works on 


(We can !) 


an international scale. Not only 
does it know France inside out, it 
can also assess the special problems 
of the French market against what 
it knows of the U. S. (it has offices 
in New York). 

Itis highly significant that a large 
number of Publicis accounts are 
international : British-American 
TobaccoCompany Ltd., Chemstrand 
Corporation (Acrilan), Colgate- 
Palmolive, Coty, General Motors 
(France) Frigidaire Washing Ma- 


chine Division, Laboratoires Avion 
(1.C.1.), Ronson Products Ltd. (Light- 
ers), Sabena Belgian World Airlines, 
Shell Berre (French Shell), Singer 
Sewing Machine Company, Trans 
Canada Air Lines (Air Canada). 


PUBLICIS 


PARIS PUBLICIS BUILDING 133 
Champs Elysées (8*) Balzac 78-00 
New York Rockefeller Center 
610 Fifth Avenue N. Y: 20 Plaza 
7-2273 


UPON REQUEST, PUBLICIS WILL BE HAPPY TO SEND, FREE OF CHARGE, AN INTERESTING BOOKLET OUTLINING BUSINESS OPPORTUNITIES IN THE EUROPEAN COMMON MARKET. WRITE FOR YOUR COPY TODAY. 
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billed an estimated $60,000,000 in 
}1958, up more than 10% from 
|1957, when AA’s estimate of $52,- 
000,000 was probably too low. 

The agency had nine months’ 
billings on Sun Oil Co., acquired in 
1957, and it added Vaseline Petro- 
leum Jelly from Chesebrough- 
Pond’s Co. It lost none. 

Its media breakdown has varied, 
but is roughly 55% television, 
due in large part to its heavy bill- 
ings on R. J. Reynolds, for which 
it handles Camel, Winston and Sa- 
lem. 

Esty has 360 employes (and one 
|of the highest ratios of billing-to- 
{employe in the business). During 
the year Thomas M. Morton, who 
{had been account executive on 
Ballantine beer, was named a vp. 
|Curtis Berrien, who had been sen- 
|ior vp and copy director of Reach, 
|McClinton & Co., joined Esty in 
la similar capacity. Ralph Chatfield, 
|exec vp of the agency, left to join 
/Benton & Bowles as a senior vp. 


| Foote, Cone & Belding, Chicago, 
billed $100,000,000 in 1958, of 
‘which $12,000,000 was _ billed 
|abroad. In 1957, comparable fig- 
| ures were $96,000,000 and $9,000,- 
, 000. 

| During the year, FC&B partici- 
pated in a Ford Motor Co. account 
| shuffle, in which Edsel was moved 
out and Lincoln and Continental 
moved in. It added Zenith Radio 
| Corp., General Foods’ S.O.S., Equi- 
table Life Assurance Society of 
i\the U.S., A.&M. Karagheusian, 
Lever Bros.’ Air-Wick, Angostura- 
| Wupperman Corp. The agency also 
/was due to receive several Gen- 
| eral Foods products in 1959: Cal- 
umet baking powder, Deserta, 


Minute potatoes, and the Walter 
|Baker chocolate line. At year-end 
|Foote, Cone lost CVA Corp., a 
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Business Is Booming in 


the Bigger-than-ever *2.7 BILLION 
Nebraska and Western Iowa Market 


Gross farm income UP 30% During the first 10 months of 1958, gross farm income showed a 


whopping 30% increase over the previous year. And it is “spending” 
Department store sales UP 6% money, as department store sales indicate a 6% boost for the first 


four weeks of this year as compared to the same period in 1958. 


Building permits UP 32% During 1958, 75% more housing units were started than in 1957. 
According to the Omaha Builders Association, approximately three 
thousand starts are expected every year for the next six or seven years. 


Government, commercial and industrial construction continues at a 
phenomenal rate. Two-hundred million dollars are earmarked for 
construction during 1959. Housing units at Strategic Air Command 
Headquarters alone account for $14-million. 


Number ONE livestock center Omaha, serving a 103-county farm and ranch market, continues to 
hold its title as the largest livestock and meat packing center in the 
world. During 1958, livestock receipts increased 10%, and during that 
same period 4.8% more livestock was processed as in 1957. 


Banking activity at new high Bank deposits set an all time year-end record in 1958, with 
deposits up almost $100 million over the previous year. In January 
of this year, bank clearings were up 9.2% and bank 
debits increased 12%. 


Reach this rich, fast-growing market with The Omaha World-Herald. No other single medium can touch 
The World-Herald's 100% metropolitan coverage, and average 50% coverage of its vast 103 county 
circulation area where 1.6 million people have $2.7 billion to spend. 


maha World-Heral 


246,588 Daily 258,795 Sunday 
ABC Publishers’ Statement, Six Months Ending September 30, 1958 


O'Mara & Ormsbee, Inc., National Representatives 
New York ® Chicago ® Detroit © Los Angeles ® San Francisco 
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Like most TRUE STORY WOMEN’S 
GROUP readers, Mrs. T. isa Wage Earner 
housewife. She’s younger than the typi- 
eal reader of “white collar’ magazines. 
Has more children, too. And, though she 
has plenty of money to spend, she’s not 
as confident of her own buying skills. 


So...she sticks to brand names. She has 
an abiding faith that brand names are 
good names, “or else the brand could not 
have stayed in business so long or been 
advertised so widely!” 


THE ONLY WAY TO REACH THEM 


It’s a well-known fact that magazines attract audiences which 
can find “self-identification” in their editorial content. For 
that reason, Mrs. T., and the millions of young Wage Earner 
housewives she represents don’t read magazines edited to 
“white collar” women, to any great extent. 


For example: 
Of or RUESTORYWOMEN’sGROUP 
readers never see any of the major 
° Women’s Service magazines 


o of TRUESTORY WOMEN’SGROUP 

readers never see any of the major 
ve | Weeklies or Bi-weeklies 

If you’re one of the many leading adver- 

tisers who are now using TRUE STORY 

WOMEN’S GROUP magazines, you’ve 


already found that you’re selling a huge, 
profitable, different kind of audience. 


If you’re not using these magazines, per- 
haps you should look into them once more. 


* Source: Social Research, Inc.; Kemp Audience Report 


. TRUE STORY 
TRUE ROMANCE 


‘True 
Story 


WOMEN'S GROUP 


40 years of serving Wage Earner America 


TRUE EXPERIENCE 
TRUE LOVE 


TV RADIO MIRROR 


PHOTOPLAY 
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Profits for Advertising Agencies by Billings Brackets, 1956-57 


Profits as a Percentage of Gross Income 


1957 1956 1957 


1956 


5.2 % 


1957 1956 1957 


5.3 % 


1956 1957 1956 


1957 


1956 


1956 


1957 


PROFIT PINCH—Agency profits dropped from 5.2% of gross income in 
1956 to a record low of 4.1% in 1957, according to figures obtained 


Schenley wine subsidiary, and the | 
Calavo Growers of California, and} 
resigned the Watchmakers of) 
Switzerland. 


® Media breakdown of billings 
(art and production excluded): 
newspapers 26.3%, magazines 
23.2%, outdoor 7.3%, radio 7.3%, 
television 35.9%. The agency has 
1,114 employes in ten offices. 


During the year FC&B took 


steps to centralize national opera- 
tions in New York. Richard W. 
Tully, vp and manager in Chicago, 
moved to New York to be chair- 
man of the national operations 
committee, and John B. Simpson, 
Chicago vp, moved to be national 
director of broadcasting. Mr. Tul- 
ly was replaced in Chicago by 
Charles S. Winston Jr., and John 
L. Rigotti, vice-chairman of the 
plans board, took on additional 


by Advertising Age from confidential sources. The drop in profits 
came despite increased billings generally. 


duties as vp in charge of media 
and research in Chicago. 

New top personnel included Er- 
nest W. Eversz, formerly with 
Leo Burnett, as vp and director of 
copy, and Martin Kiek, formerly 
with Lever Bros. in Mexico, who 
became general manager of the 
Mexico City office and vp in 
charge of Latin American services. 
Robert F. Hussey, vp in charge of 


|media in Detroit, and Roy Camp- 


bell, exec vp in Los Angeles, re- 
tired. David N. Laux, vp and ac- 


count supervisor, moved to Lennen 


& Newell as a senior vp. 


Fuller & Smith & Ross, New 
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| Inc., American Optical Co.’s op- 
|thalmic division, Fisher Scientific 
|Co., Thornton Canning Co., Kelly 
|& Gruzen, White Motor Co., In- 
gram Menthol Co. and Carbonated 
Beverage Institute. It lost Woos- 
ter Brush Co., Parker-Hannifin 
Corp., A.&M. Karagheusian, Ram- 
set Fastening System, Black Leaf 
Products Co., Gorman-Rupp Co., 
and Alcoa’s closure division. 


s Media breakdown: magazines 
(including supplements, business 
papers and farm _ publications) 
65%, newspapers 9.5%, radio 5%, 
television 20% and transit and 
outdoor 0.5%. The agency has 467 
employes in six offices. 

It moved the Cleveland office 
into the new Illuminating Bldg. 
In Cleveland it added Kirk C. 
Tuttle and Harold R. Titman, 
both previously Kudner execu- 
tives, as vp and manager of the 
Cleveland office and manager of 
administration, respectively. John 
C. Maddox had moved in 1957 to 
| New York as senior vp for mar- 
|keting services. Walter C. Mitch- 
‘ell, formerly with Royal McBee 
Corp., was named director of re- 
search, and Fritz Hellman was 
named copy director, succeeding 
Gordon K. Zern, who became ac- 
count executive on Cool-Ray. 

Robert B. England, ex-Abbott 
Kimball, joined the San Francisco 
office as senior account executive. 
Shippen Geer, vp for public rela- 
tions, left to become vp and gen- 
eral manager of Inter Ocean 
Publicity; and Burton W. Schel- 
lenbach, vp and plans_ board 
chairman, joined H. K. Porter Co. 
as vp for sales. The agency esti- 
mates that 1959 billing will be up 


York, billed $44,100,000 in 1958, 10%. 


down slightly from the $44,400,000 


billed in 1957. 


Grant Advertising, Chicago, re- 


It added Lufkin Rule Co., Dollar| ports billings of $96,500,000 in 
Savings Bank, Waring Products| 1958, up about 7% from the $90,- 
Corp., Gibson Wine Co., Cool-Ray | 500,000 billed in 1957. In 1958 do- 


Henri Henault 


President of Synergie. President of 


Synergie-Roc. Past President 


Paris, France. 


Public Relations Department > 


of the 


‘* Fédération Francaise de la Publicité’ 


Styling Department > 


Fashion Department > 


Radio and T.V. Production »> 


Point of Sale Department > 


Customer Information > 


Plus the services of SYNERGIE-R.O.C. 


Madison Avenue is longer than you think 


Here is why... Madison Avenue techniques stretch all the way to the commercial crossroads of Europe - 


These techniques are synthesized here at a top Paris Agency - Synergie (it 


Art > 


Media > 


from conception to mechanical layout 


counters. 


P.R, intimate with the Continent. 


European taste. 


rhymes with energy). At Synergie, nearly 200 trained advertising specialists are ready to serve 
your international advertising and marketing problems. In close cooperation with our market research 
agency Synergie-R.O.C. we are ready to give you the all-round Madison Avenue Service you are used 
to in the U.S.A. Our network of corresponding agencies will keep you in continual contact with the 
entire European market. And your advertising and marketing plan will be on a truly international 
scale. » A ROUNDUP OF OUR SERVICES : 


newspapers, magazines ; Radio and T.V. motion picture and outdoor 
advertising for the European market. 


programing for the European audience. 


on-the-spot information on how your products are at European sales 


A SYNERGIE service to provide you with an advertising library. 
A guarantee that your advertisement will have up-to-date tailoring for 


our insurance against fashions mistakes in fashion conscious Europe.. 


inside information on the Paris fashion world. 


SOME OF OUR INTERNATIONAL ACCOUNTS : AIR WICK +» CALTEX + FORMICA * MAX FACTOR HOLLYWOOD + OMO (UNILEVER) + PARKER PEN... 
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mestic billing accounted for $36,- 
600,000, international $59,900,000, 
and $6,750,000 represented capital- 
ized fees; in 1957, comparable fig- 
ures reported by the agency were 
$90,500,000, of which $53,000,000 
represented international and $3,- 
832,909 in fees capitalized. 

Grant’s account list was swelled 
through two mergers—more than 
60 accounts came from Abbott 
Kimball Co. (New York and San 
Francisco) and Burke Co., Seattle. 

Among the domestic accounts 
added were Joseph Schlitz Brew- 
ing’s Old Milwaukee beer, Swan- 
son’s Cookie Co., Firth Carpet, 
Guerlain Inc., Frances Denney, 
Handmacher Vogel, Strathmore 


Paper, First Western Bank & Trust 
Co., Pacific Air Lines, Alaska Air 
Lines, Washington State Dairy 
Products Commission. Also, Plough 
Inc. products export worldwide, 
and Pearson Pharmacal Co.’s ex- 
port products. In various foreign 
markets Grant added such recog- 
nizable names as Firestone Tire & 
Rubber, General Foods, Sears, 
Roebuck & Co., Chemstrand Corp., 
Shell Oil and Trans-World Air- 
lines. In all it added 244 accounts, 
domestic and foreign. 


s Its major account lost was Flor- 
ists Telegraph Delivery Assn.; oth- 
ers were Campana Sales Co.’s Sol- 
itair cake makeup, and tampon 
(Pursettes) which Grant had han- 
dled jointly with EWRR, and D. L. 
Clark Candy Co. 

Its media breakdown: Newspa- 
pers 32%, magazines 16%, supple- 
ments 1%, radio 7%, television 
36%, outdoor 2%, business papers 
1.5%, farm publications 0.5%, 
point of sale 0.5%, and “other” 
3%. It opened two new offices, 
Singapore and Colombo, bringing 
the worldwide total to 40 (nine in 
the U.S.), in which it has 1,550 
employes. 


Among the significant personnel 


changes last year were Robert B. 
Conroy named account executive 
for Plymouth division tv advertis- 
ing, and Doyle W. Lott named vp 
and account executive on Dodge; 
Myers B. Cather named manager 
of the Detroit office, succeeding 
L. R. McIntosh, exec vp and man- 
ager of domestic operations, who 
now supervises domestic offices 
fulltime. Greg Sherry, vp and ac- 
count exec in Dallas, transferred 
to Chicago as account supervisor; 
Rudy Behlmer, senior director of 
tv-radio in Hollywood, to director 
of tv-radio for Grant in New York. 

William C. Patterson and Tom 
Johnston, both vps, joined Dancer- 
Fitzgerald-Sample; James J. Flood, 
formerly in charge of marketing 
for Grant in New York. 

William C. Patterson and Tom 
Johnston, both vps, joined Dancer- 
Fitzgerald-Sample; James J. Flood, 
formerly in charge of marketing 
for Grant in New York, joined 
Lambert & Feasley as vp and di- 
rector of marketing; Jack Bailhe 
left as vp of operations and public 
relations in New York. John 
Gaunt, vp in charge of domestic 
and international radio and tele- 
vision, died. The agency estimates 
that 1959 volume will be up 6%. 


Grey Advertising Agency, New 
York, billed $42,800,000 in 1958, 
down about $800,000 from $43,- 
600,000 billed in 1957. The slight 
dip is ascribed to a policy of not 
taking accounts without growth 
potential, and to “mild cutbacks” 
in appropriations. 

The year 1958 will probably be 
remembered in the agency as the 
year it successfully diversified in- 
to the food business, as several 
years ago it worked its way from 


a soft-goods agency into appli-| 


ances. Late in the year it added 
Procter & Gamble’s Big Top pea- 
nut butter and Ward Baking’s 
Tip-Top cake line; it also added 


Westinghouse’s tv receiver and 
hi-fi line, Mennen Co.’s men’s 
products, Maggi Enterprises, Tut- 
tle Silver Co., Hassenfeld Bros. 
toys, Palm Beach Co., Benrus| 
Watch Co., and in Canada Canadi- | 
an Industries Ltd.’s textile fibers 
division. 

The agency lost Lehn & Fink’s 
Tussy products, Simplicity Pat- 
terns, Gruen Watch, Waldes Kohi- 
noor, Firestone’s Velon and Exon 
divisions, Kruger’s Holsten lager 
beer (it retained Kruger beer and 
ale and Ambassador beer), and 
resigned MacGregor sportswear. | 


= The media breakdown reflected | 
increasing use of broadcast media: 


|radio and television now account 


for 42% of its billing (it had 
$18,400,000 in tv), but magazines 
still lead slightly with 43%, news- 
papers account for 7%, and “oth- 
er” 8%. 

Grey has 513 employes in four| 
offices. Significant personnel 
changes included the naming of 
Hal Davis, formerly a radio-tv vp 
and account supervisor, to assist- 
ant to the president; Ralph Froe- | 
lich, vp, was named manager of| 
creative departments, and Walter 
B. Grosvenor was elected vp—he 
was an account executive. B. I. 
(Bib) Brownold, vp and director, 
retired. 

Grey realigned its creative set-| 
up, adding Howard Shank, former- | 
ly with Benton & Bowles, as vp | 
and creative director, succeeding | 
Arkady Leokum, who retired, and | 
Ben Alcock, formerly with Cun- | 
ningham & Walsh, joined as vp 
and associate creative director. 
William F. Craig, formerly an 
executive board member of Wil- 
liam Morris Talent Agency and 
earlier with Procter & Gamble, 
was named vp in charge of tv 
programming. Mrs. Frances Corey, | 
former ad boss of Macy’s, joined | 
Grey in Los Angeles. 


The agency estimates a sub- 


stantial rise in 1959 billing, 
perhaps around $45,200,000. 


Kenyon & Eckhardt billed $90,- |)» 
000,000 in 1958, of which $3,500,-| E : 
000 was billed abroad. In 1957, 
comparable figures were $86,000,- 


000 and $3,000,000. 


The agency had a good new 
business year, adding Crown Zel- 
lerbach’s corporate campaign, Max 
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TULSA’S new $35,000,000.00 AIR TERMINAL! 


...s00n to be constructed. And this new project will not 
Only mean greater payrolls and construction, but prepares 
Tulsa (ahead of most mid-western cities) for the jet age. 
For real response to your advertising, select bustling, vital 
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SYNERGIE-ROG 


R.O.C. stands for three French words that mean ‘‘marketing and research organization"’. 


And R.O.C.'s services will mean you won't have to grope your way blindfolded through the European market. 


As down to earth as the sound implies, R.O.C. which was originally a division of SYNERGIE, became an 


independant corporation because of the volume of European work it handles. 


Your product can be guided by the kind of hard, factual information that is essential to wise planning for 


marketing, distribution, advertising and promotion in Europe. R.O.C. means know-how in Europe. 


Our services include : 


Presentation and packaging studies 
Specific market for product 


Analysis of distributional channels 


Ad testing 


Optimum prices 


Consumer surveys - including MR 


Media research 


Ready to orient such information to your product needs are a battery of R.O.C. statisticians, 
engineers, sociologists, pyschiatrists and salaried interviewers. Their findings are worked out on 
computing machines and sorters that are as modern as the gearing of R.O.C. itself. 

With push button efficiency, SYNERGIE-R.O.C. has completed more than 400 surveys and inves- 
tigations and is ready for you to press the button now. 


SYNERGIE-ROC 


RECHERCHE ET ORGANISATION COMMERCIALES 


3, AVENUE FRANKLIN-ROOSEVELT - 


PARIS (8°) 
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|Handy Andy, and Pabst Brewing. 
|It got Lincoln at the start of 1958, 
land exchanged it for Edsel when 
. Ford shuffled its agencies. It lost 
a |American President Lines, Equi- 
table Life Assurance, and three 
& & West bottlers—the 


Coast San 
|Francisco and Los Angeles Pepsi 
bottlers and Belfast Beverages in 
| San Francisco. 


e | 
|= Media billings breakdown: 
| newspapers and supplements, 
| 20.6%, magazines-business papers- 


'farm publications 23%, outdoor 
‘and transit 2.3%, television 36.5%, 
radio 6.7%, “other” 10.9%. The 
/agency has 830 employes in 12 of- 
fices, and opened a new Dallas 


. 
office during the year. Early in the 
year K&E handed out an executive 
| salary cut of 10 or 20%. 
| During the year it revamped its 
/executive structure. Dwight Mills, 
re * & 
vs ial i e 


chairman of the executive com- 
mittee, retired as the year began. 
When Don Miller resigned as se- 
nior vp, treasurer David C. Stew- 
art was named exec vp. Franklin 
J. Hennessy was named head of 
corporate services, Alfred A. Nor- 
cott was named secretary, and 
Barrett Brady, creative head, was 
named to the executive committee. 

G. T. C. Fry, former account 
supervisor on RCA, was shifted to 
Detroit as manager and account 
supervisor on Mercury; Andrew 
Shepard joined the agency in New 
York, working on Ford, and was 
moved to Detroit as a vp. In Mon- 
treal, David Roe was named man- 
| ager. 


a Stephens Dietz was elected to 
the board of directors, and Paul 
| Bradley, ex-Grant, joined K&E as 
ja merchandising department ex- 
| ecutive. On the West Coast, John 


Regular Features 
Back Next Week 


| | The regular lineup 


: NATIONAL DISTILLERS AND 
CRUCIBLE CHEMICAL CORPORATION 


SST A . : of features (Creative 


An impressive array of signatures? We think so. We could | “a” On the Mer 
Show you 50 more—and they’d all have this in common: | chendising Front, 


These companies have discovered an advertising agency with a new approach. Salesense in Adver- 
G. M. Basford is devoted to the idea that selling to business, industry and the professions || tsing, etc.) which nor- 


demands unique skills and resources. Nowhere else have they been brought together with | 
as great effect. | 


mally appears in the 
Basford’s clients talk business to an audience of professional skeptics. Perhaps you 


nna | AA feature section 
know this kind of prospect... wary, knowledgeable, performance-conscious. He often thinks 


on a high level. He always thinks in dialect—the language of his trade, industry, or field of | has been omitted 
werk. Basford has trained and organized itself to communicate with this man—wherever | from this issue to pro- 
he’s to be found—and to persuade him. | 


This is a special kind of service. It’s not an extension or poor relation of consumer ad- | vide adequate space 
vertising. We call it the capacity for resultful ‘shop-talk.’ It’s quite possible that you might | 


: for billings figures 
benefit from its more effective use, as our clients are benefiting. 


If you’d like this concept explained in more detail, write for our | end other date about 
booklet, ‘““Does your company speak SHOP-TALK?” Or, if you’re in | the nation’s advertis- 
the mood for action, call Fred Adams, President. The number is a. : 

MUrray Hill 2-2838 in New York. | ing agencies. The us- 
G. M. BASFORD COMPANY ual features will be 


60 East 42nd Street, New York 17, N. Y. 


ADVERTISING + SALES PROMOTION + MARKETING + PUBLICITY ck in their regular 
TECHNICAL LITERATURE + MARKET RESEARCH 


NEW YORK + CLEVELAND + AND IN 65 FOREIGN MARKETS places next week. 


—— 
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Again...Dominant Leadership in 1958! 


in Total Advertising 
Che Seattle Gimes 


Led the Second Newspaper by 


9,655,352 Lines 


TIMES LEADERSHIP 


YOU REACH MORE READERS 


IN 1958 with The Seattle Times 
— because it serves 3 out of 4 
Retail : 
Display , 6,354,674 Lines | ewspaper reading homes. 
; The dominant leadership of 
Total ;, THE SEATTLE TIMES in all 
Display TAN4, ANS Lines classifications reflects the true 


Classified }2,240,939 Lines 


Source, 1958 Media Records 


picture of why THE TIMES 
is the best advertising buy. 


~ SEATTLE’S ve cmren NEWSPAPER _ 


ae ea REPRESENTED BY O'MARA & ORMSBEE, INC. | oth 
¢ Detroit ¢ Chicago ¢ los Angeles ¢ San Franci 
r — Comics, Metro sciaceebata bcc and Farwest i atl or 
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one' six 
THATS PORTLAND MAI NE 


Portland is number one in 


Portland is number six in 


Portland is number two of all 


L. Bricker left Whirlpool to suc- 
ceed Jack Runyon in Los Angeles, 


and subsequently was named 
jhead of the agency’s West Coast 
| operations. He then resigned to 
become exec vp of Outdoor Ad- 
vertising Inc. 

William King Jr., formerly vp 
in New York, replaced Mr. Bricker 
in Los Angeles; Alfred Tennyson, 
former director of radio-tv com- 
mercial production in New York, 
moved to the West Coast as radio- 
tv vp, being replaced in New York 
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a gain of 8.6%, and over-all bill- 
ings were up 12%. 

The agency added Westing- 
house’s defense products group, 
which previously had no agency; 
Scott Paper’s Hollingworth & 
Whitney division, Dura-Weve and 
Scott-foam in the industrial field, 
Reeves Bros.’ industrial fabrics 
and products department, Alcoa’s 
closure division, plus advertising 
for specialized uses of aluminum 
foil in the printing and electrical 
fields. The agency lost the Chev- 


& the U. S. among cities under the U. S. among ideal testing testing cities in New England E |by John W. Murphy. John J.jrolet Dealers Assn. of Washing- 


. |Soughan, who headed creative | ton, D. C. Most of Ketchum’s bill- 
150,000 population; an ideal g cities regardless of popula- 4 regardless of size; thus the | work on Pepsi-Cola, resigned to|ing is in print. It has 342 employes 
testing atmosphere for any become Pepsi’s ad director. in three offices. 


A key addition was Marshall 

Ketchum, MacLeod & Grove,|Clark, named vp and manager of 
Pittsburgh, billed $27,000,000 in|the New York office. He was once 
| 1958, an alltime high for the agen-| advertising director of Scott Pa- 
cy. In 1957 it billed $24,200,000. per, and more recently resident 
| The increase in billing was|marketing manager of Bowater- 
|largely traceable to collateral serv-| Scott Corp., London, Scott’s Brit- 
|ices—activity in public relations,|ish affiliate. The agency is op- 
|sales and technical literature, re- |timistic—it announced last month 
search and marketing departments| that 75% of the budgets of its 
was up 17.3%, advertising showed| more than 60 clients had been in- 
cooled creased for 1959. 


tion; a fact due to a consist- ideal city in an ideal market 


product. ently stable economy. 


area. (source: Sales Management) 


, coverage of city one 94°, coverage ABC retail trade zone 


PORTLAND, MAINE NEWSPAPERS 


PORTLAND PRESS HERALD *& EVENINGEXPRESS * SUNDAY TELEGRAM 


represented by Julius Mathews Specia 


Kudner Agency billed $40,000,- 
000 in 1958, down from $55,000,- 
000 in 1957. The drain of General 
Motors accounts, which began 
with the loss of Buick, continued 
with the loss of the Frigidaire di- 
vision (July) and of the GMC 
coach and truck division (Octo- 
ber). 

The agency added Colorforms 
and Intercontinental Hotels. Its 
media breakdown: newspapers 
47%, magazines 12%, supplements 
2%, radio 1%, television 22%, 
outdoor 8% %, business papers 3%, 
farm publications 442%. 

Kudner has 200 employes, or 
about half its peak number in 
1956. J. H. S. Ellis resigned as 
president, and sold his stock (about 
38%) in the agency. C. M. Rohr- 
abaugh, formerly exec vp, took 
over as president. Exec vps Paul 
Newman and Vincent F. Aiello 
went to MacManus, John & Adams. 

The agency published a notable 
house ad, “Pride is a guy with 
rosin on his pants,” pointedly made 
a maximum profit-sharing con- 


ONCE UPON A TIME there was a man who prided himself on making 
the best fudge in the state. And one night a friend of his, who was a very 
smart automobile salesman, came over to play pinochle. When he sampled 
the fudge, he told his host that it was positively the finest candy he had ever 
tasted, and he advised his friend to wrap each piece in gold foil, to package it 


IS AMERICA 
STILL 


in a silver box with green stripes, and sell it by mail. In a few months there 
were more orders than candy, so his friend advised him to set up a small 
plant, and start distributing the candy through department stores and super- 
markets as well as by mail. Before long the business was so big that a new 
plant had to be built, and the candy maker hired a sales manager away from 
another big candy manufacturer to run the business. When someone asked 
him why he didn’t offer the job to his friend who had helped him so much, 
the candy maker replied, “Who, Bi//? Why he doesn’t know anything about 
candy. He sells cars.” 


MORAL: There are no hard people or soft people. The same people who buy cars 
buy candy—and the same people who buy steel buy soft drinks. Which is why the 
smart advertiser doesn’t judge an agency on the kind of products its clients pro- 
duce, but on the kind of advertising it produces for its clients. 


CAMPBELL-EWALD 
Advertising Well Directed 


Detroit ¢ New York @ Chicago ¢ Los Angeles © Hollywood © San Francisco # Washington # Denver ¢ Atlanta ¢ Dallas ¢ Kansas City ¢ Cincinnati 


GROWING ? 


Today—and every day— 
11,000 babies are born in 
the U.S. This means more 
needs, more business, more 
opportunities for every- 
one. Get all the heartening 
facts on America’s growth 
and how it affects you. 


Write for free booklet 
about your great future. 
THE ADVERTISING COUN- 
CIL, Box 10, Midtown Sta- 
tion, New York 17, N. Y. 


aS ee Oa = | a i. vale net ee emma \ Mer Fee o a 4 ae “_ es Ri: eee ee v ™ — ee a he > a 
: Ree, ee AS ee a te 5 ae eo te F i OI eat x Ree i i : fe oe ge! ian Oe ae Re ane : en at et ais OS abe 
Z Hi gene Bagh Se arg Cay Ue ne m Marie ecm ‘ i i Bee tee seein, ae oe Be a eas ay, re oe ia ae ae ” pee ho Sees 
‘ae eoa a. eed se! ee oe cee ieee “ign < sia ee Nghe eect Ween e at a a = ee el Ses 1G Petre we eo ae : Fee cg 2 ee 
4 Pc. <a ae Mein Uh es ee neh, Oe Toe OM aaa ee A ee patel oS). ee 
. Rt eee Poke i = ain NSF LS, we ae aes rey ere = ene Dit a oo We Pa aNd mee ee en * rae, Oe a ee ee 
= a a en bao ac aia nr a ea ae Rt poe a= oon oe aye. ae? a So fee de | vase 
2 % yo a a” ; r : ; aa : le ce sii oe a Oy Ss ae ae ei ee a, 
oe at 2 ; ‘ ‘ i ai 2 ae le a et 
| — , ee ene 
a _ ; , 
: 1 
: mi { 
, ae Pie os: 
: + es 
4 aes 
" = SCC _ = 
ao aoe 
, es 
eh ea 
7 : ee 
Pensa asa Faas aeae fees - 
q 34 ty 
ae ! i 
| \ aa 
i ‘ “ye 
( : 
a 
t | % 8 t Pai 
: fa 
|: | - oe 
wa ‘ a t oe 
. | us 
: ee 
ce : ig 
He 
| a 
- 4 ae 
’ | : : = = = ES Ee ie 
se) ; x 
‘ ; 
7 ; : : ee ae re F , r 
| a | Agency rs me 
’ ' : its 
> t a 
q if 
é | ‘ 5) 
em ) fh 
i a 
ZZ, : - 
hee ( Wy 
aa nee 
ar io + ane 
: a . 
er \/ am on 
| ~ — > — - 
f , — = 
: . | 
oi) ; 7 
i * se 
i ee 3 5 am: * r 
aes pay 
ae n’ ; *s 
acre : - 
; ? 
ee fy - = 
as SO 4 re 
i | = 
| i 
{ if | yc i 
: 7 { 4 
i F 
: me ——————— ‘ 
dat 
Se Sea ; i 
¥- e : 
A ws : C 
ata *s : 
sD) : 
ee ‘i 
: : — aa 
a Up 4 
4 
ists , ; ; 
Phat. 
- | je) a s 
ga | eg et 
* | ot 
: i | = : eS 
is et 
| a 
ae } : 
erg 
os, 
re | oe 
sae: | - 
ay 7 abt | e 
: : q - ‘ 
a 
ana : 
eat 
2 
eo ’ a 
i 
he 
vie tg 
ene 
i? % 
eee 
* é an 
ee 
\ | Mi 
' ») 
- : 2 
ORs A 
ie { ve 
all See : a 
ae —— : 4 is 
iad e 
fhm £ 
ane s 
: bis: ne ne 
i : 
ob ee : 
; ; 
; : . 3 a eat - - a 
, i - « ’ * a ” eee v4 i cs “a Prete «3° ie - ¥2ee eg é F eg aS ee eee © 
a) D At 4a fears ts ¥ $5 Ce zi, a em ae a a < NCR, 2, ne pS Ree ann Sa «Se Se eae ge aT Na a ae mic eesy oe oP oe 
File eo oR ais pe Sins Mes or ge Ws GLEE iy Te th ren Let is at ae ek i ee ere ent or ident e=% + ses aa DER tec cor aah as <a Rae UV aes i Ly a ec i 
atest Eon ty toy Ls Ps hah eter b ¥ egret: dee hs PA pat Oh eget eT Mee ee tS Se Rend meine, rk MNOS 1 i'r S to's See ia tet F ee a an en cae Oe ee A TT ee ee. 
Soles neti rae Hergeeh Seer eo he sy, aa Sl gl oo See a ies 2 mae ae pa a ae : ae et. Sao ee Seas. re ee ieee as TEES pene Lae aiatl ele gilet ot aol BRS ae i, RE 
: Nhe ee iat f No la ak De ea 7 ise. Bs par aie pak entry at BS Wings © ening Pe Nie ae iz + Meee poe aoe) + ey ana aM» AMER ie Aa Ao a oe ee ey % 
SS a Pee red by lets = a i Si em SY Ee tae 2 i eer: Saigo hgh Car eae ane Oke cor Jat owas: ng (ais eee eRe es af Shc saz tinge ee Se shes a 


ay 


From Industry 


. . « from America’s great merchandisers . . . comes a 


huge volume of advertising insertion orders to the 
Chicago Daily News . . . which makes the News first 
in the nation in general linage year after year among 
evening newspapers . . . more evidence that the News 


has the power to get action, move people . . . sell goods! 


USE THE POWER OF THE “NEWS” 
IN CHICAGO 
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This is Houston 


A proud symbol of Houston’s spirit is the majestic San Jacinto Monument 


. marking the site of Texas’ victory in its battle for independence! 


Yes, Houstonians think big and BUY big! And, when they think of buying, 
they look to The Houston Chronicle. That's why The Chronicle gets the 
biggest share of advertising placed in Houston newspapers . . . that’s why 
in 1958 The Chronicle published more total advertising than any other 


newspaper in the Southwest, and more than both other Houston newspapers 


combined! 


SOURCE: MEDIA RECORDS 


E HOUSTON CHRONICLE 


Read by More Houstonians 
Than Any Other Newspaper! 


THE BRANHAM COMPANY — Nasional Representatives 


Advertising Age, February 23, 1959 


tribution and paid a Christmas 
cash bonus. Earlier in the year 
the agency was reported as bill- 
ing at the rate of $20,000,000, and 
the Kudner estimate of 1959 vol- 
ume is down 40% from 1958. 


Lennen & Newell, New York, 
billed $83,000,000 in 1958, up from 
$45,000,000 in 1957. Behind this 
immense jump in billing—largest 
reported gain in this report—lay 
two factors: a big increase in 
billing on business acquired in 
1957 (notably Lorillard’s Kent) 
and earlier, and three mergers 
which brought the agency more 
than $20,000,000 in billing. 

These mergers were: Merchan- 
dising Factors, San Francisco, in 
June (some $3,500,000); C. L. Mil- 
ler Co. in August (about $9,000,- 
000); Buchanan & Co. in Novem- 
ber (about $8,500,000), which now 
is L&N’s Buchanan division. Be- 
fore the Miller agency was 
merged, it had added Kellogg 
Switchboard & Supply and lost 
True; after the merger, the Oral 
Roberts Evangelistic Assn. de- 
parted, a $1,250,000 account. 


= Lennen & Newell added the 
following accounts: National Dis- 
tillers (Cinzano), the National Au- 
tomobile Dealers Assn., National 
Meat Canners Assn., and Stokely- 
Van Camp frozen food division in 
the first half of the year; late in 
the year the acquisition of Cluett, 
Peabody’s Arrow division was an- 
nounced. 

Through merger L&N acquired 
the billings of B. F. Gladding & 
Co., Circle Line, Corn Products 
Refining Co., Desert Inn hotels, 
Kellogg division of IT&T, Springs 
Mills, Reynolds Metals, the Con- 
vair division of General Dynamics, 
Paramount Pictures, Rheem Mfg.’s 
Richmond plumbing _— division, 
Crown-Zellerbach Corp., Simpson 
Timber and Firstamerica Corp. 
The agency resigned Benrus 
Watch, Chemical Corp. of America 
(Freewax), and lost Bromo-Selt- 
zer and Colgate’s Vel Powder. 


= The agency’s media billings 
breakdown: newspapers 22.1%, 
magazines 15.1%, radio 7%, tele- 
vision 54.4%, outdoor 1.4%. It has 
700 employes in four offices (the 
previous year, 453 in three). 

As a result of the mergers, John 
Hertz became senior vp of the 
Buchanan division, William Dash- 
eff also a senior vp and manage- 
ment account supervisor, and Fred 
Keith, who had been Buchanan’s 
Los Angeles manager, became vp 
and supervisor on Convair. C. L. 
Miller became head of a new 
packaged goods division; Philip P. 
Hoffman and William F. Mueller, 
respectively Miller treasurer and 
a vp, became L&N senior vps. 
Miller’s Chicago office closed, and 
manager Irving M. Tuteur joined 
Roche, Rickerd & Cleary, Chicago, 
as vp for packaged goods market- 
ing. Tom Butcher, exec vp of L&N, 
left the agency to become presi- 
dent of Brown & Butcher. Lennen 
& Newell estimates 1959 volume 
up 10%. 


MacLaren Advertising Co., To- 
ronto, billed $27,400,000 in 1958, of 
which $700,000 represented capi- 
talized fees, and $30,000 was 
billed abroad. In 1957, comparable 
figures were $25,410,000, $550,000, 
and $340,000. Thus MacLaren 
moved into the number one spot 
among Canadian agencies. 

The agency handles all General 
Motors accounts in Canada, as 
well as Canadian General Electric 
and such other giants as Heinz, 
Imperial Oil, and Molson’s Brew- 
ery. It added John Forsyth Ltd., 
Hertz American Express Interna- 
tional, part of Canadian Celanese, 
Canadian Sportsmen’s Show, TCF 
Ltd., Caldwell Linen, Miracle 
Feed division of Ogilvie Mills, Le- 
ver Bros. (Dove), and Canadian 
White Pine Bureau. It reported 


no losses, 
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This is a McCann-Erickson copywriter. The strange 
machine he is running is made of solid ebony, has 
eighty-eight keys (thirty-six of them black ), and a nine- 
foot sounding board. How come? 

Because we think that music, the most primitive com- 
municator of emotions, is becoming more and more 
important to today’s television and radio commercials. 
And because we feel that music is so inseparable from 
the idea it expresses it ought to be born at the same 
time as the idea itself. 

So... here at McCann-Erickson we have developed 
a special breed of bi-talented copywriter-composers 


The man at the big, black typewriter 


who create the music right along with the idea. And 
they’re pretty sensational at it. All of them are published 
composers. All of them devote a good deal of their own 
time to outside musical projects. Popular songs. Musical 
plays. Albums. Rock ’n’ Roll hymns. One, believe it or 
not, even relaxes writing arrangements for an eighty- 
piece brass band. 

And we wouldn't have it any other way. For all of 
this varied outside creating, from oomp-ahh to alleluia, 
pays off in more powerful musical treatments when our 
copywriter-composers sit themselves down at the big, 
black typewriter to write advertising. 
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IN CIRCULATION AND 
LINAGE IN 1958! 


. and M/M PULLS, because it's big 

and influential in the conservative Prot- 

estant church field... in 100,000 homes 

Lewrence and more than 60,000 churches. You 

ina need M/M to sell this important, grow- 
"ing market. 


MOODY MONTHLY « 820N. LaSalle Street * Chicago 10, Illinois 


Media breakdown: newspapers;joined in March as manager of 
radio | the sales promotion department 
outdoor |on the General Motors of Canada 
advertising 1%,| account. MacLaren’s forecast for 
1959 volume: about the same as 

MacLaren has 360 employes in| 1958. 
five offices. Last year James Fer- 
res, who had been senior vp and 
managing director in Toronto, re-| Bloomfield Hills, 
signed but continued as a director. | $35,704,787 in 1958, down from 
C. Edmund Brown, previously vp | $40,071,137 in 1957. 
and account supervisor, 
general manager. Martin B. Rice, 
|formerly with Kudner Agency, 


| 28.3%, magazines 


3.5%, transit 
point of sale 11.2%. 


19.8%, 
(7.1%, television 29.1%, 


MacManus, 
Mich.., 


became 


John & Adams, 
billed 


It had a good new business year, 
adding Michigan Consolidated Gas 
Co. and Wolverine Shoe & Tan- 


creativity 


is Yio" perspiration, 


and this is how North goes at it! 


1. PRODUCT RESEARCH 


Gathering all information about the 
brand to be advertised, including com- 
petitive information. 


2. MERCHANDISING RESEARCH 


Gathering all historical and current ad- 
vertising and merchandising informa- 
tion about the brand and competitive 
brands. 


3. MARKET RESEARCH 


Definition of the market by consumer 
characteristics, geographic, economic, 
seasonal and all other factors pertaining 
to the brand and its field. 


4. CREATIVE RESEARCH 


Learning from typical consumers and 
social scientists the basic motivations 
that prompt consumers to buy the 
product. 


5. AGENCY CREATIVE SESSION 
An informal meeting discussing all pos- 
sible ideas and approaches for the new 
campaign. 


6. CLIENT CREATIVE SESSION 


All preliminary ideas and approaches for 
the new campaign are reviewed with 
client. If session involves established 


A NORTH 


CHICAGO— MERCHANDISE MART PLAZA 


brand—current campaign is compared 
with new approaches. 


7. CREATING BASIC SELLING 
THEMES 


Writing the most important selling ideas 
(or combination of ideas.) 


8. THEME SELECTION TESTS 


Themes are tested with agency-devel- 
oped techniques. 


9. CREATING THE ADVERTISING 


Presentations of Basic Selling Theme(s) 
developed for appropriate media. 


10. SECURE LEGAL APPROVAL 
Clearance with legal department of new 
presentation(s). 


11. REFINING THE ADVERTISING 


Advertising is presented to Agency’s 
Creative Group for evaluation and re- 
finement. 


12. ADVERTISING EVALUATION 
TESTS 
Aid in evaluation of those presentations 
selected. 
13. REVISING THE ADVERTISING 


All advertising is revised, if necessary, 
and final materials produced. 


This is our basic New Campaign Creative Procedure for new or established Products. 


14. TEST MARKET STUDIES 


If test cities are to be used, awareness 
and attitude studies are made before 
and after the test campaign begins. 
Users are interviewed to determine 
product satisfaction and reaction to 
claims. Trade is carefully checked. 


15. FINALIZING THE ADVERTISING 


All advertising is re-evaluated based 
upon test market data—and again re- 
vised, if necessary, before expanding to 
regional or national levels. 


16. CREATING COPY PLATFORMS 


Approved basic selling theme and ap- 
proved presentations are expanded into 
the Copy Platform (upon which all fu- 
ture advertising is based.) 


17. MERCHANDISING, SALES 
PROMOTION & PUBLICITY TIE-INS 
As a companion plan to the advertising 
campaign, a merchandising and sales 
promotion plan is developed to capital- 
ize on the advertising with press and 
trade—and at the point of purchase. 


*P.S. When you see our ads and TV commercials, 
perhaps you say... 10/10ths inspiration! 


ADVERTISING corroratep 


* NEW YORK—16 E. 40TH STREET + BEVERLY HILLS—8701 WILSHIRE BLVD, 


Advertising Age, February 23, 1959 


ning Corp. in the spring; the beer 
and ale division of Van Munching 
Imports, Argentina Airlines, and 
A. E. Chew in December; and in 
1959 it would pick up the magnetic 
tape division of Minnesota Mining 
& Mfg. Co. and the Detroit Times. 
Its losses were slight: Noxzema 
Medicated shaving products, and 
Dow’s Zefran textile fibres, which 
it had handled on an _ interim 
basis. 

Its media breakdown: news- 
papers 26.41%, magazines 15.67%, 
radio 3.46%, television 22.33%, 
outdoor 2.43%, business papers 
11.44%, farm publications 0.18%, 
and “other” 18.04%. It has 370 
employes in three offices. 


s It established an international 
department in New York, moving 
in vp John H. Byrne from Bloom- 
field Hills to head it; Mr. Byrne 
moved on to Hockaday Associates, 
and the agency brought in Harold 
Weinholtz, ex-Young & Rubicam, 
and Daniel Loizeaux, ex-Robert 
|Otto. The agency landed Dow 
Chemical’s international billing. 


# Charles F. Adams was named 
exec vp and continued to head the 
Cadillac account group, with Hov- 
ey Hagerman, senior vp, as super- 
visor; James H. Graham succeeded 
Mr. Hagerman as Pontiac super- 
visor, with Robert E. Field moving 
up to Cadillac account executive, 
and Colin John to a similar post 
on Pontiac. Paul Newman and 
| Vincent F. Aiello, top art director 
/and copy chief respectively at 
| Kudner, joined MJ&A as senior 
vps. Donald E. Jones, marketing 
director, was named vp and co- 
chairman of the new business 
committee, and Robert E. Britton, 
formerly with General Mills, 
joined as vp in charge of market- 
ing and research. 

Elmer W. Froehlich, vp and 
media director, died; A. Roy Bar- 
bier, vp and Cadillac account exec, 
retired after 42 years of automo- 
tive advertising. Cal J. McCarthy 
Jr. resigned to become exec vp of 
Kelly, Nason; Robert Guggenheim, 
vp and general manager on the 
West Coast, resigned to work in tv 
and tv films, and was succeeded 
by Ralph Yambert, vp in the 
Los Angeles office, which became 
West Coast headquarters earlier 
in the year, after the closing of the 
San Francisco office. 

MJ&A thinks 1959 will be about 
like 1958. 


Maxon Inc., Detroit, billed $26,- 
600,000 in 1958, down from $28,- 
000,000 in 1957. 

It added D. L. Clark Candy Co., 
and General Electric’s first line of 
portable and table model phono- 
graphs (Maxon already handled 
GE tube and radio receiver de- 
partments). It lost Climalene Co., 
and its share of Hotpoint appli- 
ances, which elected to centralize 
its account at Compton Advertis- 
ing, after having had it divided 
three ways. 

L. Martin Krautter, vp and gen- 
eral manager of the agency’s Chi- 
cago office, who had supervised the 
Hotpoint account since 1950, left 
to become exec vp of Klau-Van 
Pietersom-Dunlap’s Chicago office. 
At the end of the first quarter, 
Maxon cut salaries of stockholding 
executives earning more than $15,- 
000 by 10%. 

About 45% of its billings is in 
radio and television. Maxon has 
270 employes in three offices, and 
estimates that 1959 billings will 
be up 10%. 


McCann-Erickson, New York, 
billed $265,000,000 in 1958, of 
which $58,000,000 was interna- 
tional. In 1957, comparable figures 
were $262,000,000 and $54,500,000 
billed abroad. 

It was another aggressive new 
business year for McCann, adding 
Adler Co., Baker Laboratories, 
Bourbon Institute, Chesebrough- 
Pond’s new products, City Loan & 
Savings Co., Colgate-Palmolive’s 


eae ae oo Pr ea Ss os ee ear ae Reser cart farag igs i, sci a. Be outils " ; - : ig Pe las > ery m ia se : Re 7, a ni por y sess iy re 4 : 5 ae ee ial os 

ne oot apa ee ae Bete oa BD) ae 5 eae ese tc a Vigerrae. i =o : aa ) 2 i, : ‘ a : usin SRR te Sali ew 5 eee Seer ts a hel ica ys ake? ot gteay a Pa 

eae = ey 2s i- bee ae i a pari ae. a 3 Res chee eg ee eal (> a epathech ot ponmmeetemcenimenn EEC > ea. ane Sy aa oa - iaemmaime eee 55-9, ac Seats St eae kg) Sa. eee 

Co ee ee sees culties tae Ti pci le Me ee ee ee ee 

; a ea ce i Sita eee iy ee : apne, ee i eae ea, ie 

- 3 3 ‘ 4 : “5 aca ee ee i si pa ‘ 
‘ ; i —" 
ca | 

4 ; 

: ae i H Pe Sing | | 
iggrs ao § i 
e a 1 
Le : # 

ra ak ! ; | 

a ‘phen . 

all 0 I, 9G ; 

ae : a 

a ont: Mer 

ales | Fi Pp i : 
ea | 

Maer atl | 

Sa gee : 

Pag 

aera | EE EE EE EE ee , 

bio Sae ee a j , 

sie he ae oe 

eer | 4 
4 Zé 

t hay < j — 

Noun ib = ei) i 4 

Sede + 

aca , j 
gies, ed 

ee ’ f 

it t 

é 

j 

: 4 

ee 

d y 

pes. ) 

. 
4 
ee ae ' | 
ae +] ‘ 
iq | ) 
oe a 
. Pot oe ; A 
ee ae 
pa ee t 

: ae 

0 eee j ‘ 

F . bs 
Aah : ey 
Bos as Ng 

Ree e }) 

ee { 

a eee ‘ P 

al a , j 

; ee re i 9) 
— | 
Kener): 4 ‘ 
ea 5 
— 
Po : : 
a : (4 ; 

WE aes ee | § 
2 Aleta | ’ 

ee bras © | r 

I ys 

4 sis Po 

ae Dw . 

Risers PY 

Re ta tries 

ire aes eC F, ; 

Ais a 

; = 2 Po ! 

eee a 

Bae) ae | 
wat ee } 

Hig oie so" } : 
Peper ~- ; 
Be to | ie 
a ie | ‘ 

. ae, 
nee fe 

Rd cre nae } 
ES oe 

es . 5 mast | vi 
Bs : } i 

ity ae Be “) 

OAS a 

pe | 

an } : 

vii 

| . 4 
ee f | 

— ’ 

a : 

j i Po 
ee as ri : 

Bagi. sus ‘ 

Basen a a en a 

ae m4 a 
xe { 
ee " 

Be a al 4 
aa , - 
ee +4 | 

cleeeers’ ] 4 

pee coe "  § 

as tase ; ‘ 

3 mas cent, \ ; i 

Fine” } 

4 
a : , : Sy ee : tt icean te ono = el Ee gta. cer RRO AR cher ge Gas 6 3 es , ¢ ; 

veg ee neg eT gy ; : 4 oot ieee fy TERRE EPPO nr Peter. Oe OE heme a eee tay set AROS See Set Re ea 4 SS His: ale Sige anid eal a 
epee eae ag ices Aten a eed Baste aia Recetas atc tee neete e gimeattaee®  2Sfe eh sR SS le eee et OM Magma ty Sa ye eg Son ot Ne eae ee ee NG MS te AE Rs ae Pe aren eer ears Soret ae See 
ee ATE ea) tue! IRR Mere TREN he pens ashe "Ale Poker SANA Rae UR MESO rt i ae Fb icepeme reege nm ameciy Meaty 8° Se ARTS, Sk iE ESR Te gt epg ee eta ee 4 Ban ag ee ve ees ies A 

Pass 7 CMe ili! OF SW Phehteckeans"es So 9, CAL > cy CR Re eS 2 ace ee Re Se le eae asta Spar as 


“How’s business, Governor Hodges?” 


Gene Miller (BW’s Associate Managing Editor) 
is talking to his friend, Luther Hodges. We know 


what the Governor is going to say . . .““Business 


is good in North Carolina.” For as businessman 
turned government executive, Hodges has applied 
sound management principles to his new job, seen 
his state prosper. Perhaps Business Week had a 


modest hand in this, for the Governor is a longtime 


YOU ADVERTISE IN BUSINESS WEEK WHEN YOU WANT TO INFLUENCE MANAGEMENT MEN 


subscriber and reader. And North Carolina has 
used BW’s advertising pages to successfully pro- 
mote industrial development. But this is not ex- 
traordinary—for many executive-readers who find 
Business Week “‘most useful” of general business 
and news magazines, tell us they find it “most 
productive” for their companies’ advertising. A 


McGraw-Hill Magazine — ABC. 
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IT’S THE 

SIZE 

OF THE FIGHT 
IN THE DOG 


Listen, big boy, put up your mitts. The 
boys think I’ve got a chance for the cham- 
peenship and you know they ain’t nuttin’ 
for foolin’ with, 


They always backs the little guy that will 
deliver the goods. They’re through foolin’ 
wit’ chumps like you what is all show and 
no go. 


The boys got the dough to make good, 
too, see? They likes to live in real high 
style. So why don’t ya git wise and bury 
yer bones in a place where they'll grow? 


FOR A COPY OF MY PAPERS, 
WRITE TO 


ROAD & TRACK 


THE MOTOR ENTHUSIASTS’ MAGAZINE 


P.O. Box 232 Venice, California 


Ajax and a new product, Downy- 
flake Foods, Federal Enamel & 
| Staenping, First National Bank of 
Atlanta, Golden Grain Macaroni 
Co., G. Heileman Brewing Co., 
Helene Curtis’ Tempo hair spray 
and a new product, Mission Mac- 
aroni Co., National Airlines, Tyrex 
Inc. 


s Its_ resignation of Chrysler 
Corp.’s institutional, Chrysler and 
Imperial lines to accept Buick 
| (and subsequently Opel and GMC 
|Truck & Coach division) was the 
{most sensational account change 
lof the year. It lost Allied Van 
| Lines, Chesebrough-Pond’s Vase- 
| line jelly, Forest Lawn Memorial 
Park Assn., Lemon Products Ad- 
|visory Board, Mead Johnson & 
Co.’s Pablum, Mennen Co.’s men’s 
|products, Rival Packing, S.O.S. Co., 
and Westinghouse’s radio, tv and 
|phonograph products. 
| Its media pattern continued to 
show heavy emphasis on broad- 
|casting, where it billed some 
| $105,000,000, or 51% of domestic 


COCKET to HIGHER SALES 


. +» IN MICHIGAN’S 2nd LARGEST MARKET! 


AUTOMOTIVE STORE SALES 
$117,230,000 
Ranks 4lst in the United States 
FILLING STATION SALES 
$44,547 ,000 


Ranks 45th in the United States 


SOURCE: SRDS, December 15, 1958, for the 
year ending July 1, 1958. 


Flint, Michigan . . . is one of the more prosperous and progressive 
markets of the nation. It should be fertile sales territory for almost 
any kind of product. It is the principal production center for 
General Motors Corporation. It is the home of Buick, Chevrolet 
and A.C. Also located here are large plants of Du Pont, Fisher 
Body, Ternstedt, and hundreds of smaller manufacturers. Prospects 
for 1959 look good. Retail sales should rocket to new heights. 
Consult your advertising agency about adding Flint to your 1959 
advertising schedule. Complete coverage at one low cost in— 


Flint's Only Daily Newspaper 


| THE FLINT JOURNAL 


NATIONAL REPRESENTATIVES: A. H. Kuch, 260 Ba a Ave., New York 16, MUrray Hill 5-2476 @ Sheldon 


B. Newman, 435 N. Michigan Ave., Chicago 11, 
San Francisco 3, SUtter 1-340] 


A Booth Michigan Newspaper 


perior 7-4680 @ Brice McQuillin, 785 Market St., 
@ William Shurtliff, 1612 Ford Bldg., Detroit 26, WOodward 1-0972, 


Advertising Age, February 23. 1959 


billing. McCann has 4,062 em- 
ployes worldwide in ten domestic 
offices and 26 overseas. 


s During the year Marion Harper 
Jr., after ten years as president, 
became president and chairman 
of the board, as H. K. McCann, 
78, retired. Emerson Foote, one- 
time exec vp of McCann and more 
recently board chairman of Geyer 
Advertising, returned to McCann 
and assumed charge of the mid- 
| western offices. 

| Other important additions: Ste- 
|\ver Aubrey, from J. Walter 
| Thompson Co., as account service 
|group head on Chesterfield and 
|Oasis; John M. Tyson Jr., ex- 
|Burnett, as marketing director 
and plans board member; Guy B. 
|Mercer, formerly with Tatham- 
| Laird, as account supervisor on 
|Helene Curtis; Daniel D. Kinley, 
| formerly with Procter & Gamble, 
|manager of McCann’s planning, 


|research and media division. Sid- 
iney A. Wells, veteran of McCann 
and recently general manager of 
the four McCann offices in Ger- 
many, joined Ira Rubel Inc.; Pe- 
ter J. Peterson, coordinator of do- 
mestic offices, joined Bell & 
Howell Co. as exec vp; Clark E. 
Zimmerman, director of research, 
joined Lang, Fisher & Stashower, 
and Frank Walsh, associate direc- 
tor, joined Erwin Wasey, Ruth- 
rauff & Ryan; Wayne Jervis Jr., 
associate director of marketing 
services, joined Leo Burnett Co. 
McCann forecasts an 11.3% in- 
crease in 1959 billing. 


Needham, Louis & Brorby, Chi- 
cago, billed $38,140,792, of which 
$383,525 represented capitalized 
fees in 1958. In 1957, comparable 
figures were $33,373,330 and 
$554,447. 

The agency added Oklahoma Oil 
Co., Hertz Truck & Auto Leasing, 
Renault Inc. and Peugeot Inc., as 
well as State Farm Mutual Auto- 
mobile Insurance Co.’s new mul- 
ti-agent cooperative advertising 
program (NL&B already had 
State Farm’s national program) 
and Lipton tea in Canada. The 
agency lost Quaker Oats’ Ken-L- 
Ration products, Wilson & Co. and 
Hotpoint Co. Media breakdown: 
newspapers 8.1%, magazines 
17.9%, supplements 10.5%, radio 
7.4%, television 34.4%, outdoor 
4.9%, business papers 4.1%, farm 
publications 3.8%, mechanical- 
broadcast production-fees, 8.9%. 


= Needham, Louis has 335 em- 
ployes in four offices. During the 
year it advanced Paul C. Harper 
Jr. to exec vp, enlarged its board 
of directors by electing five vps— 
James G. Cominos, Edmond C. Dol- 
lard, Vinton H. Hall, Frederick A. 
Mitchell, and F. Winslow Stetson 
Jr. New vps elected: Kenneth C. 
T. Snyder, head of broadcast com- 
mercial production, George M. So- 
ter, head of New York copy, Blair 
Vedder Jr., media director who re- 
placed the late Otto R. Stadelman, 
and four account executives— 
Charles D. Ewart, Richard H. 
Needham, George W. Oliver, Ro- 
bert F. Steinhoff. 

Albert A. Klatt, formerly copy 
head, was elected chairman of the 
operating committee, Walter W. 
Stumpe was promoted to director 
of the marketing department, suc- 
ceeding Raymond E. Miller, re- 
signed, and John F. Whaley left 
NBC to join the agency as finan- 
cial vp, succeeding Max D. Anwyl, 
who resigned to enter his own 
business. John J. Louis Jr., who 
handled the account for seven 
years, left to be advertising and 
public relations director of S. C. 
Johnson & Son. 

NL&B estimates that 1959 vol- 
ume will be about the same as 
1958. 


Norman, Craig & Kummel, New 
York, billed $30,100,000 in 1958, of 
which $3,850,000 represented cap- 
italized fees, and $250,000 was 
billed ovtside the U.S. In 1957, 
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One of a series of portraits of oil industry management and operating men. 


p yw PUSHER, oil country language for on-site drill- 
ing superintendent, finds plenty in Petroleum 
Week. For Petroleum Week broadens the horizon of 
more than 45,000 men in the oil industry, at all levels 
and in all segments. It’s the magazine where busy oil 
men keep informed, where they get up-to-the-minute 
reports on the news, technical developments and trends 
that affect their daily activities. Out of this informa- 
tion they acquire the industry perspective so vital to 
doing a good job. 


A good, responsible tool pusher has to keep informed, 
and that’s why he likes Petroleum Week —oil’s most 
readable magazine. He is in charge of one or more 
drilling rigs. In effect, he is supervisor of drilling 
operations, on the site—and he takes more than a pass- 


What's in Petroleum Week for Tool Pushers? 


ing interest in important tools of his trade. Tool push- 
ers are among the many thousand subscribers to PW 
who are actively and directly engaged in the drilling 
segment of the oil industry. 


Whether you want to reach pushers or presidents, tech- 
nical men or operating men, the pages of Petroleum 
Week can carry your advertising messages effectively, 
for all groups of buying influences are covered. That’s 
why more and more companies are placing more and 
more advertising in this magazine in 1959. 


PETROLEUM WEEK 


Oil's Most Readable Magazine @Qaiipoid @&® Audited Cireviotion 


A McGraw-Hill Publication » 330 West 42nd Street, New York 36, N.Y. 
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KNOXVILLE—is one of the TOP 10 MARKETS 
of the United States as Selected by Rand-McNally 
Contact——ED or GLENN HICKS 


KNOXVILLE-NASHVILLE TENNESSEE 
OUTDOOR ADVERTISING 


{comparable figures were $28,300,- 
000 and $3,750,000, with nothing 
| billed abroad. 

count year: it added Dow Chemi- 
eal’s Zefran in April, Colgate- | 
Palmolive’s Vel Powder in June, | 
Jamaica Tourist Board in August, | 
and Schenley’s Roma and Cresta 
Blanca wines at year end. It lost 
Pabst Brewing Co., Warner-Lam- 
bert’s DuBarry cosmetics, Sports- 


Media breakdown: television! 


Advertising Age, February 23, 1959 


Sullivan, Stauffer, Colwell & 


39%, magazines 15%, supplements | Baytes, New York, billed $43,000,- 


12%, newspapers 11%, radio 9%, 


000 in 1958, compared with $38,- 


The agency had an active ac-| outdoor 7%, farm publications 3%,| 600,000 in 1957. 


business papers 2% and transit ad- | It had a good new business year, 
vertising 2%. The agency has 255) adding Best Foods’ Rit and Shin- 


employes in three offices. It pro-| 


moted Walter Craig, vp in charge 
of radio and tv, to the board, and 
added Walter Tibbals, former West 
Coast radio-tv vp for BBDO, as vp 


and general manager of radio-tv | 


ola, Block Drug’s C-D 60, Carter 
Products’ Prize and Snow White, 
Duffy-Mott’s new product, Nox- 
zema Chemical’s skin lotion and 
High Noon suntan lotion, Salada- 
Shirriff-Horsey’s Sea Brand froz- 


man toiletries and New Faces, and for the agency, a new post. NC&K | en shrimp, and Whitehall Labs’ 
| Air-Wick. ‘estimates that 1959 will be up 15%.) Duplexin, Psorex and Resdan. The 


a Re Sa oe we ~*~. Spans 


WHAT SORT OF MAN READS PLAYBOY? 


A young man going places, the pLaysoy reader likes the excitement and challenge of new things, new places and new ideas. 
He welcomes change and goes to meet it head on, Very apt to find the fellow snapping on skis at the top of Mt. Ajax in Aspen, 
Colorado or climbing behind the wheel of his Mercedes-Benz at Speed Week in Nassau. Even his choice of sport reflects the 
- satisfaction he finds in coping with everchanging situations. Facts: According to the leading independent magazine survey, 
pLaysoy is the only men’s magazine with a major concentration of readership in the important 18-34 age group. 70.2% of all 
PLAYBoY's male readers are in this very age bracket that is so receptive to new ideas and so free to pursue them. There are 
enough of these enthusiastic young men to start your new idea, style or product snowballing to success, too, Over 850,000 
copies of PLAyBoy are purchased every month. (Consumer Magazine Report by Daniel Starch & Staff, August, 1958.) 


PLAYBOY ADVERTISING DEPARTMENT + 232 E. Ohio St., Chicago, MI 2-1000 + 720 Fifth Ave., New York, CI 5-2620 


eee a a ee agency lost Blue Coal Corp., J. H. 
Filbert Inc., Richard Hudnut hair 
products, V. La Rosa & Sons. 

Media breakdown: newspapers 
11%, magazines 9%, supplements 
8%, radio 16%, television 54%, 
outdoor 2%. The agency has 325 
employes in two offices. 

Last year Brown Bolte, formerly 
exec vp and plans board chairman 
of Benton & Bowles, joined the 
agency as president, with Ray- 
mond F. Sullivan moving to chair- 
man of the board and chief ex- 
ecutive officer. Maitland Jones 
left the agency to be creative di- 
rector of Fletcher D. Richards 
Inc., followed by Donald Ander- 
son, who became vp in charge of 
marketing. Joseph Leopold re- 
signed as vp and copy chief to 

| become a group head at J. Walter 
| Thompson Co. Vp Joseph P. Har- 
die died. The agency figures 1959 
volume will be “up.” 


» 


By 
J. Walter Thompson Co., New 
Mam York, billed an estimated $302,- 

500,000 in 1958, of which $88,000,- 
\ 000 was international. Last year’s 

estimated billing was $285,000,000, 
of which $75,000,000 was interna- 
|tional. It probably should have 
| been $290,000,000, since Thomp- 
|son’s 1957 international billing ran 
about $80,000,000 instead of $75,- 
000,000. These figures do _ not 
include capitalized fees. 

Thompson added Quaker Oats’ 
Ken-L-Products dog foods, Lowry 
Organ division of Chicago Musical 
Instrument Co., Stouffer Corp., 
Foundation of Commercial Banks, 
Stanford University (public rela- 
tions), Rice Industries, Ford’s Ger- 
man-built Taunus, Schlage Lock 
Co. 

The agency resigned its Swift & 
Co. business (Pard dog food, All- 
Sweet Margarine, Swift’ning, Jew- 
el shortening, Jewel salad oil, End- 
O-products, peanut butter and 
Vigoro products—some $3,000,000 
in all). It also lost Devoe & Ray- 
nolds, Fleischmann division of 
Standard Brands, Pharma-Craft 
Corp.’s Coldene stick chest rub. 


|@ The media breakdown: news- 
papers 18%, magazines 23%, tele- 
| vision 38%, radio 7%, outdoor 6%, 
business papers 4%, direct mail 
2%, “other” 2%. 

During the year J. Walter 
Thompson Co. opened its 32nd 
foreign office—in Amsterdam, 
where its clients included seg- 
ments of Unilever. Thompson has 
5,500 employes, 2,400 of them in 
the U.S. 

Charles Rheinstrom left the 
| agency to return to American Air- 
Be i oe... | lines. Arthur Porter was shifted 

ial ae se cab. from vp and director of media to 
| take on additional account respon- 
| sibility for Pond’s, and John M. 
Willem Jr. was moved from Chi- 
cago to New York to work on 
Eastman Kodak. New vice-presi- 
dents named during the year: 
Malcolm Sullivan, William Taylor, 
Raymond Finnegan, Carl Von Am- 
,;mon, John Mosman, Mark For- 
_gette, John Fitz-Randolph. 

Important additions: William H. 
Howard, onetime ad boss of Macy 
|and a top vp at Young & Rubicam 
|for ten years, joined the account 
management staff; Charles Vanda, 
| formerly in charge of programs for 
| WCAU-TV, Philadelphia, was 
named a vp in Hollywood to 
| develop new tv properties; Thom- 
jas Bradley, former director of 
| sales and promotion for Charles 
Pfizer, in merchandising; and 
James Yates, noted art director 
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One of a series of comments on Metropolitan Oakland as 
a market by advertising agency executives. 
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' One of my first jobs in advertising was in the Bay Area, 

and I’ve never lost my enthusiasm for that region nor 

ty | my understanding and appreciation of its increasing im- 
joe iW ts eens A te: portance as a major market. Frequent trips to our West 
» tropolitan Oakland s . : ‘ . 

" rete an . Coast offices have provided me with a first-hand knowl- 
‘ commanding size as a 

} market. It is equally important edge of its amazing growth. Alameda County (Metro- 


to remember this fact: 


ONLY THE 


; Greatest Home Delivered Circulation 

j / in Northern California 
in 

4 National Representatives: Cresmer & Woodward, Inc. 


. ! New York + Chicago + Detroit 
—— San Francisco - Los Angeles - Atlanta 


y . 
1 At Sunday Comics: 
t 


Metropolitan Sunday Newspapers, Inc. 


*65% of the more than 250,000 families in Metropolitan 
Oakland (Alameda County) are Tribune subscribers. 


politan Oakland), because of its industrial and residen- 
tial expansion, should now be recognized as a significant 
and separate factor in any selling strategy beamed at 
the Bay Area. 


Henry G. LITTLE, 
Chairman of the Board 
CAMPBELL-EWALD COMPANY, DETROIT 


ate ets ar gl are le Re re dee 9 oe ee ee at nee ‘ “6 sr Pas a eee sy es ie a Se: 2 Se Ss ey PHS : j a 2 Or ia z oe Ne : se oe oe sat 9 
a MR eA i RR ae me ee i OR tee ee eas 
oe eee se ia cay SAE Sk Bee 4 eth See Ko cela oo Tea oa a p=" ahs Bie ie Fe) 4 = 3 Was Se mies. 
pe Me eee oa sen ees ie on ick — aie ; * ea 3 CART PEA SEES a ve eee 
© oi é > ei Ms meget ee i . : of : : ? 7 Pus : Pe ee eee ‘ 5 . E ae 
oe — c ' n r 
at a 
ial : 
7 
. } q " 
i : F 3 aH ro 44 
; e ‘ a Lae oo a0 ioe 
al \, os Nee Se ie ee 
“ - a ~ Preps ae 
' , _— oe ay 4 ek 
es i , PA, a et a 
: ®& a Tee 
B eA : we 3 Do ae 
a E : . So ae er “ \ Sst. ee 
a ne ee a ae a ae “oi iyi aie 7 Se = sa - oo , raed ‘ ; “ =) aie 
x 2 ra ae at 7 . > ae Sal f- a ‘ jy * fF * Pre Rat ue ne, 2 : sey Baars oe 
a? ‘ ‘ 4 : " hare > ” be ? tf 4 ee ‘ i rae. 
Pt: a ae ee er % : ; i: Med ‘ — 2 = ’ ; Sa og Pee 7 es a cc Rar. ae ae 
4 ms i : aie i i. <7 a al ¢ % : ; = J . ae aa ¢ fs Sai ~ eat “3 : Sapepie is i at f igi: 
is - 7 an | ee a oy —— " + gine a she ic ie te. ue Ree 
' ; : . Z + (ae ik a ‘s uf ’ 3 a ee ae pe sere 
a J aac  —7?<— a tld —. = E eas * E ' eee ‘ ss, a eee: See: 
ate a . rd = ; . ets : =. a , a CH Maver ee 
ape J : 4 _ & - = ® : comme OE p ~~ sae 4 _ a ie x a ae Shed = ‘ Pe 
a : ‘ee, - , caiaiiaaiiaal ager ed ie: : i WEE An i 
- ; fae ‘ iF 4 , ae 4 ta ¥ tear e i: a 
iia ’ 7 , 2) " = pe ie Ee Dae OZ Bees pee 3, si 
a e ae ” oa oe ee / : om “ ee a ah iw | 
._ bed . ies a eese a = @ iN ane pve 
y , , a a ry Met a : i ie a Pager oF, ais e 4 i : pe 
i f a =s a i le ae Fy 
e a a as <4 bi oee, .« ie, HOR Joka aa. gh f as re a a 
: + Z : ve , vag i Ps ig be i ok 
¥ —_— — ll 
i i er es ; ee : a . =, Fi i cl 
NY : a =" 7 bee 
, 4 ¥ es ba ;, $e, or O fe > i 
Bo - : 4 Be ; 7 a ys ony Utes tet i> a : ee 
| i i, 1 Be é “ail ra yi aie me 
| @ Be Va. “si ' — . [ 2. 2% 
’ i, ° Pea < : bert Bi ieee ! 
| — Ff | pay: . 4 4 oS ae ; 
8 ; ae . ee 4 : ioe = = a3 : 
4 ’ — Be al se &, We, j yet _ 2 F 
: : \ ‘ ie ie hg ; ant = é é 3 " ee = ae * E 
5) ie 3 P < ” & and Z & or am + a’ aes ¥ 4 ri 4 fot 
. > ge ae niggew=* <7 4 ; - : | 
5 : pares 2s 5% ae ame! Ss i ye Fon u i : ‘ 
; es 4 Lat Me : of ta i ce Es eee , ; & Stee at ee tren ; iss 
: > a ee F “ee eee hile ae * ae a : “ soot, B20 citeaeees ie seu 
. a ne * bag : . apa "25 “ eet | a Bes pene ee. tag Teta hee 5 San ae 
; i 4 } as & > % a Sik Yaka: Pa é re ? —— i a ie a oe : 
BAS 2 bs Ba: Mires pe) oa Fes ae = taal ae Bae cael Fe: Bs P 
= ae as par mee . Pe a ee eee Bae es in on Tea ibe i trace tai a eee: cae Tape te ae - 
y P A tg Be ete pee cere OP ak, 4 ¢ = eee Soo ate ees Be? Ueber i, Jat ee 
: ‘ ; ; a Pree Toate. Ke : — 4 S| tt Be eae. ee ae ne an Cee eee ARE 
p bi Paps A oh — a. het a Se eat Pe ce (2 gE Ee pea NRT oeme rs é peer tts ost we ver <p 
* > a) - Ae oe pe tas ; Dera tae tor eee ene = Yo ace aiteer aa fii See eee a re an 
5 4 : ——<—< ” so Ei ieee. ae ‘ par Ss aN rig es on) 5) 3 Bs TOES Es Set se 
‘ ae & eS a: \ q Se re Tb helt eee Maa gic HERR Cees 
i, ae Serta iat — wh . et ed ct yoann aS 5 a a re 
J a, ‘ n = ue , ; ¥ Pint 
i of ee 5 * : ite Bare ail Pic, jest ‘ ° reese BBE a en 5a : = penta 3 é ‘ 
| : pee a ik ‘ \ : Pimeriare oe ae gee oly ae see feo hele D : is 
; rs is 39 = SEE 2 ear 4 Sera epSieogs: a mete : 
ba | aha ES: So \ - -- a ile ? : 
eee SE ons t) «1 nan nee Sy ae ide: Me oe ar magia ea oe = eee 
be E 0g A A Rea a ae SRE AR Rt : phe fitistay Gee ab ae eth eRe ade sao ‘ gg ihe het 
ted rs, Ge i y n e ay sek Ae AEA 9p 3/1 eon DO Od Se ae Roe oa 
3 yee iii aan Lhe ae ee oe eS ci a te ii RR ad eRe ee a n'a ae te a bea r 
(ie st i: ee 
$.4e Sec ae 2 eS ae mE Sn Pec See ne 
; ; 2 ia es ee lane it ahs Sega eA eee) i! 4 : 
é Neg: Zoe BSE ae A wien & a ae ie Sune eetan st Alapen nic ee Wa apes Sng i ohn cys Loe sees sone thes 
B : OE ie ag am moe eg EMER whe oesaea et rages 
bY % u é ot SB SE eapaemcieies wennnrR Tse mas nea mH ease : : an ek ke 
ba arpa i eee ee ; ERR RS BR sa oer Be IRA Serena UY Sik TR SESS alae - Re ta as re eal 
ry i Sn th. eg alec il Sl GN 2h MLE AP Ee Pi i Bee li ig ay Ree rears as Ti LE 8. be Go ae Ee Ne ete a Aa 
e. MR GME. 5 een és og Se ‘Lene vena eee i 
> & i ace. ae doh 3 rer > as rae ce sea asic ea oe 
3 ¥ : } Me ote es “ag Pome Bleue Naa i i i ie ie « e.g yo rene sia 
e : j oat ‘ eee ae ey WOM ee on ee ey ree eee Se eS 
“ A Mee Bt : | ee e or ee seh Be ya: tas ae ene oe Pt nde alton nt). ca oP aes 
ee Fee Bt : Ms ihe hac A) - e oe Eo ee z ae anes 4, Riemer cee! ae a “sy eager ae sane on ae 
Si } * wan re 2 Oi Sm ES |, SAT LGM * Ea ME lc riage 
. . in a ll — 
rat . Ste ae 
= ae Bo a : 
' ee 
ee oe 
i heer 
ee 
se | ia? 
. 
ne Leneten 
7% if ave, as 
4 » i an’ # a? me > rw ,, ee Aa coin 
Pe pen. Ut ee RE aye et t Seiler: JU a 
Wee Pe ietedg te She 4 hE Sd Peg ee mi A ee 
4 ‘ ce , i ier yf “ »- ail mee, q oF em ‘a ly cE Cea 
PS ot e ea re : jew Sh, ee Figen Can aa 
S — ” 4 *, & » Rat, 3% @ 
~ + ‘ b os foes hie eremag ee 
‘ 3 \ ( ee ’ - : pa yt eo . Ge (ene Pi 
. \ 4 i | ¢ - SATs vs A i = ~ ;* ? - Me ee yas Rs ee a 
wee b ve * Fs oe ae e ‘fy o 4 5 Evers 
, S iW - ‘ : p 4 Ke, .s - a ; cA et a re 
‘y @)4) — ta Pa ee iw ‘es J ee ey: vee EME IEE fe ane as 
rN | is ; Pe) “yn Ne, y As 7 te + # fae sy As ny _e a 
=e —— be } ( Ber aoe Ae nn a i 
a tte * _ ES yee > he -~ vr ‘ > le ; i gad : 
a boas Ny Ts Set ee e : 
Ane <> @ Ap ~ got +. om lies ey 
De “* 5 pel ” ot * uf ia 9 ag: ee esa 
} >k ie yey -i# orn oe At Piety 7 3 on he) “He ok NING ics 
: } Bh oo pita baaaly | aie eer 
| >” on + Se, vm ae Re - 
item: fe 4 P . acciniiens zi va 
4°5 en 2 oe A hate i il iG 4 Bas cf 
: b *. . eS chy : + y é “Seer: . ; * . 
. ' os o. gl ” 7 Ree eat ae P 
° ae EE EP eG z ae a - =. | 
as ha .* a tae 
“ 4 . a Se A t oan : er en 
ao tS ng tit} “ a S:  &§ 
: a ~ ae oR a : ‘a 
‘168 - - . a7 a an 
Po . ' vhs \ 
_ | a 4 - 
| a > aw. ) 
Sa Rag’ 
- - 
> : aor? 
‘ S sy Ped Pm eS : 
Leer wd + : } b oe x Be es 
ay ¥en i seer T rts , . { ue irae ea? 
pesca ro. a * Fi bas ve y v4 ets es tee 
: ip Ea be m ee * Sg cr aoe, Yaa 
—he aoa: b is ie: 7 + ey is, 
] | bee ote ge BELO eT oy, 
| e j a * 1 rs, 
= ' Ccrh2 Mea. ‘ : E 
r } pai by seg! Oe Ts i vs © Ra, | > : 
Mee | 4 hs ae hen i z 
-) SR RB Se a 
Ss : mee TRRMARS ee o SN z 
c ft = ae ee , ot ae oT ain tae) 
“ a ee rt i adele eee ee - i pet Percth 
R ' - eee a ee 
’ a pe ~& = i . ie maine 
_ rf 4 “4 ; rie. vm 
f 1 ee 
S } cores 
, ' 
d | { 
rj A 
Ras 8 ey ae a a mY 1 cigars ee _ BR es ok: ee aa i e Pa eeior = + 3 a . 7 . - * ay Pa 
oa sealgie Sh) ate = averages Cr : es ete mes Sg A aS ala Mien es Sp ORR ng “bes get ae ee oot eran eS cial Meme an gnnoe reer oa ae ox Re ae: sit as fe el yen eye Va edi 
es: Pe as 3 Sia ey ie oe rig ae ta Ae a a Sy ls 5 Sian ee Bea. Cte pole Semmens A Sor ile ct: eae (at eer e me ese See 3 at ae hej oe ee eee Fe Se Be nee: 
ce Nappa = incite cae sete a ee rei ean Aho Se eae bes Se sts 2 ee Oe arr reac cet, ha TAO 2 id RE me hw aan ieee. 
iia a. steed fre WR mal, 5 aay > er ee eee annie ie Oo, She Ce Renae er ME eI Cater: 1 cate Ye eS ee ies pee ea ee Hh Slatin hes 7, WR OP nan Eee i eee ees, as 
ee ND oy aS ca. 8 oo NR a en ed EEG ee goons a Pe es a ee 1 tale Bes ah Open ieee nt se i is 


ee 


Steubenville- 
Wheeling 


Joplin, Mo. 
: + Clarksburg, W. wa: 


Select any program or announcements from these 


REPRESENTATIVES: JOHNSON, 


PUBLISHERS: NEWSPAPER AGENCY CORP. 
KENT, GAVIN & SINDING, INC. 


additional (ca | 
cost 


oii ip Molti- 


WEEE Sy 


and one-time partner in Reach, 
Yates & Mattoon. 


Young & Rubicam billed an es- 
timated $225,000,000 in 1958, of 
which $32,000,000 was estimated 
to have been international bill- 
ing. In 1957, comparable figures 
were an estimated $230,000,000 
and $30,000,000. 

Y&R added considerable new 
business—Chrysler and Imperial 
(after resigning as agency for 
Ford’s Lincoln and Continental 
lines), J. H. Filbert Inc., Langen- 
dorf United Bakeries, Lehn & 
Fink’s Tussy division, Seagram’s 
Kessler and Drackett’s Delete and 
Vanish division. The agency lost 
Borden’s Starlac, Personal Prod- 
ucts’ Coets, Motor Wheel, and the 
Boyle-Midway products of Amer- 
ican Home Products. 

In the General Foods realign- 
ment, Y&R added Tang and 
Dream Whip, and gave up Calu- 
met Baking Powder, Deserta, Min- 
ute potatoes and the Walter Baker 
chocolate line. At year-end the 
loss of Cluett, Peabody was an- 


170 
high volume food stores 


Friendly Group stations—wstv-Tv, wBoy-Tv or 
KODE-TV on a 13-week budget—and our exclusive 


The Shopper-Topper* Merchandising Plan guarantees: 
@ in-store displays, placement of point-of-sale material, shelf 
stocking, checks on prices, exposure and activity of major 
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nounced, with Y&R retaining the 
Sanforized advertising. 


= Internationally, Y&R added 
Ethyl Corp. and Rite Paper Prod- 
ucts in Canada, Maxwell House 
coffee in Holland, Remington Rand 
in Frankfort, Howard Lloyd & Co. 
in London; in Latin America it 
added Gulf Panama in Costa 
Rica, Lehn & Fink in Mexico and 
Venezuela, Chrysler in Venezuela 
and Puerto Rico (where it also 
got P&G’s Comet, Spic & Span 
and Tide), GE’s air conditioning, 
lamps and small appliances in 
Venezuela, as well as C. A. He- 
lados EFE and Cia. Luz Electrica 
de Venezuela. In New York, it 
added export advertising of Si- 
moniz. 

Media breakdown of billings: 
newspapers 8%, magazines and 
farm 26%, supplements 9%, ra- 
dio 7%, television 40%, outdoor 
1.9%, business papers 2%, transit 
0.1%, miscellaneous 6%. Y&R has 
2,597 employes in 13 offices. 


= During the year George H. 
Gribbin was named president, 
| with Sigurd S. Larmon continuing 
as chairman of the board; Louis 
N. Brockway was named chairman 
of the executive committee, and 
| three exec vps were named: Frank 
| Fagan, Harry Harding, and Harry 
Enders. Charles Feldman was 
named head of the copy depart- 
| ment, succeeding Mr. Gribbin; Ed- 
| ward L. Bond was named director 
| of the contact department in New 
| York, succeeding Mr. Harding; 
|Charles F. Fleischmann was named 
manager of the contact department 
lin Chicago. 

| Peter G. Levathes, formerly me- 
dia head, was named head of radio 
and television, succeeding Robert 
P. Mountain, who became vp in 
| charge of new business. Harry 
/Rauch was named director of 
house relations. Paul Waddell was 
named Los Angeles copy depart- 
ment head, succeeding Charles 
Lasher, who retired after 23 


|years with Y&R. Wilfrid Taylor 
was promoted to Montreal man- V5 
ager, succeeding Ward S. Hagan, od 
moved to New York as vp in the } 
international department. ; 
ae f MAe erch ae «a, roe ow in In Detroit, a series of changes: ‘a 
Mal ke ve nangi 


| Joseph G. Standart Jr. joined as 
account supervisor on Chrysler; 
Jerome G. Darrow and James P. 
Elliott Jr., both formerly in New 
York, moved to Detroit as execu- 
tive copy director and executive 
art supervisor respectively; Aldis 
P. Butler resigned as Detroit 
manager, and was replaced by 
Randoiph T. McKelvey, formerly 
vp and contact supervisor on Gen- 
eral Electric. 

The agency added Joseph P. 
Seregny, formerly advertising 
manager of Lincoln-Mercury; 
Hadley Atlass was named vp and 
associate director of merchan- 
dising. William Howard, senior 
vice-president, left the agency and 
joined J. Walter Thompson Co.; 
Rodney Erickson, a radio-tv vp, 
|joined Warner Bros.; Edward B. 
| MacDonald, associate media direc- 
| tor, joined Look; Stanley Arnold, 
head of the sales promotion di- 
| vision, left to start his own com- 
pany. During the year the agency 
introduced its new “Hi-fidelity” 
color process, making magazine- 


“Shopper-Topper” merchandising service is yours competitors, obtaining comments from stores—in 170 high- quality full-color reproduction 

at no extra cost in the important Steubenville- volume supermarkets possible in newspaper ads. 1 
. Wheeling, Central West Virginia and Joplin mar- e merchandising activity report every 13 weeks to advertis- if 

kets. In these three rich markets—with combined ers and agencies MacLaren Passes Cockfield, ” 

food sales of $167,562,000—only these stations of- © complete direct mail service Brown in Canadian Billings 

fer advertisers this unique merchandising support. e product highlighting on popular local shows, including live ua’ ae eee” ree 

Find out today how “Shopper-Topper” can move demonstration among Canadian agencies, was m 

the goods for you. For more details ask for our new “Shopper-Topper” brochure surpassed in 1958 by MacLaren i 

| Advertising, Toronto. Cockfield re- =: I 


| por ted $26,071,000 while MacLaren 


WSTV-TV WBOY-TV 


CHANNEL 9 « STEUBENVILLE-WHEELING # CBS-ABC 


weighed in with $27,400,000. In 

| 1957, Cockfield’s billings amounted 

| to $27,537,000 compared with Mac- 

| Laren’s $25,410,000. MacLaren has ¥ 
grown from $11,500,000 in 1950, @ 4 
Represented by Avery-Knodel, Inc. while Cockfield has gone up from : 
| $14,800,000 in ’50. a 


KODE-TV 


CHANNEL 12 ¢ CLARKSBURG, W. VA. « NBC CHANNEL 12 ¢ JOPLIN, MO. « CBS 


Members of The Friendly Group 


Rod Gibson, Nat'l Sis. Mgr. » 62 Vanderbilt Ave., New York * 211 Smithfield St., Pittsburgh. * *Copyright applied for 
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| - THE SRIDE S Beencine =«=+—C*NSS Se eles 


RAS - B R] 1) KS magazine 


CIRCULATION BRIDE & HOME 94,056 


Average total paid circulation per issue, ABC Publishers’ 
Statements for 6 months ending June 30, 1958 


39,875 


= RETAILERS — 


BRIDE & HOME 75,690 


The undisputed position of leadership 
held by The Bride’s Magazine is further 
attested to by its selection as winner of 
the 1958 DOROTHY DAWE AWARD in 


for distinguished coverage of home fur- 


REVENUE 
The Bride’s Magazine $1,630,423 


Advertising — 
Pages and Revenue Mircea merce a Bride & Home . .. Not reported 


ference: §=$911,286 


nishings news, in the general magazine 
category. 


THE BRIDE’S MAGAZINE . 6é0 east 42na street - NEW YORK 17, N.Y. 


For further information call or write Ropert M. Tuorsen, Vice President and Advertising Director 
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51 Agencies 


Billed 


$10-25,000,000 in 1958 


Five Agencies Move Up 
to This Bracket; Gain 
by Gumbinner Is Tops 


New York, Feb. 19—A total of 
51 agencies reported billings in 
the $10-25,000,000 bracket for 
1958. This was equal to the total 
of 51 for 1957, but there were 
changes 

Ketchum, MacLeod & Grove 
jumped to the $25,000,000-plus 
category. Earle Ludgin & Co. and 
Charles W. Hoyt Inc. dropped into 
the $5-$10,000,000 category. So 
did Brooke, Smith, French & Dor- 
rance, as AA revised its estimate 
of the agency’s billings sharply 
downward, Morey, Humm & War- 
wick and Paris & Peart were in- 
volved in mergers 

Moving up into the $10-25,000,- 
000 bracket for the first time were 
Knox Reeves, Klau-Van Pieter- 
som-Dunlap, Rumrill Co., Kastor, 
Hilton, Chesley & Clifford and 
Guild, Bascom & Bontfigli 


s Nearly a third of the agencies 
in this category (15 of them) re- 
ported billings lower than in 1957; 
26 improved their billings figure 
(as did, of course, the five agen- 
cies which moved up from a low- 
er classification); and four agen- 
cies remained at their 1957 levels. 
Brooke, Smith, French & Dor- 
rance was over-estimated at $23,- 
000,000 last year and is estimated 
this year at $19,000,000, and does 
not figure in up-or-down per- 
formance. 

For 1957, eight agencies in the 
$10-25,000,000 bracket managed 
to bill better than $20,000,000 
Only four made that top flight in 
1958, led by Doherty, Clifford, 
Steers & Shenfield with $23,200,- 
000. 


! 


® Most spectacular gainer among 
the 51 agencies in the bracket was 
non-merging Lawrence C. Gum- 
binner, which tacked $5,800,000 
onto its 1957 figure of $12,000,000. 
W. B. Doner, involved in a merger 
with Peck, ran all the way from 
$10,800,000 to $18,600,000. Geof- 
frey Wade’s performance was im- 
pressive, advancing sharply from 
$14,900,000 (a revised figure from 
the $11,700,000 originally reported 
for 1957) to $18,800,000. North Ad- 
vertising had a fine year, climb- 
ing from $11,000,000 to $15,000,- 
000. 

L. W. Frohlich was well ahead, 
advancing from $12,500,000 (a 
figure revised from the $10,500,- 
000 originally reported for 1957) 
to an even $15,000,000. Honig- 
Cooper had an excellent year, go- 
ing from $9,800,000 (originally re- 
ported as $10,100,000) to $13,700,- 
000, Lambert & Feasley was well 
ahead of its 1957 total of $10,- 
100,000, with a 1958 report of 
$12,900,000. 

Individual performances in 1958 | 
follow: | 

Burke Dowling Adams Inc.,, | 
New York, billed $13,000,000 in 
1958 as compared with an even 
$10,000,000 in 1957, 

The agency lost Studebaker- | 
Packard, effective last October, to. 
D’Arcy. The switch came at the, 
end of a management agreement | 
Studebaker had with Curtiss- | 
Wright Corp., a long-time Burke | 
Dowling Adams client. Studebak- | 
er, which included Mercedes-Benz 
advertising, represented between 
$5,000,000 and $6,000,000 in bill- 
ings. The agency also lost Dixie 
Products. It gained the government 
of Haiti, West Penn Electric Sys- | 
tem and Foster-Grant Inc. 

In January, 1958, the agency 
absorbed J. Howard Allison & Co., | 
an Atlanta agency. It was in-' 


volved for some time in merger 
conversations 
Holden, but the deal fell through. 

One result was the resignation 
from C&H of M. E. (Mike) Car- 
lock, who was vice-chairman of 
that agency. Mr. Carlock joined 


with Calkins &| 


BDA’s New York office as board 
chairman. 

Billings in 1957 were invested 
“predominantly in newspapers.” 
The agency employs 118 persons 


‘in three offices. It expects 1959 


volume to decline by 10%. 


G. M. Basford Co., New York, 
billed $13,900,000 in 1958, com- 
pared with $14,100,000 in 1957. 
The agency added Macomber Inc., 
Permatex Corp., Dorr-Oliver Co., 
Simes Co., Carlon Products, Tite- 


flex Inc. (January, 1959), and 
Teletypesetter Corp. of Fairchild 
Camera & Instrument. Basford 
lost R. Hoe & Co., Shulton’s indus- 
trial chemicals, Cleveland, Sun 
Chemical’s Warwick Wax and 


Rutherford Machinery subsidiar- | 
jies; General Printing Corp. of | 


|Canada, A. C. Horn Co. Ltd., Na-| compared with $20,176,091 in 1957. 


| tional Distillers’ feed products sup- 
plements, Chicago Molded Prod- 
}ucts and York Corp.’s engineered 
|machinery division. Basford last 


‘year affiliated with Intam Ltd., 
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London, a subsidiary of the London 
Press Exchange, to provide clients 
with worldwide marketing facili- 


ties. Basford employs 167 persons 


in two offices. 


Doyle Dane Bernbach, New 
York, billed $22,000,000 in 1958 as 


The agency gained Benson & 
Hedges cigarets from Philip Mor- 
ris & Co., Thom McAn shoes, 
Northam Warren Corp.’s Cutex 
and Peggy Sage lipsticks and nail 


Published at: 
Eastern Edition 
NEW YORK & WASHINGTON, D. C. 
44 Broad St. + 1015 14th St., N.W. 
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polishes and Odorono, Great West- | 
ern Savings & Loan Assn., Holly | 
Sugar Corp., West End Brewing 
Co. (effective January, 1959) and 
the Lane Co. (effective January, 
1959). Benson & Hedges billed 
about $400,000; Thom McAn about 
$900,000 and Northam Warren $2,- 
000,000. 

The agency resigned Regal Shoe 
(about $200,000), ended its Max 
Factor arrangement, a $3,000,000 
account, by mutual arrangement 
and lost Babbitt’s Glim. 
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In October, Doyle Dane opened) $10,000,000 in 1958, the same|pared with $18,125,000 in 1957.| Buchen Co., Chicago, billed 
a Chicago office directed by Fred | figure as in 1957. The agency | The agency added Parkersburg Rig |“‘around $10,000,000” in 1958, as 
Klein, former vp with Earle Lud-|added Helene Curtis’ Shampoo|& Reel Co.,. Lan-O-Sheen, Stand- | compared with $10,300,000 in 
gin & Co. Billings were invested| Plus Egg, Campana Italian Balm, | ard Financial Corp., Pacific North-| 1957, Last year the agency gained 
as follows: 19.8% in newspapers;| W. S. Straub’s Lake Shore honey west Pipeline Corp., Omar Inc.,|the $1,000,000 plumbing and heat- 
20.7% in magazines; 37.4% in|and the Edgewater Beach Hotel. Turtle Wax-Plastone Co. and the|ing division of the Crane Co, 
radio and television; 3% in transit| It lost Consolidated Royal Chem-| Alaska Visitors Assn. It lost| (added in December), the $500,- 
and outdoor; 3.6% in business|ical Corp. and Krank’s Shave) Northwestern Drug Co., Packard-|000 Cast Iron Pipe Research Assn. 
papers and 15.5% in other media.|Kreem. The agency employs 90 Bell Electronics (Northwest divi-| account, Ilg Electric Ventilating 
The agency employs 247 persons| persons in one office. It expects|sion) and the hosiery division of (Co. and the Chicago Sun-Times. 
in three offices and predicts aj|billings to be “up” in 1959. | Munsingwear Inc. Bozell & Jacobs|Buchen lost Fairbanks, Morse, 
10% gain in 1959 volume. employs 208 persons in 12 offices, | worth between $700,000 and $800,- 

Bozell & Jacobs Inc., Omaha, It expects 1959 volume to ad-|900 in billings, Edward Hines 

Gordon Best Co., Chicago, billed | billed $17,500,000 in 1958, com- | vance 5% or 10%. Lumber Co. ($200,000 in billings), 

h . |Dearborn Chemical Co, ($100,000 
in billings), Cherry-Burrell Corp., 
and Conn Organ Co. Walther 
Buchen, who founded the agency 
35 years ago, retired in January, 
turning control over to John M. 
| McDonald, who moved up from 
first senior vp to board chairman; 
Leon Morgan, who advanced from 
senior vp and treasurer to presi- 
dent; Joseph H. Caro, former 
senior vp who became vp and 
treasurer; and Walter H. Baers, 
vp and secretary. Buchen, with 
about 130 persons, expects 1959 
billings to be “about $12,000,000.” 


There are 


“LETS USE “a 


in Canada... 


and Only 
faFERME 


Covers all six! 


In addition to its extensive coverage of the 
Province of Quebec French farm market, Ja 
FERME also covers the important fast-develop- 
ing French-speaking farm areas in New Bruns- 
wick, Ontario, Manitoba, Saskatchewan and 
Alberta. The French-speaking farmer and his 
family in these prosperous areas iook to La 
FERME for news from ‘home,’ authoritative 
articles on agriculture and items of interest to 
the homemaker all in their mother tongue 
The most effective, economical way to sell these 
French-speaking families is through La FERME 
. . . the one medium that will deliver your 
message to all six markets! 


The readership trend is definitely to La FERME 
. » « over 50,000 (ABC) circulation increase 
since 1954 compared to less than 4,000 by 
second publication in same period. 


Guaranteed Circulation 


175,000 


Obtained through direct mail—no agents 
—no newsstand sales——no arrears. 


Still only $1.60 per line 


Ask about la FERME’S plan combining 
magazine and direct mail advertising. 


fa FERME 


Robert Raynauld, BA., M. S. A. 
Editor-Publisher 
National Advertising Representatives 
Toronto Montreal 


George O’Brien Mel T. Horning 
47 Dundonald St., 909 Mount Royal Ave., E. 
WA. 2-9147 LA. 6-3327 
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| Calkins & Holden (now Fletch- 
ler Richards, Calkins & Holden), 
New York, billed about $10,500,- 
000 in 1958 (auditing was not yet 
completed), compared with $12,- 
| 000,000 in 1957. 

The agency added Doulton & 
Co., Stegmier Brewing, the Klop- 
man Mills division of Burlington 
Industries, a piece of Skyway 
Luggage Co. and Office Appli- 
‘ances Co. It lost Parade Publica- 
tions, Mueller Macaroni and Oak- 
ite Products. 


JZ SAY, 


Productive advertising starts with a pro- on top of the list. Want sales results from 
. . and Sioux City’s your advertising? . . . Then be sure your 
\ Billion-Dollar Siouxland Market is right schedule includes Sioux City, lowa. 


LOOK WHAT'S HAPPENING IN SIOUX CITY, /,/, 


wi WTIVESTOCK 
RECEIPTS “‘& 


= Calkins & Holden merged last 
Aug. 1 with Seklemian & North, 
a four-year-old agency billing 
“about $4,000,000.” Seklemian 
brought 25 accounts along, includ- 
ing a number of Japanese adver- 
\tisers, retail promotion clients like 
Arrow shirts, Palm Beach clothes, 
Royal McBee’s portable typewriter, 
|Simmons mattresses and Sperry- 
| Hutchinson green stamps. 

A reported merger between 
Calkins and Burke Dowling Adams 
|fell through later last year and 
| M.E. (Mike) Carlock, vice-chair- 


. » year 1958 compared to 1957 


age of metropolitan Sioux City; 94% cov- 
erage of the 4 adjacent counties; 76% 
coverage of the 12 county primary market 
and dominant coverage of the entire 49 
county Siouxland area. 


When it comes to selling Siouxland’s 
833,600 people with their $1,208,310,000 
effective buying income . . . Nothing does 
it like the Sioux City daily newspapers! 
Sioux City’s dailies give you 100% cover- 


td 


The Sioux City Journal ABER 
_ JOURNAL-TRIBUNE —s 


maximum sales 
Le 3 a : 
MORNING EVENING SUNDAY Ste 


NATIONAL REPRESENTATIVES—JANN & KELLEY, INC. 
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* DAILY 162,449 
SUNDAY 105,300 


Member of {> Audit Dec. 32, 1967 


The Worcester ~- 


TELEGRAM ano GAZETTE 


WORCESTER, MASSACHUSETTS 
MOLONEY, REGAN & SCHMITT, Inc. 


Notional Representatives 
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man of C&H, who had favored 
the merger, resigned and moved 
to Adams as board chairman. A 
later merger report involving Ed- 
ward H. Weiss & Co. was denied, 
but in January, this year, C&H 
merged with Fletcher D. Rich- 
ards, creating a shop with com- 
bined billings of $30,000,000. 

Jack van Urk resigned as exec 
vp in December to open his own 
consulting company, and last 
month Edmund F. Johnstone, for- 
merly partner and exec vp of 
Dowd, Redfield & Johnstone, 
joined C&H as vice-chairman. 
Agency billings were invested as 
follows: 30% in newspapers, 25% 
in magazines, 6% in supplements, 
20% in radio and television, 13% 
in outdoor and 6% in business pa- 
pers. The agency employs 120 per- 
sons in four offices. 


Doherty, Clifford, Steers & 
Shenfield, New York, billed $23,- 
200,000 in 1958, compared with 
$20,800,000 in 1957. 


The agency added Ciba Pharma- 
ceutical Products (non-prescrip- 
tion products), Eastman Chem- 
ical subsidiary of Eastman Kodak, 
Roche Laboratories’ division of 
Hoffman-La Roche, new products 
of the Salada-Junket division of 
Salada-Shirriff-Horsey, C. F. 
Mueller’s $500,000 macaroni ac- 
count, Noxzema shave creams, 
Standard-Triumph’s $750,000 ac- 
count, and Calvert Distillers’ Ca- 
nadian Ten. The agency reported 
no account losses. 

Doherty invested 57.2% of its 
billings in radio and _ television 
and 42.8% in all other media. It 
employs 231 persons in two of- 
fices and it expects 1959 volume 
to increase by 10%. 


W. B. Doner & Co., Detroit, 
billed $18,600,000 in 1958. In 1957, 
Doner billed $10,800,000. Last Oc- 
tober Doner merged with Peck 
Advertising, New York, which 
billed $6,500,000 in 1957. As a 
result of the combination, Peck’s 
New York office became known as 
Doner & Peck, while the Doner 
offices in Detroit, Chicago, Mil- 
waukee, Baltimore and Philadel- 
phia continued as Doner & Co. 

The agency reported the follow- 
ing account acquisitions last year: 
Penn Fruit Co. (radio and tv), 
Universal Canning’s Tippie dog 
food, Wilen wines, C. F. Simonin 
& Sons (Yolanda oil), Venice 
Maid Co. (Italian food specialties), 
Station WBAL, Baltimore, Sears, 
Roebuck (Baltimore division—ra- 
dio and tv), Caled Products (dry 
cleaning equipment), Gordon Bak- 
ing, Clinton Engines and Bronte 
champagne and wines. An account 
loss was Turtle-Wax-Plastone Co., 
car and household wax maker, 
billing about $200,000. 

Early last year, Doner opened a 
Philadelphia office with Murray 
Firestone, formerly with Ralph A. 
Hart Advertising, as exec vp in 
charge. Following the merger, 
Doner had six offices. Another 
result of the merger was the 
appointment of Harry Peck as 
chairman of the combined agency; 
the naming of Sidney Garfield 
(Peck) as president and chief 
executive officer; and the election 
of W. B. Doner as treasurer of 
Doner & Peck. Marvin H. Frank, 
previously head of Doner’s Chicago 
and Milwaukee operations, was 
named secretary. James C. Mc- 
Donough, formerly with Erwin 
Wasey, Ruthrauff & Ryan, joined 
the agency last fall as vp and 
creative director, a new post. 

Billings were invested as fol- 
lows: 10% in newspapers, 3% in 
magazines, 50% in_ television, 
30% in radio, 2% in business 
papers, 2% in outdoor and 2% in 
transit advertising. The agency 
employs 182 persons in its six 
offices. It expects volume to gain 


about 10% this year. 


Doremus & Co., New York, 
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reaches the MOTIVAGE!* 


* The MOTIVAGE (between 13 and 20) is the age when girls are approaching womanhood and are most strongly motivated to 
express their individual tastes while acquiring lifetime buying habits. Any parent of a teen-age girl knows this. There are 8 4 
million of these girls in America today. With over $4 billion of their own money to spend, they’re a market that has come 
of age in a great big way. Every year more than a million girls reach the MOTIVAGE and become part of the big, booming 
Teen Market. Naturally, they read SEVENTEEN — the magazine that reaches 3 out of 4 girls in this market within 3 issues. 

Why are teen-age girls so devoted to SEVENTEEN? Because SEVENTEEN is devoted to them — EXCLUSIVELY. 
No other magazine gives them such complete understanding and so much friendly guidance. Perhaps that’s why 
no other advertising has such impact and influence as the messages appearing in SEVENTEEN. 


when she 
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it’s easier to START a habit than to STOP one! 


a SEVENTEEN MAGAZINE, 488 Madison Avenue, New York 22 « PLaza 9-8100 


DOUBLE EXPOSURE FOR YOUR ADVERTISING: SEVENTEEN.-at-School— only magazine of its kind— offers your educational materials to high school home 


economics teachers. SEVENTEEN Magazine carries your advertising into their classrooms. Ask us about it! 
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......-the case against armchair advertising . 
| 


Sell em where they LJ 


There’s a lively realism to on-the-spot news 
reports, crackling over the wires from Berlin, 
Havana or Moscow, that no armchair feature 
story can match. 


You can ditto that for on-the-spot adver- 
tising...whether you sell tractors to Brazil- 
ians, toothpaste to Moslems or soft drinks to 
New Yorkers. 


The ad that’s based on on-the-spot facts 
convinces best. And facts often differ as much 
‘between Dallas and Detroit as they do be- 
tween Rio and Singapore! 


At Grant we call this the “Sell ’em where 


they live” principle of advertising. And we 
work hard to make it work. 


That’s why Grant maintains forty-one 
offices in major markets around the world— 
nine in the United States alone. 


It’s why we prepare advertising in fifty- 
five languages and dialects. And why Grant 
people log almost a million miles of air travel 
per year... getting the on-the-spot facts that 
make advertising more effective. 


All over the U.S., all over the world, Grant 
“sells "em where they live”. Perhaps we can 
sell them something for you? 
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Grant Advertising, Inc. 


CHICAGO BELO HORIZONTE HONG KONG MONTREAL 
DALLAS BOMBAY JOHANNESBURG NASSAU 
DETROIT BUENOS AIRES KARACHI NEW DELHI 
HOLLYWOOD BULAWAYO LIMA Sg ly Se 
MIAMI CALCUTTA LONDON RIO DE JANEIRO 
NEW YORK CAPE TOWN MADRAS SALISBURY 

SAN FRANCISCO CARACAS MANILA SANTIAGO 
SEATTLE COLOMBO MEXICO CITY SAO PAULO 
TAMPA DURBAN MONTERREY SINGAPORE 
BANGKOK HAVANA 
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1958, which was the figure it 
reported for 1957. There were no 
major account gains or losses dur- 
ing the year. Doremus put 60% of 
its billings into newspapers; 20% 
into magazines; 10% into radio 
and television and 10% into busi- 
ness publications. The agency em- 
ploys 195 persons in five offices. 
It expects 1959 business to “show 
a healthy increase.” 


hen yeu advertise in The Financial Post, you 
advertise selectively and effectively. You ad- 
vertise econemically because your message 
goes where you want it te ge . . . without wastage 

. where it counts. Yeu reach, influence and sell 
Canada’s biggest buyers. 


Dowd, Redfield & Johnstone 
Inc., New York, billed $12,000,000 
in 1958 as compared with $14,500,- 
000 in 1957. 

The agency gained Alitalia Air- 
lines, Gillette (new products), 
Lanvin Parfums and United Shoe 
Machinery. The Mission soft drink 
account, which left the agency 
last May 1, returned to Dowd on 
Oct. 1. The agency lost S. W. Far- 
ber (utensils), Andrea Radio and 
Revlon’s Silicaire, Sun Bath, Baby 
Silicaire, High Gloss and Thin- 


481 University Avenue, Toronte 2 
1242 Peel Street, Montreal 2 


The Financial Post 


Canada's foremost business newspaper 
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...and nothing builds AWHERENESS like the Yellow Pages 


Whatever you sell, wherever it’s sold, nothing 
directs prospects your way like AWHERENESS! 
And nothing builds AWHERENESS like the 
Yellow Pages—the buyers’ guide that tells your 
prospects where to find your product or service. 
For the manufacturer of brand-name products, 


Trade Mark Service in the Yellow Pages makes 


prospects aware of his local outlets. For the 
local business man, Yellow Pages advertising 
makes the community aware of the products 
and services he offers. 

The Yellow Pages man will help plan an 
AWHERENESS sales program for your needs. 
Call him at your Bell Telephone Business Office. 


/1958—a record high for this agen- 


Advertising Age, February 23, 1959 


Down. It resigned Grove Labora- 
tories. 

In December, Edmund F. John- 
stone resigned as exec vp of the 
agency and later joined Calkins 
& Holden as vice-chairman. Phyl- 
lis Cunnyngham, drug _ division 
group head, moved to Kastor, Hil- 
ton, Chesley & Clifford in October. 

Dowd billings were invested as 
follows: 36% in newspapers, 15% 
in magazines, 32% in radio and 
television, 5% in business publica- 
tions, 2% in transit advertising 
and 10% in mechanical and film 
production. Dowd employs 110 
persons in two offices. It expects 
a 10% increase in 1959 volume. 


Ellington & Co., New York, 
billed $14,000,000 in 1958 as com- 
pared with $15,100,000 in 1957. 
The agency attributed the decline 
“to decreased budgets in several 
instances.” 

Ellington added Cabin Crafts’ 
floor covering division; Pharmaco’s 
Control 24 cold tablets, Inhiston, 
Imra, Saraka and Surgi-Cream, 
Kruger Brewing’s Holsten lager 
beer, the magazine portion of Cun- 
ard Line and Stroehmann Baking 
Co. It lost American Standard’s 
air conditioning division. The 
agency notified about 12 top- 
bracket executives of “temporary 
cuts” in salaries during the last 
quarter of ’58 to “offset rising 
costs in the last quarter and to 
protect its contribution to the 
employe pension fund.” Ellington 
employs 170 persons in two offices. 
It expects a 10% gain in 1959 
volume. 
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Fitzgerald Advertising Agency, 
New Orleans, billed an estimated 
$12,000,000 in 1958, compared with 
$14,000,000 in 1957. 

The agency added Brown Velvet 
Dairy Products in January, 1958, 
then in June, August and Septem- 
ber gained Crossett Chemical Co., 
National Bank of Commerce (New 
Orleans), Fant Milling Co., Glad- 
iola Biscuit Co. and Crossett Lum- 
ber Co. It lost Wembly Inc. 
(neckwear) and resigned the Pio- 
neer Flower Co. Fitzgerald invests 
an estimated 60% of its billings in 
radio and television. The agency 
employs 110 persons in two offices 
(a Dallas office was opened last 
July). 
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Albert Frank-Guenther Law 
Inc., New York, billed $16,121,981, 
including $2,855,722 in capitalized 
fees, in 1958. The comparable fig- 
ures in 1957 were $14,830,100 and 
$1,826,766. The agency gained the 
First National City Bank (travel- 
ers’ checks), One William Street 
Fund and Paine, Webber, Jackson 
& Curtis. It lost West Penn 
Electric System, an account billing 
about $500,000, effective last Jan. 
1. Frank J. Reynolds, president of 
the agency, died last February 
and was succeeded by Howard W. 
Calkins, who also continued as 
board chairman. Albert Frank em- 
ploys 199 persons in six offices 
and expects its 1959 volume to ad- 
vance 10%. 


L. W. Frohlich & Co., New York, 
billed an estimated $15,000,000 in 


cy, which specializes in ethical 
drug advertising. The agency’s 
1957 billings were underestimated 
last year at $10,500,000; the ac- 
tual total was closer to $12,500,- 
000. 

A substantial part of the in- 
creased billings resulted from ad- 
ditional business from old clients. 
Foreign business, now conducted 
in offices in Frankfurt, London 
and Mexico City and via affiliated 
agencies throughout the world, 
increased 80% last year. The agen- 
cy has established a unique mar- 
ket research service covering pre- 
scription drug sales in Central 
Europe. 

During the year Johnson & 
Johnson assigned Liquiprin and 
other new products to the agency 
and Helena Rubenstein Inc. ap-~ 
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How to ring 6,000,000 doorbells § 


Ring the nearly 6,000,000 doorbells of First 
3’s reader families as the vital first step in 
ringing up new sales records in the 3 top 
markets of New York, Chicago and Phila- 
delphia—where the pre-selling of millions of 
heavy-spending customers through advertis- 
ing combines with the mass sales volume of 
giant self-service super markets to account 


THE GROUP WITH THE SUNDAY PUNCH 


ROTOGRAVURE ¢ COLORGRAVURE 


for nearly 1/5 of all U.S. Food and Grocery 
product sales. 

in these concentrated, most profitable mar- 
kets where the family coverage of General 
Magazines, Syndicated Sunday Supple- 
ments, Radio and TV thins out, there is no 
substitute for FIRST 3 MARKETS’ dominant 
62% coverage of all families. 


Further, in 264 Industrial North and East 
counties—where 27% of total U.S. families 
consume over 29% of the nation’s grocery 
product purchases—FIRST 3 MARKETS 
GROUP delivers an audience of 51% of all 
families. 

To make your advertising sell more where 
more is sold... it's FIRST 3 FIRST! 


New York Sunday News Coloroto Magazine 
Chicago Sunday Tribune Magazine 


Philadelphia Sunday Inquirer ‘‘Today’’ Magazine 


New York 17, N.Y., News Building, 220 East 42nd Street, MUrray Hill 7-4894 » Cuicago 11, Ill., Tribune Tower, SUperior 7-0043 » Saw FRANCISCO 4, Calif., 155 Montgomery Street, GArtield 1-7946 « Los ANGELES 5, Calif., 3460 Wilshire Boulevard, DUnkirk 5-3557 
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RETAIL SALES? 


|pointed the agency to handle con- | 
sumer and medical-advertising of 
\its hormone cream products; no 
accounts were lost. The agency 
employs 350 people—50 in the 
three foreign offices—and expects 


Advertising Age, February 23, 1959 


In the merger Charles E. Clag- 
gett became president of the com- 
bined agency, Elmer G. Marshutz 
chairman, John A. H. Rehm, pres- 
ident of P&P, vice-chairman of 
the board of Gardner and chief 


1959 to show “further gains.” executive officer in the New York 


office. William F. James, account 
Gardner Advertising Co. and executive on Great Atlantic & Pa- 
Paris & Peart. These agencies are cific Tea Co., moved up to exec vp 
reported in this bracket for the of P&P earlier. The Gardner board 
last time. Their combined billing was enlarged to nine members, 
|is around $33,300,000. Gardner with the election of David P. Fer- 
Advertising Co. billed $23,100,000 | yiss and Warren Kratky, both vps 
jin 1958, up from $22,000,000 in| and account supervisors. 
| 1957. Paris & Peart billed $10,- 
| 200,000, down from its 1957 bill- 
lings of $10,800,000. The merger 
| was one of the largest of the year. 
In 1958, Gardner added Arel 


‘946 million in Georgias money helt 


Cash registers are ringing up sales at the rate of $946 
million in the Augusta-Columbus-Macon trading 
area. Penetrate this 60-county market with this 3 
paper combination buy that gives you savings to 
10% on each ten thousand lines. 


The media billings breakdown 
is presented here for both agen- 
cies and the combined agency: 


For impact in the Peach State, it’s Atlanta plus 


Seana Sr 


Gardner P&P Total 


i 


ue 


| Inc., Downtown in St. Louis, Gold- | newspapers 104% 25.1% 148% 
| farb Arcadian Gardens, Grove magazines 21.6% 262% 22.8% 
Laboratories’ No-Doz, Charles Gul-  ovtdoor 52% 16% 42% 


den Inc., Lucky Tiger, National radio 148% 168% 153% 
AUGUSTA Chronicle and Herald |Car Rental System, Purchasers’ television tpg 12.0% 31.7% 
COLUMBUS Ledger and Enquirer Insurance Plan and Romanoff production 9.0% 13.9% oo 
MACON Telegraph and News Caviar Co. Paris & Peart lost Re- other = 2.8% ; 


Dan Packing Co.’s Cadet dog food, 
Joe Lowe Corp. (Popsicle), and 
Woman’s Day. 


The agency has 365 employes, 
250 in St. Louis (which will con- 
tinue to be headquarters) and 115 
in two New York offices. It is 
estimated that volume for the 
combined agency will be 7% high- 
er in 1959. 


a Represented Nationally by THE BRANHAM COMPANY 


Geyer Advertising (which 
merged with Morey, Humm & 


| billl ll 

large billing or small... 

| Warwick and became Geyer, Mor- 
| 


you can afford ey & Ballard on Jan. 1, 1959), 


New York, billed an_ estimated 
$21,100,000 in 1958. In 1957 Gey- 
er Advertising billed $19,000,000. 

The agency last year gained In- 
ternational Swimming Pool Corp. 
and Inland Homes Corp. No major 
accounts were lost. 

Last April, Emerson Foote left 
the agency after seven months as 
board chairman and returned to 
McCann-Erickson. B. B. (Pat) 
Geyer, founder of the agency, 
took over as chairman. 

The new Geyer, Morey, Madden 


only the best. 
sarra’s permanent 
staffs of creative 
visual experts 
give you and your 
clients assurance 

& Ballard shop, an operation bill- 


of top quality in ° ing about $30,000,000, is headed 
television commercials by M-. Geyer, Sylvester Maevey, 


d h ] “ Edward D. Madden and Sam Bai- 
lard. 
“Il p otograp LUC Geyer invested about 40% of its 
billings in radio and _ television, 
U ustrations. 35 or 40% in newspapers and the 
remainder in magazines. The 
agency employs 293 persons in 
three offices. ; 
N. W. Ayer & Son, Inc. ") 
Cockfield, Brown & Company Limited 
Foote, Cone & Belding 


a cross section of some of our current customers— 


J. Walter Thompson Company 
Kelly, Nason, Incorporated 


Gray & Rogers, Philadelphia 4 
Leo Burnett Company, Inc. 


billed $12,750,000 in 1958, as com- 


Lake-Spiro-Shurman, Inc. Ried! and Freede, Inc. | pared with a figure of $12,046,000 
Young & Rubicam, Inc. Compton Advertising, Inc. ‘in 1957. In the —~ — is- ; 
Earle Ludgin & Company Cohen & Aleshire, Inc. sue a year ago, Gray ogers re- ; 
Benton & Bowles, Inc. Needham, Louis and Brorby, Inc. hg nace gets = oa a A 
Fletcher D. Richards, Inc. Henderson Advertising Agency, Inc. ane a nt as th 1068. the pr so _ 
Ketchum, MacLeod & Grove, Inc. Tatham-Laird, Inc. cy added the R & IE division of } I 
Campbell-Mithun, Incorporated Roliman Advertising Agency, Inc. I-T-E Circuit Breaker Co., Wil-  . { 
Donahue & Coe, Inc. Lennen & Newell, Inc. colator Corp., Fidelity Union Trust 4 
Kenyon & Eckhardt, Inc. Torobin Advertising Limited Co. (Newark), S. L. Allen Co., 

Reach, McClinton & Co., Inc. H. W. Kastor & Sons Advertising Co., Inc. American Institute of Laundering iy 
Gardner Advertising Co. Fitzgerald Advertising Agency, Inc. (public relations and publicity), A: 
Hill & Knowlton, Inc. MacFarland, Aveyard & Company TV Guide, G.E. Laboratories, Hey- oe 
Dancer-Fitzgerald-Sample, Inc. Erwin Wasey, Ruthrauff & Ryan, Inc. er Industries, the Gabriel Co. and % 


Scheidt Brewing Co. The agency 
reported the loss of one major ac- 
count, Amchem Products. Gray & 
Rogers, with 14 partners, all ac- 
tive, employs 158 persons in two ‘ 
offices. It expects 1959 billings : : 
will be $13,350,000. ’ 


Bonsib, Inc. 

Mumm, Mullay and Nichols, Inc. 
McCann-Erickson, Incorporated 
Ogilvy, Benson & Mather, Inc. 
Prince & Company, Inc. 


"SAR RA 


Specialists in Visual Selling 


F. H. Hayhurst Co. Limited 

Sullivan, Stauffer, Colwell & Bayles, Inc. 
The Ralph Allum Company, Inc. 

Kudner Agency, Inc. 

McKim Advertising Limited 

Don Kemper Company, Inc. 


| 

" 

| Griswold-Eshleman Co., Cleve- : 

land, billed about $10,050,000 in } i 

1958, as compared with $10,551,- 4 

u 

cy 

j 


000 in 1957. The 1957 figure has 4 
been revised from the $10,200,000 { 
total given by the agency at this Bd 
time last year. ” 


The agency added Lamson & 
Sessions Co., American Manganese WN 
Steel division, American Brake ae 
Shoe Co., Master Builders Co. and 4 
Malta Mfg. Co. It lost National- 3 | 
Standard Co. and Perfection In- a i 


NEW YORK: 200 East 56th Street +» CHICAGO: 16 East Ontario Street 


| dustries. f 

New clients added “something fi 
over $1,000,000 on an annual ba- 
sis.” The decline in over-all vol- 
ume last year was attributed to 
the recession, which caused reduc- 
tions among “many of the appro- 


TELEVISION COMMERCIALS - PHOTOGRAPHIC ILLUSTRATION - MOTION PICTURES - SOUND SLIDE FILMS 
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That’s what the new generation means. Business. 
Business in the way they buy. New business for the 
advertisers who sell them. And that’s the best business 
—business that builds new customers from new 
markets—like the boy market—new, big, loaded 

with prospects. It’s the biggest market in America 
today and BOYS’ LIFE is the business end of it. 


BOYS LIFE 1,815,972 ic 


The Magazine That Reaches The NEW GENERATION Published By The Boy Scouts of America 
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VIDEOTAPE 


Dynamic new dimension in TV advertising 


AMPEX 


CORPORATION 


PROFESSIONAL PRODUCTS DIVISION 


"Tm AMPEX CORP REOWOOD CITY. CALIFORNIA 


priations which we administer.” 
In October, the agency affiliated 
with Willis Advertising, Toronto, 
to serve clients with Canadian 
markets. 

Top personnel change in 1958 
was the election in March of Jon- 
athan F. Davis, previously secre- 
tary-treasurer, to board chairman 
of the agency. Kenneth W. Akers, 
former chairman, was named hon- 
orary chairman. Mr. Davis con- 
tinued as treasurer while Louis F. 
Ruf, previously office manager, 
moved up to secretary. T. R. Mer- 
edith, market development direc- 
tor, resigned to join Batten, Bar- 
ton, Durstine & Osborn, New York, 
as media supervisor on Du Pont. 
The agency employs 95 persons in 


one office. It expects that 1959 | 


volume “might be 10% ahead” of 
1958. 


Guild, Bascom & Bonfigli, San 
Francisco, is another newcomer to 
the $10,000,000-and-up ranks, 
having billed $10,227,515 in 1958, 
including $100,933 in capitalized 
fees. The agency reported a total of 
$8,143,815 in 1957, including $128,- 
593 in capitalized fees. 

Guild added Rival Packing Co., 
worth $1,000,000-plus in billing. It 
lost Breast O’Chicken Tuna, be- 
lie ed to have been spending at 
the rate of $400,000 recently. In 
September the agency added Rich- 
ard D. Crisp, who headed a Chi- 
cago consulting company, as 
director of marketing. The move 
gave Guild a Chicago office. 


-.- LIKE CALIFORNIA WITHOUT 
THE BILLION-DOLLAR 


VALLEY OF THE BEES 


V Actually, total effective buying income of more than $2.9 billion 
¥ More effective buying income than Maine, Vermont and 


New Hampshire 


Vv Not covered by San Francisco and Los Angeles newspapers 


Newspapers from the salty ocean borders just don’t get home 
to the folks in California’s lush inland valley. Your printed 
message gets home to them most effectively in the three Bees. 


That’s where your message belongs. 


Data source: Sales Management’s 1958 Copyrighted Survey 


MCCLATCHY NEWSPAPERS . 


National Representatives... O’Mara & Ormsbee 


e@ THE MODESTO BEE 
e THE FRESNO BEE 


> 3h —- 

sy Me > 

| By 
{ 

+ \ ~o , ] 

fi ad 

by » —— 

ms 


McClatchy gives national advertisers three types of discounts . . . bulk, frequency and a combined bulk-trequency. Chock d°Mara & Or-msbes for detal's. 


Advertising Age, February 23, 1959 


The agency invested billings as 
follows: 8% in newspapers, 4% in 
magazines, 21% in radio, 61% in 
television, 4% in outdoor, 1% in 
business papers and 1% in transit 
advertising. Guild employs 88 per- 
sons in five offices. It expects a 
15% advance in 1959 volume. 


Lawrence C. Gumbinner Adver- 
tising, New York, billed $17,800,- 
000 in 1958, as compared with an 
even $12,000,000 in 1957. The agen- 
cy gained Famous Artists Schools, 
Gray Mfg. Co. and Whitehall Lab- 
oratories (Neet and other prod- 
ucts being tested). Gumbinner re- 
ported no account loss. Last fall 
Julian P. Brodie left Lewin, Wil- 
liams & Saylor to join Gumbinner 
as vp. Shortly after, the Gray Mfg. 
Co. (Audograph dictating equip- 
ment and Phonoaudograph tele- 
phone dictation systems) switched 
from Lewin to Gumbinner. The 
agency’s billings went into media 
this way: 29% into newspapers, 
39% into magazines, supplements 
and business papers, 30% into ra- 
'dio and television and 2% into 


|other media. Gumbinner employs 


135 persons in one office. It ex- 
pects a “considerable” increase in 
volume in 1959. 


Henri, Hurst & McDonald, Chi- 
cago, billed $12,000,000 in 1958, the 
same as in 1957. 

Last March the agency opened 
an office in Toronto, operating un- 
der the name of Henri, Burley & 
McDonald. Domestically Henri, 
Hurst added Fairbanks, Morse, lost 
Ready-to-Bake Foods and Mercury 
Records and resigned several small 
accounts. Media breakdown was: 
newspapers 13%, general and farm 
magazines 44%, business papers 
14%, outdoor and transit 1%, ra- 
dio and television 15%, point of 
sale 5% and “other” (including 
production) 8%. The agency em- 
ploys 100 persons and expects bill- 
ings to rise 10% in 1959. 


Honig-Cooper, Harrington & 
Miner, San Francisco, billed $13,- 
700,000, including $300,000 in cap- 
italized fees in 1958. The revised 
1957 total was $9,800,000, includ- 
ing $200,000 in capitalized fees. 
Last year at this time, the agency 
reported 1957 billings at $10,075,- 
000. 

Honig acquired the Bank of 
California, Squirt, Western Pacific 
R.R., Farmer’s Insurance Group, 
Schuckl & Co.’s Rancho Soup Co. 
and Sunnyvale Packing, and Wool- 
ite Inc. The latter account moved 
out after six months and the agen- 
cy also lost Star-Kist tuna, billing 
about $1,500,000. 

In March, Honig acquired the 
Dan B. Miner Co., Los Angeles, 
and added about $4,000,000 in 
billings. John C. Morse, president 
of Miner, became senior vp and 
head of southern California opera- 
tions for Honig. In April, James 
Andrews and Sherman Slade, two 
West Coast executives of Cunning- 
ham & Walsh, joined Honig- 
Cooper; the former as marketing 
director, the latter as manager of 
the Los Angeles office. In May, 
Hugh A. Smith, Seattle marketing 
and pr consultant company, be- 
came an affiliate of the Honig- 
Cooper Seattle office. 

In July, Eugene I. Harrington 
resigned as president of Fletcher 
D. Richards Inc., New York, to 
join Honig-Cooper as board chair- 
man. The agency then became 
Honig-Cooper, Harrington & Min- 
er. Four accounts and four execu- 
tives followed Mr. Harrington out 
of Richards. The accounts were 
the Bank of California, Squirt, 
Western Pacific R.R. and Woolite 
|(which subsequently moved to 
|Charles W. Hoyt Co.). 
| Honig-Cooper put 28% of its 
| billings into newspapers, 10% into 
magazines, 1% into supplements, 
| 8% into radio, 45% into television, 
| 2% into outdoor, 2% into business 
| papers, 1% into farm publications, 
11% into transit advertising and 
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y Newsweek had more new 


q advertisers in 1958 than 


qi any other newsweekly. 


Ask your agency why 
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Wy The different newsweekly 
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for communicative people 
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N 


next time 
you move 


your 
DISPLAYS 
and 
EXHIBITS 


call 


How to get more business right now: 


The safest 


COAST TO COAST 


LONG DISTANCE MOVING 
Courteous, dependable drivers 


expert, careful handling 

“on time” deliveries 
over 500 Agents — 
all principal cities 


Ska gheT 
Sees Cee eas 


distance —ieeen — 
between =— 
two points — 


In the West 


||Rand International 


2% into other media. The agency 
employs 147 persons in three of- 
fices. It expects a 13% jump in 
1959 volume. 


Bryan Houston Inc., New York, 
billed $18,146,694 in 1958, com- 
pared with $14,300,000 in 1957. 
Last year the agency had $993,800 
in capitalized fees as against 
$200,000 in 1957. 

During the year it added Sim- 
plicity Pattern Co., Remington 
(Rollectric 
shaver, FourMost Electric shaver 
and Princess Electric shaver), 
Whitehall Laboratories’ Soothol 
antacid wafers and E. C. DeWitt 
Co.’s Manzan. 

When the Houston agency was 
launched in 1954, Colgate-Palmol- 
ive accounted for 80% of its bill- 
ings. Last year saw the end of this 
client relationship. In June, Col- 
gate switched its $4,000,000 Ajax 
account to McCann-Erickson and 


a month later Houston resigned 
the last pieces of Colgate: the $2,- 
000,000 Cashmere Bouquet ac- 
count and “The Big Payoff” 
(CBS-TV). In July, Houston an- 
nounced that less than 5% of its 
58 billings would be Colgate 
money. Its biggest accounts now 
are Whitehall Pharmacal and Nes- 
cafe. 

The agency produced a 450- 
page reference work called “Major 
Coverage Study of Media & Mar- 
kets” in 1958. It offered market in- 
formation and coverage data for 
newspapers, Sunday supplements, 
magazines, radio and television in 
700 cities. 

Houston's billings were invested 
as follows: 20.1% in newspapers, 
8.2% in magazines, 3.9% in radio, 
60.1% in television, 1% in out- 


door and 6.5% 
The agency employs 140 persons 
in one office. It expects 1959 


volume to go up 15% 


“Me not call on the purchasing agent? 
I gotta eat, don’t I?” 


Even the least experienced industrial salesmen 
quickly learn that they have to call on the P.A. 


And the “pros” have known it for years! 


Your advertising must constantly support 


both the “freshman” and the “pro” by 


regularly calling on the purchasing agent just 
as they do. It’s the P.A. who decides what 
share of the business you get, if any at all! 


PurCHASING Magazine is the ONE magazine 
the P.A. reads thoroughly — because it’s the 
ONLY magazine edited completely to his 
informational needs. The editorial material 
in PurcHASING tells the P.A. HOW to buy 


—the ads help him decide WHAT to buy. 
See this spelled out in our new slide film, 
“You and the Purchasing Revolution.” 


oye | 


the methods and news magazine for industrial buyers 
205 East 42nd Street, New York 17, New York 


IN 8) 

This year some 625 advertisers are using 
PurcHastne Magazine to keep purchasing 
agents informed about their products. 

No other magazine in the field comes 
even close to this record. 


PURCHASING MAGAZINE 


A CONOVER-MAST PUBLICATION 


<<a 


Advertising Age, February 23, 1959 


Kastor, Hilton, Chesley, Clif- 
ford & Atherton, New York, 
| billed $10,950,000 in 1958, com- 
pared with $8,900,000 in 1957. 
Last year, the agency reported 
|$450,000 in capitalized fees; in 
| 1957 the figure was $650,000. 
| Kastor, Hilton added the fol- 
lowing accounts in 1958: Ameri- 
can Molasses Co., Amstel Ameri- 
|ean Corp., Chr. Bjelland & Co., 
H. C. Brill Co., Minute Maid 
Corp.’s Snow Crop division, Hum- 
phreys Medicine Co., National Se- 
lected Products, Seabrook Farms, 
|Cox’s fruits and vegetables in the 
Snow Crop division, Stop & Save 
Trading Stamp Corp., New York 
Journal American, The American 
Weekly and Thayer Laboratories 
(both beginning Jan. 1, i959), 
Vermouth Industries of America, 


in other media.| Democratic State Committee of 


|New York, Democratic State Com- 
mittee of New Jersey, Democratic 
State Committee of Pennsylvania, 
Smith Bros’. Smoker’s Drops and 
A. S. Harrison Co. (Preen wax). 
The agency lost Lanolin Plus, a 
$2,000,000 account, to Erwin Was- 
ey, Ruthrauff & Ryan, and re- 
signed the new products division 
of the Bon Ami Co. when Weiss 
& Geller 


was named to hand'e 
other Bon Ami business. 
Last June 1, Kastor, Farrell, 


Chesley & Clifford merged with 
Hilton & Riggio to form Kastor, 
Hilton, Chesley & Clifford. The 
billings of Hilton & Riggio are re- 
flected in the gain reported by 
Kastor in 1958 (plus about $1,- 
500,000 in political billing for 
senatorial and gubernatorial elec- 
tions). Last December, Kastor, 
Hilton merged with Atherton & 
Currier, and on Jan. 1, 1959, the 
agency became Kastor, Hilton, 
Chesley, Clifford & Atherton. The 
merger with Hilton was expected 
to make Kastor a_ $15,000,000 
agency and the Atherton merger 
added about $3,000,000 to that to- 
tal. Billings were invested as fol- 
lows: 23% in newspapers, 5% in 
magazines, 3% in supplements, 
20% in radio, 45% in television, 
1% in outdoor, 1% in business 
papers, 1% in farm publications 
and 1% in transit advertising. 
The agency employs 110 persons 
in two offices. It expects 1959 vol- 
ume to advance 35%. 


Keyes, Madden & Jones (divi- 
sion of Russel M. Seeds Co.), Chi- 
cago, billed $18,371,090 in 1958, 
compared with $16,900,000 in 
1957. The agency’s 1958 total in- 
cluded $349,000 in capitalized fees. 
| Accounts gained last year were 
Congoleum-Nairn, Florists’ Tele- 
graph Delivery Assn. (billings 
|about $1,700,000), Interflora, Du- 
;on Ine., Greater Miami Federal 
Savings & Loan, Mead Johnson’s 
Bib line of fruit juices for babies, 
as well as all products in the 
Pablum division, Dr. West’s push- 
button toothpaste, Montclair Lab- 
oratories’ (division of Hoffman- 
La Roche) Pantene, a scalp and 
hair conditioner, and the Oral 
|Roberts Evangelistic Assn., a $1,- 
250,000 account (which followed 
Edward Madden to the new Geyer, 
Morey, Madden & Ballard in Feb- 
ruary, ’59). New products or 
services gained were the franchis- 
|ing-merchandising package of 
|Hopalong Cassidy, Francois Pope 
|e Son’s frozen foods and Jenk- 
ins Spirits’ Reddy Made mixed 
| drinks. Keyes, Madden lost Caruso 
Foods, Roselux Chemical Corp. 
and N. Dorman Co. 
| In December, the agency af- 
filiated with Donahue & Coe, 
agreeing to service three Donahue 
accounts from Chicago. The ac- 
counts were National Presto Indus- 
tries, Norge and York Corp. Keyes 
,absorbed about 20 people from 
|Donahue and the latter added 
about one-half of the New York 
staff of Keyes (about 12 persons), 
presumably to service part of 


Congoleum-Nairn. 

Effective Jan. 1, 1959, Howard 
Jones moved up from exec vp to 
president of Keyes, Madden, thus 
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Photo by Mansfield and Cox. Courtesy of Flower Grower, The Home Garden Magazine 


The Chemical Engineer tends a 75,000,000-acre garden 


Fertilizers, insecticides, seed and soil treating 
agents, weed killers...aids to the modern gardener 
created by the Chemical Engineer’s technology. 


The complex, multi-billion buying chemical process in- 
dustries — from drugs and dyes to plastics and fertil- 
izers — are tied together by their common dependence 
on chemical processes and techniques, similar equip- 
ment and raw material needs... and the ever-present 
chemical engineer who makes them work. He designs 
and builds the plants, develops the products and proc- 
esses and makes them pay. Naturally his voice is heard 
at every point in the buying procedure. 

You will find more than 46,000 chemical engineers 


twice as often in their own magazine — CHEMICAL 
ENGINEERING — preferred by a 3-to-l1 margin among 
chemical engineers in all functions, in all industry. 
With the new, every-other- 
monday frequency, they’re 
reading it more closely than 
ever before . . . Starch scores 
are up 11.3% for “noted” and 
28.7% for “read most”... 
and inquiries are up 15.5% 
over 1957’s monthly issues. 
CHEMICAL ENGINEERING, A 
McGraw-Hill Publication, 330 
W.42nd St., New York 36,N.Y. 


Published every other monday for Chemical Engineers in all functions @ @ 
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den, who became vice-chairman of|fices. It anticipates a 15% gain 
a new agency, Geyer, Morey, Mad-| in 1959 volume. 
den & Ballard. Harry B. Gold-| 


wouldn't advertising be wonderful 
_.. if all markets were like 


LUBBOCK: 


(TEXAS) smith moved from senior vp to} Klau-Van Pietersom-Dunlap Inc., 

| exec vp. E. Dean Landis switched | Milwaukee, billed above $10,000,- 

Seeseeeesesess essen e Population’s up | from senior vp with the agency | 000 for the first time, report- 
27.8% ... and buying to midwest operations vp for ing a total of $10,013,685 for 1958. 

LUBBOCK is rich and ready income’s up 29.2% Compton Advertising. This figure included $2,100,998 in 


(SM, May 10, 1954-1958) 


AVALANCHE- 
JOURNAL 


CIRCULATION OVER 66,000 
Representing Daily Newspapers Only 


Last November, Keyes, Madden | capitalized fees. In 1957 the agen- 
|moved to protect its client, Ra-|cy billed $9,052,949, including $1,- 
|leigh cigarets, from being triple|679,516 in fees. Originally, the 
spotted in tv ads by attaching a| agency reported 1957 billings at 

restrictive rider to all existing and $9,337,799. 

‘ecore station contracts. Keyes,| Klau added International Min- 
|Madden reported that 57% of its|eral & Chemicals Co., Pioneer Hi- 
| billings went into print media and| Bred Corn, Barley Malt Institute 
143% into broadcast. The agency | and Gehl Bros. Mfg. Co. It lost 


to spend... growing and growing... 
and easy to reach through advertising 
inthe... LUBBOCK 


WAYNE HENLY, ADV Dwector + LESTER M HORNER, Gen Ady Mgr 


Represented Nationally by TEXAS DAILY PRESS LEAGUE, INC. 


It Communicates! 


He’s too tongue-tied to say a word, but she understands 
him perfectly — even at that age. There’s a lot of this 
same warm feeling in the regard which WOODlanders 
of ail ages hold for their television station. It’s apparent. 
You never hear, “What’s on TV tonight?” You hear, 
“What's on WOOD tonight?” WOODlanders keep their 
sets tuned faithfully to WOOD-TV because it gives them 
the programs they want to see. And, with this deep sense 
of communication has developed a sense of confidence — 
in the station, its personalities and in the products they 


recommend. For this reason alone, everyone in Western 
Michigan is a WOODwatcher. For this reason, local ad- 
vertisers place 8 times more business on WOOD-TV 
than on Western Michigan’s other station. 

Give your client a valentine. Put him on WOOD-TV. 
Your Katz man will work out the details. 

WOOD-TV is first—morning, noon, night, Monday through 
Sunday November '58 ARB Grand Rapids 

WoOOD-ANM is first—morning, noon, night, Monday through 
Sunday -April '58 Pulse Grand Rapids 


eeeereeee eee eee eres eeeeeese peeve eeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeegeeeeeeeeeeeeeeeeeeeeese 


WOOD ‘Vv 


TV 
WoOODIland Center, Grand Rapids, Michigan 


WoOOD-TV - NBC Basic for Western and Central Michigan: Grand Rapids, 


MUSKEGON 
*e® GRAND RAPIDS 
+ Nee 


+ + GATTEE GREER 
KALAMAEO® 


Battie Creek, Kalamazoo, Muskegon and Lansing. WOOD - Radio - NBC. 


taking over from Edward D. Mad-|employs 117 persons in four of-| 


Advertising Age, February 23, 1959 


the Brillion Iron Works and Gid- 
dings & Lewis Mfg. Co. 


= Last June, Critchfield & Co. be- 
came the Chicago office of Klau- 
Van Pietersom-Dunlap. All 23 
Critchfield clients and 14 employes 
continued under the new arrange- 
ment. Critchfield’s 1957 billings 
amounted to $2,157,927. 

In October, L. Martin Krautter, 
formerly vp and general manager 


Sy | and television, 


of the Chicago office of Maxon 
Inc., became exec vp in the Klau 
| Chicago setup. Earlier in the year, 
| the agency named Lyle C. Ab- 
| bott to be vp in charge of its agri- 
| cultural division and Augustine C. 
Collazo, previously with A. O. 
Smith International S.A., to be 
|manager of its export division. 
The agency’s billings were in- 
vested as follows: 10.5% in news- 
papers, 70.8% in business papers 
and magazines, 13.5% in radio 
1.2% in outdoor 
land 4% in telephone directories. 
|The agency employs 137 persons 
lin two offices and it expects 1959 
volume to exceed $12,000,000. 


| Knox Reeves Advertising Inc., 
| Minneapolis, a newcomer to the 
$10,000,000-and-up bracket, billed 
$10,915,272 in 1958, including 
| $419,877 in capitalized fees. The 
| 1957 total was $9,416,599, includ- 
ing $243,356 in fees. Reeves origi- 
nally reported 1957 billings as $9,- 
403,383. 

The agency added the Minne- 
apolis Gas Co. and General Mills’ 
Puffin refrigerated biscuit and 
several new products from old cli- 
ents. The agency reported no ma- 
jor account losses. 

Billings were invested as fol- 
lows: 15.3% in newspapers, 20.8% 
in magazines, 0.9% in radio, 52.3% 
in television, 1.6% in outdoor and 
9.1% in other media. Knox Reeves 
employs 115 persons in one office. 
It expects a 10% increase in 1959 
volume. 


Lambert & Feasley, New York, 
billed $12,970,900 in 1958, as com- 
pared with $10,107,900 in 1957. 
The agency has revised its 1957 
|total, which was originally re- 
ported as $10,108,003. 

The agency added Warner- 
Lambert Pharmaceutical’s Rich- 
ard Hudnut products, DuBarry 
cosmetics, Sportsman. toiletries, 
Fizzies and New Faces facial 
|cleanser—in a move by the ad- 
vertiser to centralize its products 
at its advertising subsidiary. 

During the year, Lambert added 
James J. Flood, formerly with 
Grant Advertising, as vp and 
marketing director; Thomas F. 
Garbett, formerly with Anderson 
& Cairns, as account executive; 
Tomi Block, formerly with Danc- 
er-Fitzgerald-Sample, as copy di- 
rector; William J. McKenna Jr., 
formerly with Bryan Houston 
Inc., as creative director; and 
John Waite, last with C. J. La- 
Roche & Co., as vp and supervisor 
on cosmetic accounts. 

Lambert & Feasley put 22.7% 
of its billings into newspapers, 
20.5% into magazines, 7.7% into 
radio, 39.7% into television, 4.3% 
into outdoor and 5.1% into pro- 
duction. The agency employs 107 
persons in one office. It expects 
1959 volume to advance 25%. 


C. J. LaRoche & Co., New York, 
billed $15,000,000 in 1958, com- 
pared with $12,980,169 in 1957. 

The agency picked up Merck’s 
agricultural health products and 
late in the year added Revlon’s 
Sun Bath, Baby Silicaire and High 
Gloss. Earlier in 1958, Revlon 
moved its Satin Set out of 
LaRoche and assigned its Silken 
| Net and Aqua-Spray to the agen- 
cy. LaRoche also lost the Lane Co. 

F. Kenneth Beirn, former presi- 
dent of Ruthrauff & Ryan and 
senior vp at Erwin Wasey, Ruth- 
rauff & Ryan, was named presi- 
dent of LaRoche in January, 1958. 
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Is in total daily circulation 


The Post now leads the Houston Chronicle 7,537 in total daily circula- 
tion. The Post: 200,551; the Chronicle: 193,014. (ABC Audit Report, 
12 months ending September 30, 1958). 


I in linage gains 


Both national advertisers and retail advertisers recognize The Houston 
Post as Houston’s new leader. Last year total General Linage was up _ 
18,274 lines; total Retail Linage jumped 206,376 lines. The two other 
Houston dailies sustained losses in both total General and total Retail 
Linage. The Post has led each year in advertising linage gains since 


1953. Source: Media Records. 


I in editorial excellence 


This year The Houston Post won the coveted Community Service 
Award and three other first prizes to lead all other Texas newspapers in 
top awards in the 1958 Texas Associated Press competition. This marked 
the eighth time in 11 years that The Post has been honored for community 


service in the contest. 


Today more people read The Post daily than any other Houston 
newspaper. Today more national and local advertisers pick The 
Post than ever before. Today for top quality coverage of the 
South's largest market it pays to pick The Post. 


HE HOUSTON POST —-« 


W. P. Hobby, Chairman of the Board 


Represented Nationally by Moloney, Regan & Schmitt 
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THE HOUSTON PAST 
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FIRST PLACE 


COMMUNITY SERVICE 


CITES OVER 75,000 
TEXAS APME CONTESTS 
1958 


Oveta Culp Hobby, President 
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A Technique for Producing IDEAS 


Where do the moneymaking ideas come from—those ideas which make 
success novels, radio and television programs, moving pictures sales 
campaigns and businesses? 


_ James Webb Young, one of the highest paid idea men in the adver- 
tising business, set out to answer this question for his students at 
the University of Chicago. The result is a little book which you can 
read in an hour but will remember the rest of your life. 


_ In the simplest and clearest of language Mr. Young has succeeded 
in describing the way the mind works in all creative people. He gives 
you the formula which they consciously or unconsciously follow in 
producing ideas. He shows you how to train your mind so that idea 
production is, as he says, “as definite as the process by which motor 
cars are produced.” 


Enthusiastically endorsed by sales managers, editors, college pro- 
fessors and students, poets, advertising men, salesmen and business 
executives who have read it. Send for your copy of A TECHNIQUE FOR 
PRODUCING IDEAS now. Only $1.25 postpaid. 


ADVERTISING AGE, 200 E. ILLINOIS ST., CHICAGO 11, ILL. 


James D. Webb moved from 
president to board chairman and 
Mr. LaRoche became chairman of 
the executive committee while 
continuing as treasurer. Arthur 
White, formerly with Reddi-Wip 
Co., was named vp in charge of 
the LaRoche office in Hollywood 
last February. 

The agency put 38% of its 
|billings into radio and television, 
149% into magazines and 18% into 
|newspapers. It employs about 175 
| persons in two offices. 


Al Paul Lefton Co., Philadel- 
phia, billed $17,200,000 in 1958, 
compared with $17,000,000 in 1957. 
The agency last year gained 
|B. Manischewitz, Union News and 
the electronic data processing 
division of RCA. It lost Great 
Western Producers (wine and 
champagne), the Adam Scheidt 
Brewing Co. (Prior and Valley 
Forge beers) and TV Guide. The 
agency employs about 250 persons 
in three offices. It anticipates a 
5% gain in 1959 volume. 
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your best buy is 


THE BOSTON GLOBE 


because 


the whole Boston Market 


The Globe goes into more homes, covers all occupational groups 
and reaches into every one of the 152 cities and towns in the 


Boston Trading Area. 


HIT THE WHOLE MARKET 
Hit the class market 
Hit the mass market 


in the newspaper mgndey Boston, 


that delivers both 


Scolaro, Meeker & Scott, Inc. 


Cresmer & Woodward, Inc. 
Chicago, Detroit 


New York, San Francisco, Los Angeles 


The Leonard Co. 
Miami Beach, Florida 


Advertising Age, February 23, 1959 


James Lovick & Co., Vancouver, 
billed $13,000,000 in 1958, the 
same total it reported for 1957. 
The agency gained the Alberta 
Government Telephone Co., Schick 
(Canada) Ltd. and T. Eaton Co. It 
lost Volkswagen Canada Ltd. Lov- 
ick opened a New York office last 
June 1. 
| The agency invested billings as 
|follows: 37% in newspapers; 6% 
be magazines; 3% in supplements; 
'7% in radio; 18% in television; 
114% in outdoor and 15% in print- 
ling and production. Lovick em- 
|ploys 185 persons in ten offices. 
It expects 1959 volume to be 
about the same as last year’s. 


Marsteller, Rickard, Gebhardt 
& Reed, Chicago, billed an esti- 
jmated $10,900,000 as compared 
|with an estimated $11,000,000 in 
1957. ; 

The agency gained the Steiner 
|Co. division of American Linen 
|Supply Co., Berkshire Chemicals, 
Brown trailer division of Clark 
Equipment Co., Crow’s Hybrid 
Corn Co., De Laval Separator, 
Gulton Industries, parts of Union 
Asbestos & Rubber, and National- 
Standard Co. It resigned Niagara 
chemical division of Food Machin- 
ery & Chemical Corp. (effec- 
tive at end of the spring, 1959, 
campaign). No account losses were 
reported. 

The agency reported “many 
budget cuts’ but added that the 
new accounts, most of which be- 
gan billing in the second half of 
1958, “about offset” the cuts. Fees 
for collateral services accounted 
for about 40% of Marsteller’s bill- 
ings. The remaining 60% went 
“predominantly” into business 
publications, farm _ publications, 
magazines and rural radio and 
television. The agency employs 
/between 135 and 145 persons in 
| four offices. It expects a 5 or 10% 
{increase in 1959 billings from 
| current accounts. 


| J. M. Mathes Inc., New York, 
| billed $17,450,000 in 1958 as com- 
| pared with $20,275,000 in 1957. The 
|}agency gained Burlington Indus- 
| tries’ corporate advertising early 
|in 1958, then in September added 
{11 Burlington divisions. The agen- 
|ey won the Volkswagen account, 
| billing under $750,000, in March, 
| 1958, and resigned it last Decem- 
| ber (effective next March 31) be- 
|}cause of a “broad disagreement 

over advertising and promotion 
| policies.” Mathes got Chas. Pfizer’s 
| EEZ, an aerosol foot powder, and 
Whitehall Laboratories named it 
to handle a new, unidentified pro- 
prietary. It lost Drackett Co.’s De- 
lete and Vanish when these prod- 
ucts were sold to Drackett by the 
Judson Dunaway Corp. It also lost 
Northam Warren’s Cutex, Peggy 
Sage and Odorono, a $2,000,000 
account, after a nine-year asso- 
ciation. In mid-year, the agency 
opened a branch office in San 
Francisco. Mathes employs 192 
| persons in two offices (the Chi- 

cago office has been closed) and 
| expects 1959 volume to be “up.” 


William Douglas McAdams Inc., 
New York, billed an estimated 
| $14,500,000 in 1958, up sharply 
|from the $12,500,000 estimated for 
| 1957. 


The agency, a specialist in ethi- 
cal drug advertising, added Roche 
Laboratories division of Hoffman- 
La Roche Ine. and handled sub- 
stantially increased budgets for 
several clients. Pfizer Laboratories 
division of Chas. Pfizer & Co. was 
| dropped at the end of the year, as 
was a major portion of the Ciba 
Pharmaceutical account. 

The bulk of the agency’s bill- 
ings goes into medical journals 
and direct mail to physicians; spe- 
cial publications are also produced 
for clients. Dr. Joseph Gennis was 
appointed exec vp in March. The 
agency employs 230 people and 
looks for a 10% gain in volume 
in 1959. 
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Solve the case of the hidden facts with SURVEY SERVICE 


Let Western Union’s Survey Service with trained personnel in 
1671 offices get you today’s facts for your marketing decisions. 
Just supply your questions, sample to be surveyed, tell us where 
and when. Survey Service gathers the information for your evalua- 
tion on anything from circulation verification to consumer buying 
habits... regionally or nationally. It’ ! lete! Economical! 
egi y y. It’s fast! Complete! Eco WE STERN 
WIRE US COLLECT! We'll tell you how we can track down your UNION 
hidden facts—no obligation, of course. Address: Western Union, ; . 
Special Services Division, Dept 2-A, New York, New York. Special Services 


Division 
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ABC 
CITY ZONE 


171,168 


FIVE 
COUNTY 
POPULATION 


381,000 


100, 0 0 0 
DAILY alemaman 
Orlando Sentinel-Star 


ASK BRANHAM 


Orlando Retail Sales 
to Nov. 1: 
$240,371,000 


104 Pct. Greater 
Than Fla. Avg. 


149 Pct. Greater 


Than National Avg. 


From Sales Management 


45% 


MORNING 
SOURCES: ABC 3-31-58. SM Survey of Buying : 
5-10-58 


Power 


FAMILY COVERAGE 
Ramsey, Dakota & Washington Counties 


Dispatch Pioneer Press 
Other T. C. Dailies 


EVENING 


83.4% 


SUNDAY | 


Fy 
feu’ 


Newspapers are the TOTAL SELLING Medium 


; DISPATCH 


THE BIG ST. PAUL MARKET 
IS GROWING BIGGER -FAST 


WASHINGTON JOINS DAKOTA 


and square miles of real estate. . 
Market is growing by leaps and boundaries! 


Whether you rely on the power of black-and-white or the impact 


. ‘@: of blazing color... St. Paul belongs on your “A” schedule! 


Newspapers have audited, verified circulation % 


Advertising Age, February 23, 1959 


McKim Advertising Ltd., To-| Electric Co., both subsidiaries of|Spray Mist, lotions and deodorant 
ronto, billed an estimated $13,-| American Gas & Electric Co., and| products to Mogul. The transfers 
275,000 in 1958, as compared with | Parker-Hannifin Corp. and Cen- reportedly netted Mogul $1,800,000 
$11,250,000 in 1957. tral Soya Co. Meldrum lost F. E./ in Revlon business. 

The agency added Bristol/Brit-| Myers & Brother Co. In June,| Last fall, the agency introduced 
annia Aeroplanes, Scotch Whisky! Herbert W. Cooper, senior vp and|a new research tool to measure 
Assn., Canadian Marconi Co.,| creative director, was named exec advertising effectiveness. It was 
Junket Co., White Horse Distillers,| vp. The agency did not report on | called PSI (Product Semantic In- 
General Foods (Maxwell House! media used in 1958. It said it em- dices) and it involved question- 
regular, Baker’s chocolate prod-| ploys 120 persons in two offices | ing respondents in terms of 
ucts, Instant Sanka, Instant Post-| and estimated 1959 volume as 20% | polar opposites. 


|/um and Certo and Certo crystals).| ahead of 1958. 
|The agency lost Carling’s Black | 
Label lager, which billed between | 


® In November, Mogul merged 

Emil Mogul Co. (now Mogul, with Lewin, Williams & Saylor 
$350,000 and $600,000, Reynolds| Lewin, Williams & Saylor), New and formed Mogul, Lewin, Wil- 
Aluminum, L. E. Waterman Co.,| York, billed $11,105,000 in 1958, liams & Saylor. The merger, ef- 
Hygrade Food Products, Reckitt & | including $1,257,000 in capitalized | fective Jan. 1, 1959, was described 
Colman and the Manitoba Tourist | fees, as compared with a total of as creating a $20,000,000 agency. 
Bureau. The agency employs 244 | $10,196,000, including $2,146,000 in| Lewin, Williams & Saylor billed 
persons in four offices. capitalized fees, in 1957. $6,900,000 in 1957. It opened 1958 
The agency gained Regal Shoe,|pby losing Nestle-Lemur’s Mavis 

Meldrum & Fewsmith Ene., | billing “less than $200,000,” Ho-| and Djer-Kiss talcums and per- 
Cleveland, billed $10,486,000 in|ward Clothes and Breakstone | fumes and Omega Watch Co. It 
1958, including $4,943,723 in cap-| Products. In May, Revlon Inc.| /subsequently gained Wohl Shoe 
italized fees. In 1957, the agency| pulled Clear-O-Dan dandruff re- Co. 
reported total billings of $10,930,-|mover shampoo, Silken Net and; Julian P. Brodie, exec vp at 
000, including $4,047,724 in fees. | Aqua-Spray Mist out of Mogul | Lewin, left last fall to join Law- 
Accounts gained were portions of|and assigned them’ elsewhere. lrence C. Gumbinner Advertising. 
Ohio Power Co. and Wheeling! Revlon then assigned Satin Set, ‘He was followed there by Gray 

- Mfg. Co. In Mogul, Lewin, Wil- 
liams & Saylor, A. W. Lewin is 
chairman and Emil Mogul is presi- 
dent and chief executive. 

Emil Mogul Co.’s billings were 
invested as follows: 20.6% in 
|mewspapers, 7% in magazines, 
| 22.6% in radio, 46.4% in television, 
'0.1% in outdoor, 2.6% in business 
| papers, 0.1% in transit advertising 
jand 0.6% in point of sale. The 
agency employs 132 persons in 
one office. 


AND RAMSEY 


North Advertising Inc., Chicago, 
which merged with Alfred J. Sii- 
berstein, Bert Goldsmiih Inc. in 
December, billed a combined $15,- 


COUNTIES TO MAKE 
000,000 in 1958. In 1957, the North 


A BIG 516,500 | shop reported $11,000,000 in biil- 
MARKET ie the time of the merger, Sil- 


berstein-Goldsmith billed about 
$3,500,000. North (the name of the 
merged operation) added the 
$600,000 Pilsener Brewing Co. 

(P.O.C. beer) account, Pfaelzer 
Bros. (meat packer), Toni’s self- 
end paper permanent and Shef- 
field Watch. North lost Lanvin 
Parfums and World Wide Auto- 
mobiles. 

The merger saw Bert Goldsmith 
| become chairman of North Adver- 
tising, with all North officers re- 
taining their positions. Walter M. 
|Heyman Jr., previously with Foote, 
|\Cone & Belding, joined North 
|early last year as sales develop- 
ment director. 

The agency put 6% of its bill- 
ings into newspapers; 15% into 
magazines; 9% into supplements; 
2% into radio; 61% into television; 
1% into outdoor; 2% into busi- 
ness papers; 2% into farm publi- 
cations; 1% into transit advertis- 
ing, and 1% into point of sale. 
North employs 145 persons in 
three offices. It expects 1959 vol- 
ume to be up 10% 


AND | NEWSPAPER 
OFFERS 
UNCHALLENGED 
BLANKET COVERAGE! 


In population, earning power. retail spending 
.the big St. Paul 


With the green light of the U. S. Census 
Bureau, Washington County has joined Ramsey 
and Dakota in the St. Paul “Half” of the Twin 
Cities Metropolitan Area to boost our market’s 
population up to 516,500 . . . retail sales up to 629 
MILLION DOLLARS. 

And that’s only the beginning. Dayton’s, 
Inc., is blueprinting plans for the finest retail store 
between Chicago and the Pacific coast...in the St. 
Paul loop. Sears, too, is on the verge of building a 
vast new Downtown store. And the Minnesota 
Highway Department is mapping new super high- 
ways that will lead thousands of additional shop- 
pers into St. Paul. including $1,907,000 in capitalized 

The St. Paul Market is on the grow...and fees. The 1957 total was $17,140,- 
there’s one way to reach every rich inch of it. 000, including $1,975,000 in fees. 
Use the selling force of the one newspaper offering The agency gained Rolls-Royce, 
exclusive blanket coverage...the St. Paul Dis- — = se Menmenip line, 
patch-Pioneer Press. The St. Paul Market is \ir- Pines wate Pt nad ie — 
tually untouched by any other newspaper. ard Oil Co. (New Jersey) and the 
$3,000,000 Maxwell House vacu- 
um-pack coffee account. of 
General Foods (effective Febru- 
ary, 1959). Ogilvy resigned the 
$900,000 Thom McAn shoe account 
last March (effective June 30). 
: The agency had a number of 
important personnel changes: 
David P. Crane, vp and account 
supervisor at Benton & Bowles, 
joined on Oct. 15; Harold F. 
Scheunkopf, formerly marketing 
plans supervisor for Foote, Cone 
& Belding, also joined in October. 


Ogilvy, Benson & Mather, New 
York, billed $18,536,000 in 1958, 


REPRESENTATIVES 


RIDDER-JOHNS, INC. 
NEW YORK - CHICAGO - DETROIT 


Ses wesera? & RR 


SAN FRANCISCO LOS ANGELES Earlier OBM added Peter Ripps, 


who had _ been’ merchandising 
manager at Revlon; Gilbert Lea, 
previously ad manager of Mc- 
Cqll’s; and Everard W. Meade, 


ST, PAUL - MINNEAPOLIS 
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New York is a book to read. New York is a nook to read it in. New 
York is 5 million families growing, needing, wanting, buying. New 


York is The New York Times. New Yorkers live by it. It serves 


them with the most news, It sells them with the most advertising. 
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| ROCHESTER, MINNESOTA 


On a@ per household basis, Rochester families 
rank 2nd highest in retail sales per household 
in the United States.* 


Per Household 
SPENDABLE INCOME......... $6768 
SE MDs 0 0 06 WMS OO ce eke eo ees 6846 
ROCHESTER 
(Olmsted County) 
THE NEWEST 
POTENTIAL METROPOLITAN 
MARKET * 


*Seles Menegement, Mey 10, 1958 
Where people have more money to buy 
products advertised in the POST BULLETIN 


The Outstanding Test Market in the Upper Midwest 


ROCHESTER POST-BULLETIN 


See your John Budd man for more details 
Circulation over 23,000 daily 


A 37,000 population city with @ 200,000 populatien 
skyline. The 52nd largest airpert in the U.S. with 
100,000 passengers yeerly. 


COLOR AVAILABLE! 


Local — 
Sponsors — 
Buy With That 
“Critical Buck,” 
- They Buy > 
The Station 
That Gets - 


“Next Day” 
Results... 


other 5 Des Moines 
You've Got A Live One. 
When You Buy 


)previously radio-tv vp at Young 
|& Rubicam before his retirement 
}in 1953. Mr. Meade handles special 
| assignments for Ogilvy. 

The agency put 17.5% of its 
perme into newspapers, 25.8% 
into magazines, 1.9% into supple- 
iments, 10.6% into radio, 43.4% 
into television, 0.1% into outdoor 
and 0.7% into business papers. 
OBM employs 210 persons in two 
— 

| Parkson Advertising, New York, 
billed an estimated $17,400,000 in 
1958 compared with a $15,500,000 
estimate for 1957. 

There were no account changes 
|during the year, although two 
new products—Devarex and Ban- 
arin—were introduced by Phar- 
maceuticals Inc., the agency’s 
main client. 

Chairman of the board Frank- 
‘lin Bruck left in January, 1958, 
to join Pharmaceuticals as vp in 
\charge of new business acquisi- 


In DES MOINES, 


that result-getting station is... 
and has always been . . 

KRNT RADIO, that “’know-how, 
go-now”’ station that keeps pace 
with all that’s going on in 

Des Moines, lowa’s lively center of 
business activity. Because KRNT 
has news on the hour, total 
sports, the best of music, 
dramatic shows, complete weather 
and complete service, local 


sponsors spend nearly as much 
on KRNT RADIO as on the 


stations combined! Better See Katz Soon. 


SOURCE: LATEST AVAILABLE F. C. C. FIGURES 


KRNT RADIO-CBS 


A Cowles Station 


Advertising Age, February 23, 1959 


tions. Fred Apt, formerly media 
and budget director at Pharma- 
ceuticals, transferred to the agen- 
cy in February as director of 
media and in March the media de- 
partment, hitherto composed of 
media specialists, was reorgan- 
ized into an all-media buyers set- 
up. 

Television got 90% of the agen- 
cy’s billings, newspapers and sup- 
plements 3% each, radio 2%, 
Magazines and business papers 
1% each and point of sale less 
than 1%. The agency has 60 em- 
ployes in one office, and predicts 
a slight rise in 1959 volume. 


Reach, McClinton & Co., New 
York, billed $15,839,445 in 1958, 
including $795,021 in capitalized 
fees. The 1957 total was $12,240,- 
554, including $723,000 in capi- 
talized fees. 

The agency last year added Con- 
solidated Warranty System, Pa- 
rade Publications, Spencer Press, 
Candygrams and the accounts of 
J. R. Pershall Co., Chicago agen- 
|cy. Last November, Reach merged 
|with Pershall, forming a new 
| agency in Illinois called Reach, 
|McClinton & Pershall, with Mr. 
Pershall becoming president of 
the new operation. Charles D. 
|Reach, board chairman of Reach, 
| McClinton in New York, took over 
{a similar post in the Illinois ar- 
rangement. 

The move added the Hi-C divi- 
|sion of Minute Maid, Northern 
{Illinois Gas and Zenith Radio 
| Distributing, among 18 accounts 
|billing about $2,500,000, to the 
Reach, McClinton list. 


|@ Three weeks later Reach 
|merged with H. B. Humphrey, 
|Alley & Richards, Boston, and 
formed a Massachusetts corpora- 
tion called Reach, McClinton & 
Humphrey. Richard S. Humphrey 
was named president. Humphrey 
had nearly 40 accounts, including 
|J. H. Breck Inc., Stetson Shoe 
and Syracuse China. Humphrey 
billings were put at $4,000,000. 

Reach put 45.7% of its billings 
jinto space, 41.5% into radio and 
television and 12.8% into other 
|media. It employs 207 persons in 
|six offices. It expects a 50% in- 
|crease in 1959 volume since the 
|Pershall and Humphrey mergers 
“will add materially.” 


| 
| 


Richards Inc. 
(Fletcher Richards, Calkins & 
Holden as of Jan. 1, 1959), New 


| Fletcher D. 


York, billed $18,125,000 in 1958, 
‘including $543,000 in capitalized 
|fees. The 1957 total was $20,638,- 
/983, including $431,436 in capital- 
| ized fees. 

The agency gained Campana 
Sales Co.’s Solitair cake makeup, 
Folger’s instant coffee, Prolon 
dinnerware, Safeway Stores on the 
West Coast, Morris Plan Co. of 
California and Granny Goose 
Foods. It lost American Machine 
& Foundry (11 products and the 
corporate advertising), Bank of 
California, Western Pacific Rail- 
road, Honey Harbour Co.’s Wool- 
ite, Squirt Beverage and Water- 
man Pen. 


= Eugene Harrington resigned as 
president of Richards to become 
board chairman of Honig-Cooper, 
|Harrington & Miner on the West 
| Coast. Four accounts followed him: 
Bank of California, Western Pa- 
cific, Honey Harbour and Squirt. 
Sherwood Dodge, who _ joined 
Richards in 1957 as exec vp, re- 
signed last November. After Mr. 
Harrington’s departure, Richards 
| set up a new West Coast division 
called Harris, Harlan & Wood, 
composed of principals who for- 
merly operated as Brooke, Smith, 
French & Dorrance of the Pa- 
|cific Coast Inc. In Canada, Rich- 
|ards merged with Tandy Adver- 
|tising to form Tandy-Richards 
| Advertising. 

Last month Richards merged 
with Calkins & Holden to form a 


' 


—_* = ~ : 
eS 


a 


- 


--e- ~-=& 


pa — mere Pen at aoe We eee aoe aa aes aes = eee 8" 2 5%; "amet Al oe Cara Ee eke : 
bee: Ae ll OG IIE, NE tes eek tae Mageaeres:! EROS Ey Sop Ree. 7 TER <a ss os eee igre oe ye LO RRR os i ate . 
er cial bh i caked ke dh ol = eer ae ee yeeay # - SARTO ee a eee? ss ee /3 
tase ; irs ; 5 4 - Ms ss i ey Bet ; Ohi Ss és a on a? es AR islets 
: N | 
: i 
1 ee A 
- ‘ 4 
i : e's ess set - a im | 
a ij ee See cs ae - ‘ q 
‘ : rao ets ie A wt a P “a *) ia a 
dyed > tpt Re . hOGA Bi, 
ae jan = Tl a 
z : “Py Pia, = fate Tae t 
; ~ = %: “7 1 Sa ’ ge eeagallleg 
ORs 1 2=23 , i =e ‘>. ae ir Part: 
ey rs : > 7 oe Ms -4 37 ¥ pens. - 
ak i} .- all e = » Be “~ sf : \} 
i ; se me . 2° ee ; \ 
—— : —", z Pa E ny fe es | 
ae “ay a ee 
i: Wes Vp ” . } 
ae: tee 4 . 
ae ee 4 : 2 in ae * me) 
oe ae a , 4 eo a i 
Ene 64 " kia a ae Y | fe 
oe be Be. * be : 4 5 
es a H a 
s et ; iy 
x re ic : or" 
Bec. H 
ss c } 
‘ae : 
ee ; 
" a 
7 « ty 
al ‘Et 
as \ 
a i}: 
a } 
} 
a! H j ‘ 
a '# a 
os ee ae = [ ; | i 
22 ; Bt, 
aR = ) ; 
‘ - 
~ | d ae x : | 
zs Ce ’ ae 
- f e eS ane : ey Hl 
: : ss m8 2 } 
me 7 RS , ¥. = ig ‘ 
4 : re as & i 
a : ; Pe. 
¥ 
. ’ 
: \ 
bs ie 
1 ig u } 
| | a 
4 ’ (i 
ae ( i 
: ee, ; ‘ y 
i w 
eo caher { 
eeesbeen f 
Spin ba! aah é 
rp es 5 
Mar os ¥ 
paws or > } ' 
jslacedel gs % i, 
ee , 
Ne ae ae { 
rs ks \ 
te i ad J 
I ” 
, 
ig a 
Seer TE TTS ba 4 
Bel edy sea 
Ube ect i 
Aa? Sak 
eR 
as <i 
ee a 
ecu: 
ao 
Ber ie ae 
oH poe ay Sake : 
te ieee ue 2 © 4 Seas , e 
ae eee ‘ 
ema eerere The oa a 3 nis —) 
er a i * 
BOR De =f : $y 
: ee hes ue 
ats: even aie r 
dion Flip oo ge 
he my 
» xv 
,) 
wd 
y , 
me i, 
Liss slg sos a ig 
Sl Sraead es | | 
Nay Sia a ti Rises et a a - 3 , 
es ees Eee ; 
oi eae a ee 
Bi ae &e B . tee : 5 ¥ 
_ TOTAL RADIO © 
ss ne Bi 
aesnt: ksh . 
Moog in Des M lo a 
wes taal n Des Moines, lowa 
ai. } 
ie i pce ingot y 
Pre | 
a ) 
Ase : f 
y er = US Fennel Te egies as as Tee > Acar Taam ie Mipsis id tee - 
Lg Bd Py, > << a eco gt te i oN peo Gearing = odo Cae ose 
a Be eee a ee Mee ey ek ee Rn ee cle peranier BE Cea ee Ae ae 2 pI eR 9 5, aN Rees 
3 ie =e ae ee ee egy eee a? ee rr eos ahr Sa MM aie cet ome oe ices MSN EE, Poni ae ad Conk ie stam ae BRE, re le ee ae eg yea ar AR 


» ae 
a oeneeiioae 


I 


42 per cent more 


audience per commercial minute 
than any other network. That’s 
how the CBS Radio Network rates 
when Nielsen Radio Index “polls” 


226 out of 237 


quarter-hour wins for CBS Radio 
programs. That’s what happens 
when The Pulse reports on the big 
city audience (1958 average: all 
quarter-hours in which programs 
of CBS Radio and those of at least 


8 out of 11 firsts 


for CBS Radio Network shows in 
the 11 program categories voted 
on by 465 critics and editors in the 
Radio-Television Daily annual 
poll. And they named so many 
other CBS Radio programs as 
runners-up that the total number 
of honors for this network in these 
categories surpassed that of the 
three other networks combined. 
(What’s more, CBS Radio person- 
alities comprised four of the five 
choices for “Radio Man of the 
Year”: Edward R. Murrow, 
Arthur Godfrey, Art Linkletter, 
Mitch Miller.) 


CBS Radio Network programs 
honored in 11 categories: 


DRAMATIC SHOW OF THE YEAR 
(three out of five) 
GUNSMOKE* 
SUSPENSE 
JOHNNY DOLLAR 
COMEDY SHOW OF THE YEAR 
(three out of five) 

AMOS 'N' ANDY* 

THE COUPLE NEXT DOOR 
HOUSE PARTY 
MUSICAL SHOW OF THE YEAR 
(three out of five) 

NEW YORK PHILHARMONIC* 
METROPOLITAN OPERA 
CHRISTMAS SING WITH BING 
COMMENTATOR OF THE YEAR 
(three out of five) 
EDWARD R. MURROW* 
ERIC SEVAREID 
LOWELL THOMAS 
DOCUMENTARY OF THE YEAR 
(four out of five) 

WHO KILLED MICHAEL FARMER?* 
THE HIDDEN REVOLUTION 


the nationwide radio audience (av- & one other network competed in 10 € ¥.0.8.= yi alae 
eraging over 16 straight months). or more of the 26 top markets). quiz snow or Tux YEan 


... YET THEY ALL pe OUT THE SAME 


No matter which sample you use—nationwide audiences, big city listeners, 
critics—the answer comes out the same. CBS Radio Network programming 
and personalities win all the polls, hands down—year after year. 

And the new Program Consolidation Plan, with virtually all the above favor- 
ites and many more, means even stronger audience leadership through: 
improved mood sequencing; CBS News every hour on the hour; uniform 
broadcast times; increased station clearances for advertisers. 

The listeners, of course, are your customers. It’s worth being where there 
are so many more of them. And where they like § what they hear so much. 


The CBS Radio Network 


AMOS 'N’ ANDY* 
BEST PUBLIC SERVICE 
(four out of five) 

FACE THE NATION* 
P.O.W.— A STUDY IN SURVIVAL 
WHO KILLED MICHAEL FARMER? 
THE HIDDEN REVOLUTION 
VARIETY SHOW OF THE YEAR 
(three out of five) 

MITCH MILLER SHOW* 
ROBERT Q. LEWIS SHOW 
ARTHUR GODFREY TIME 


“Winner in category 
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new agency with Mr. Richards as |lows: 33.2% in newspapers, 29.8% | 


president and chief executive of- 
ficer. Bradley A. Walker, an exec 
with Richards, was named board | 
chairman. Billings of the com-| 
bined agency were expected to be | 
$33,181,000 this year. 


in magazines, 8.3% in radio, 18.4% 
in television, 1% in transit adver- 
tising, 1.8% outdoor, 3.7% in pro- 
motional material and 1% in oth- 
er media. Richards employs 237 
persons in seven offices (includ- 
ing three affiliations in Canada 
and Mexico). 


® Billings were invested as fol- 


of money for churches, colleges, 


DO YOU WANT TO REACH PROTESTANT CHURCHMEN— 


men and women who are leaders in their com- 
munities, who direct the raising and spending 


Learn about the remarkable selling possibilities 
of regular insertions in this weekly undenomi- 
national journal, read thoroughly by thousands 
of leading clergymen and laymen. Ask for bro- 
chure, “A Fiftieth Anniversary Appraisal”. ® 


THE CHRISTIAN CENTURY © 407 South Dearborn St. © Chicago 5, Illinois 


hospitals? 


Christian 
Century 


Ross Roy Inc., Detroit, billed a| 
| total of $14,400,000 in 1958 (in- 
| cluding $6,707,000 for merchandis- 
ing, direct mail and sales promo- 
tion), down from its 1957 figure 
of $17,900,000 (including $7,327,- 
000 for the three services). The 
agency gained Michigan Hospital 
| Service, Michigan Medical Service | 
i Oriental Commerce Ltd., and’ 
it reported no account loss. 
| The agency attributed its bill- 
ings dip “to reduced spending | 
prevalent in the automotive in- | 
|dustry.” Ross Roy handles mer- 
chandising and sales promotion of 
Chrysler, DeSoto, Dodge and Ply- 
mouth passenger cars and Cheyeter' 
| Corp. of Canada, among others. 
Key changes at the agency in- 


Additional Copies, $1 

This annual agency billings 
issue of ADVERTISING AGE is 
valuable as a permanent ref- 
erence, so AA suggests that 
each reader file his copy 
where it won’t go astray. 
Meanwhile, as long as the 
supply lasts we will gladly 
fill all requests for additional 
copies. The price is $1 a copy. 


ment of M. G. Vaughn to creative 
director and to the _ executive 
board; the naming of Robert R. 


Advertising Age, February 23, 1959 


_research director. The agency em- 

ploys 265 persons in three offices 
(the others are in Hollywood and 
Windsor, Ont.). 


Runrill Co., Rochester, N. Y., 
| billed $10,324,094 in 1958 to break 
into the ranks of the $10,000,000- 
and-up group. That total included 
$3,995,330 in capitalized fees. Its 
1957 figure was $9,269,395, in- 
cluding $3,231,223 in fees. Origi- 
nally, it reported its 1957 total at 
| $9,232,000. 

| The agency added the follow- 
ing accounts in 1958: Genesee 
Brewery’s Dickens Dry Ale, Dun- 
lop Tire & Rubber Co., Dunlop’s 
sporting goods division, Keebler 


‘cluded the election of William W. Roy as vp and board member and | Biscuit's Buffalo division, Red- 
Shaul as senior vp; the appoint- the election of Edward Simon as| Wing Canning Co., Loretto Foods 


brie» 
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because 269,935 listeners 
wrote us 


in five weeks! 


We don't pretend to know exactly how many listeners WLS has, but we do 
know through our 5-week ‘‘Lucky Listener'’ gift offer, that 269,935 not only 
listened but responded with cards and letters to WLS personalities. And 
better than any survey or rating service can determine, we know WHO they 
are; WHERE they live; and WHEN they listen to WLS. 


Why not call MOnroe 6-9700 or your John Blair man today for full details on 


how you too can reach this RESPONDING AUDIENCE with WLS—the station 
where now as always... 


These are the WLS 


who not only reach their audience 
but get audience response 


LISTENER LOYALTY PREDICATES AUDIENCE RESPONSE 


Personalities 


WS 


CHICAGO 


The Prairie Farmer Station 


Represented by John Blair 


Corp., “Milk for Health on the Ni- 


agara Frontier,’ Trico Products 
and the Permutit division of 
Pfaudler-Permutit. Rumrill lost 


American Optical’s scientific in- 
strument division, Simon Pure 
Brewery and Fitzgerald Brewery. 
|Billings were invested: 20% in 
|mewspapers, 22% in magazines, 
3% in supplements, 9% in radio, 
8% in television, 3% in outdoor, 
|30% in business papers, 2% in 
| farm publications and 3% in tran- 
sit advertising. Rumrill employs 
145 persons in three offices. It ex- 
| pects a 10% gain in ’59 volume. 


Tatham-Laird Ine., Chicago, 
billed $18,000,200 in 1958, includ- 
ing $68,700 in capitalized fees. In 
1957, the agency billed $20,307,000. 

The agency gained Procter & 
Gamble’s Mr. Clean, an all-pur- 
pose cleaner, National Homes 
Corp., Serta Associates’ mattresses 
and bedding, the $1,000,000-plus 
Clark Oil & Refining Corp. account 
and General Mills’ Spratt pet 
foods. It added Whitehall Phar- 
macal’s $300,000 Kolynos tooth- 
paste account, which abruptly left 
Grey Advertising after the latter 
|agency’s president said, in a tv 
interview, that he used another 
| brand that morning. Tatham-Laird 
|also got three unnamed Whitehall 
products. 

Agency billings were invested 
as follows: 40.4% in print, 2% in 
radio, 56.5% in television and 
1.1% in outdoor. Tatham-Laird 
employs 185 persons in three of- 
fices and expects a 33% advance 
in 1959 volume. 


Vickers & Benson Ltd., Toronto, 
| billed about $12,100,000 in 1958, as 
| compared with $10,500,000 in 1957. 
|The agency did not report any 
| gains or losses in 1958 but pointed 
| to “a steady growth in billings and 
| services.” About 29% of its bill- 

ings went into television and ra- 
|dio (with clients sponsoring six 
|English network and five French 
|network shows plus local pro- 
| gramming and spots). The agency 
| has 70 clients handled in two of- 
fices (the other being in Montreal) 
|}and employs more than 200 per- 
sons. Vickers & Benson expects 
| 1959 volume to advance by 10%. 


| Wade Advertising, Chicago, 
| billed $18,886,000 in fiscal 1958, 
ended Sept. 30, compared with 
$14,952,000 in 1957. The figure for 
the fiscal year is actually some- 
what lower than for the calendar 
year in 1958; since the figure does 
not include capitalization of fees 
and since October-December bill- 
ing is reported to have run at a 
rate in excess of $21,000,000 an- 
nually. In its compilation last year, 
AA estimated Wade’s 1957 billings 
at $11,700,000, which was too con- 
servative. The agency gained 
|L.O.F. Glass Fibers and Mohawk 
Petroleum Corp. Last spring Wade 
| Started a drive against triple spot- 
| ting and mailed contract riders to 
65 tv stations, stipulating that the 
agency would not pay for clients’ 
commercials if they were triple- 
spotted. The agency employs 111 
|persons in three offices. It an- 
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f Already in a circulation upsurge, 
4,000 increase in the past year, 
The Star expects, in 1959, to offer 
advertisers a further bonus 


a waaiee Uae THE KANSAS CITY STAR 


reader influence and merchandising 


b 

f Among the : Virtually every index = —when you use 

ff 18 metropolitan areas of business health i The Kansas City Star, 
" of 1,000,000 or more . » » home construction, with its mass coverage 
Y population, Kansas Gity : bank clearings, bank deposits, : and high percentage (95%) 
q is the only one consumption of electricity... of home deliveries 
i rated hy Sales Management } reveals Kansas City to total circulation, 
, | as a : rebounding so strongly to achieve 

‘¥ “High Spot, Preferred City” : from the recession : your sales and 
| in retail sales : effects of early 1958 distribution goals 

j for the last 6 months that it actually shows in this million-person, 
4 of 1958 : gains in "68 over ’57 2-hillion-dollar market. 
q 

M : 
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effectiveness 

Sek oe C8 KANSAS CITY CHICAGO NEW YORK SAN FRANCISCO 
Definitely, for 1959, Kanwae City 1729 Grand Ave. 202 S. State St. 21 E. 40th St. 625 Market St. 
is a market where intensive 


HArrison 1-1200 WEbster 9-0532 Murray Hill 3-6161 GArfield 1-2003 


promotional and advertising efforts 
will pay off handsomely. 
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ticipates a gain in 1959 volume of|the additional 


Revion products 
14%. 


| billed about $1,000,000 (Warwick 
|& Legler started on Jan. 1, 1958, 
Warwick & Legler, New York,|with about $5,000,000 in Revlon 
billed $19,100,000 in 1958, includ-| billings from BBDO). 
ing $100,000 in capitalized fees.| The agency lost the $4,500,000 
The 1957 total was $14,600,000, Schick account in 1957 and soon 
including $100,000 in fees. jafter claimed a foul, when the 
The agency added Bromo-Selt- client used in its advertising a 
zer and a new product, a mouth |“cotton-test” idea dreamed up by 
wash called Steri Sol from War-|W&L. The legal fracas, settled in 
ner-Lambert; additional products | October, 1958, established a prece- 
(Silicare and Clean & Clear) from | dent in the ownership of advertis- 


Revion; and Mennen’s’ Skin\ing ideas when the agency’s 
Bracer, deodorants (Spray, Speed | claims were upheld. 
Stick), men’s cologne, Dateline Major personnel changes at 


and Gold Crest lines; and a new| Warwick last year included the 
product from Carter Products.|arrival of Leonard V. Colson from 
Late in the year, W&L got an|the Mennen Co., where he had 
unnamed product from Joseph E.|been advertising director; the 
Seagram & Sons, which reassigned |replacement of Harry D. Way by 
its Kessler division from Warwick|H. H. Dobberteen as media direc- 
to Young & Rubicam. The changes |tor—and the resignation later of 
were effective Feb. 1, 1959. The | Mr. Dobberteen. The agency 
Mennen products were reportedly|moved at mid-year to 375 Park 
worth about $3,200,000 in billings;| Ave., Seagram House. 


The scrutable Far East 


last year. Big as we are, we 


American agency. 


Cable Address: DENTSU TOKYO 


20 other main cities in Japan 


Our American clients tell us the Far East isn't nearly 
as mysterious any more, now that they see it in the cold 
light of Dentsu's readership surveys, marketing analyses 
and all the other advertising services we provide. 


Dentsu, giant among agencies in Japan, billed almost 
a third of the $300,000,000 spent here for advertising 


as thoroughly, as scientifically, as tenderly as any 


The Japanese copy up on top says “advertising.” 
That's our business, and we're good at it. 


DENTSU ADVERTISING LTD. 


Head Office: Nishi-ginza, Tokyo, Japan 


Branches: Osaka, Nagoya, Fukuoka, Sapporo and 


Member, IAA, AAAN, ICC 


| Warwick & Legler put 32.9% of 
\its billings into newspapers, 23.8% 
|into magazines, 6.4% into art and 
mechanical, 7.6% into radio, 
26.7% into television, 0.4% into 
joutdoor and 2.2% into business 
papers. It employs 200 persons 
re two offices. W&L anticipates a 
|30% increase in its 1959 volume. 


Of These, 28 Show 
Increases, 14 Dip 
and Seven Are Level 


New York, Feb. 18—There 
were 49 advertising agencies 
which billed between $5,000,000 
and $10,000,000 in 1958. 

Billings are either reported or 


Edward H. Weiss & Co., Chicago, 
billed $14,000,000 in 1958 as com- | 
pared with $14,800,000 in 1957. The 
agency gained Medical Dairy Spe- 
cialties’ Enzylac, Little Crow Mil- 
ling Co. and Brook Hill Farms. It 
lost College Inn Food Products. 
Billings were invested as follows:| estimated to be up over 1957 for 
14.7% in newspapers, 17.6% in|28 of the 49 agencies in this 
magazines, 8.4% in supplements, | group, down for 14 agencies and 
5.3% in radio, 38.2% in television, | about the same for seven agencies. 
4.7% in outdoor and 11.1% in The 49 total is a drop of eight 
business papers. Weiss employs| agencies from the 57 reported in 
145 persons in three offices. It| this group last year. Three agen- 
|expects a 20% increase in 1959| cies whose billings were in last 
| volume. year’s tabulations do not show up 
—j|this year because they did not 

|voluntarily report their billings 

‘and they are believed to have 

| dropped below the $5,000,000 mark 
‘in 1958. A fourth agency, Cana- 
|dian, volunteered its figures de- 
spite a drop below $5,000,000. 


|m ADVERTISING AGE believes it 
|reports every agency in the U. S. 
|and Canada with billings in the 
| $5,000,000-to-$10,000,000 category, 
regardless of whether the agency 
| voluntarily discloses its figures. 
| Billings for agencies that do not 


by AA, usually after consultation 


tives. 

Despite the lowered total in this 
bracket, there are nine agencies 
which were not in it last year. 
Earle Ludgin & Co. and Charles 
W. Hoyt Inc. dropped down from 


the $10-25,000,000 bracket, . with 
Ludgin taking a_ steep slice. 
Brooke, Smith, French & Dor- 


rance also moved down from the 
higher bracket, as AA revised its 
|estimate sharply downward. Ken- 


|thal Co., Daniel & Charles and 
Miller Advertising Agency moved 
up from the $1-5,000,0006 bracket 
where they were reported last 
year. Brown & Butcher, Jackson 
Associates and Wesley Associates 
| were not listed at all last year. 
| Twelve agencies reported in this 
group a year ago are absent now 
because they have moved into a 
higher billings bracket, by the 
strength of their own increased 
billings, or more frequently, be- 
cause of mergers. Those moving 
up and out were Knox-Reeves; 
Klau-Van Pietersom-Dunlap; 
Rumrill Co.; C. L. Miller Co.; Kas- 
tor, Farrell, Chesley & Clifford; 


|agencies are now known as Kas- 
tor, Hilton, Chesley, Clifford & 
Atherton); Guild, Bascom & Bon- 
figli; Abbott Kimball Co.; H. B. 
Humphrey, Alley & Richards; 
Peck Advertising, Buchanan & 
Co. and Lewin, Williams & Say- 
: lor. 
service all our accounts 
= All agencies were optimistic 
about 1959. Of the 49 agencies, 
more than half forecast billings 
increases ranging from 5 to 25%. 
Most conservative forecasts were 
“about the same” or merely “up.” 

The three agencies dropped 
from this report because they did 
not. reveal billings and are be- 
lieved to have dropped below $5,- 
000,000 are Maxwell Sackheim & 
Co., Roy S. Durstine Inc. and Bert 
S. Gittins Advertising. 

Detailed reports on the others 
follow: 


Aitkin-Kynett Co., Philadelphia, 
does not report its billings and is 
estimated to have billed about 
$7,250,000 in 1958. The original 
1957 estimate of $8,000,000 is now 


thought to have been too high and 
is therefore revised downward to 
about $6,000,000. Recent account 
additions include Tastykake Co., 


disclose their figures are estimated | 


with responsible agency execu- | 


|nedy Sinclair Inc., Monroe Green-|’ 


Hilton & Riggio (the last twol| 
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49 Agencies Billed 
$5-10,000,000 in 1958 


| Alan Wood Steel, Penn Ventilator 


Co., Firestone Plastics division, 
John A. Nesbitt Inc. and Magnetic 
Metals Co. The agency just re- 
signed Thermoid Co., recently ac- 


|quired by H. K. Porter Co., which 
| it had for 35 years. 


Anderson & Cairns, New York, 
reports 1958 billings at $6,869,600, 
of which $2,000,000 is in capital- 
ized fees. This compares with 
revised 1957 figures of $6,369,000 
of which $1,570,000 was capital- 
ized. 

In January of last year the 
agency added Innocenti Corp., 
Mission Valley Mills and Vat Dye 
Institute. It also picked up Doul- 
ton & Co. Accounts lost were 
Waring Products Inc. in July and 
House Beautiful in August. During 
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the year it formed Creative PR 
Inc., a new subsidiary, and ap- 
pointed Erik A. Ohlsson its Euro- 
pean representative with head- 
quarters in Stockholm, 

Magazines got 41% of the agen- 
cy’s billings, business papers 34%, 
radio and television 16%, news- 
papers 8% and other media 1%. 
The agency has 92 employes in 
one office, expects a 10% increase 
in 1959 volume. 


Arndt, Preston, Chapin, Lamb 
& Keen, Philadelphia, billed about 
$8,000,000 in 1958, compared with 
1957 billings of $6,600,000. Ac- 
counts added during the year 
include American Viscose Corp. in 
April, corporate advertising for 
Robertshaw-Fulton Controls Co. 
and South Jersey Gas Assn., both 
in January, Kennett Canning Co. 
in June and John H. Dulany & 
Son, Fruitland, Md., in December. 


The agency lost S. L. Allen. The | 


agency has 110 employes in two 
offices, and expects 1959 volume 
to rise 10%. 


Advertising Age, February 23, 1959 


Aubrey, Finlay, Marley & Hodg- 
son, Chicago, reports 1958 billings | 
in excess of $8,500,000 compared 
with a 1957 report in excess of 
$8,000,000. The agency added Pfis- 
ter Hybrid Corn, Ekco-Alcoa Con- 
tainers, Rock Island Railroad and 
Morton Chemical Co. It lost 
Terry Foods; resigned Combined 
Insurance, Republic Molding, 
Easterling. The agency is estimated 
to place 70% or 80% of its billings 
in farm advertising. It has 96 
employes in one office, forecasts a 
moderate increase in 1959 volume. 


Baker Advertising Agency, Tor- 
onto, billed $6,500,000 in 1958, the 
same figure it had in 1957. The 
agency added Canadian Wallpaper 
Manufacturers Ltd. and a new 
product of General Foods called 
Sun-up, an instant breakfast bev- 
erage. No accounts were lost. 
Baker employs about 115 persons 
in two offices. 


| 


ington, II1., 


was capitalized fees. In 1957 the 
agency billed $7,250,602, including 
$4,612,891 capitalized. It added 
Bowes “Seal Fast” in January, 
Petersen Mfg. in February, G. S. 
Blakeslee & Co. in March, Flavor 
Corp. in April, Highway Equip- 
ment in July, National Mfg. in 
November and North American 
Van Lines at year’s end. It lost 
C. D. Stampley Co. in April, Mas- 
ter Garment Co. in September and 
the feed portion of A. E. Staley in 
December. Biddle employs 104 
people in four offices, predicts a 
15% rise in 1959 volume. 


Botsford, Constantine & Gard- 
ner, San Francisco, reports 1958 
billings of $6,415,200, 


In 1957 billings were reported at 
$6,384,300, of which $1,315,900 was 


| in capitalized fees. 


The agency added Pacific Trail- 


|ways Bus Co. in January, Oregon 


Biddle Advertising Co., Bloom-| 


Department of Planning & Devel- | 


reported 1958 billings | opment in April, Greater Portland | 
of $8,004, 083, of which $4,662,000 


Plymouth Dealers 


ber. 
Magazines got 30% 


of which | 
$982,300 was in capitalized fees. | 


PROFESSIONAL 


| 


"TM AMPEX CORP 


Assn. 
Francisco) and Pacific Northern 
Airlines Inc. It lest Georgia-Pa- 
cific Corp. in April, and Tillamook 
County Creamery Assn. 


(San 


in Decem- 


of the bill- 


AMPEX 


CORPORATION 


REOWOOD CITY. CALIFORNIA 


Does Mr. B. B. Deo 
write your ads? 


_ 
Here, the chief gives your account 
big personal attention. Phone HA 17-9187. 


ye Felten Wott ¢ n 


leo P. Bott, Jr., 
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64 E. Jackson, Chicago 


VIDEOTAPE 


Dynamic new dimension in TV advertising 


PRODUCTS DIVISION 


SAN DIEGO CALIFORNIA 


i 
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The Convair 880 jetliner — new star in the skyways of the world — is an 
apt symbol of the San Diego market. 


The 880 and the Atlas Intercontinental Ballistic Missile are just two of many 
made-in-San-Diego products which have boosted manufacturing payrolls 
to a record high. In 1958, aircraft payrolls surpassed $300 million; total 
manufacturing payrolls exceed $400 million annually. 


Population gains, retail sales, new construction, and all other areas of the 
economy reflect San Diego's jet-propelled progress. 

To sell San Diego, at lowest cost per sale, advertise in The San Diego Union 
and Evening Tribune. 


Combined daily circulation is more than 200,000. And Facts Consolidated 
surveys show a readership of 84.4%, unduplicated. 


The San Diego Union | LVENING TRIBUNE 


Ne 
“The Ring Ef of Truth” 


COPLEY NEWSPAPERS 


15 “Hometown” Newspapers covering San Diego, California— Northern Illinois — Springfield, 
Illinois — and Greater Los Angeles — Served by the COPLEY Washington Bureau and the 
COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC, 


| 
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“‘WHO ARE AMERICA’S 
TOP COMMERCIAL FARMERS?” 


** .. The Dairy and Beef Breeders, of Course !”’ 


Large-scale, top quality producers! Large-scale purchasers! In the 
market for everything from tractors to terramycin .. . feeds to fenc- 
ing! Sell them where their interest is highest, in: 

The Dairy Breed Publications, The Beef Breed Publications 
. «at the low milline rate per size and quality of herd 
“Farm Publications for Specialized Farming” 

Also: Dairy Plant Fieldman 


Phone or write for new factual Brochure 


FRED F. SCHWENN COMPANY 


Publishers’ Representatives 


California Dairyman (Midwest) 


221 N. LaSalle ° 


Chicago 1, Hlinois * RAndolph 6-6667 


ings, newspapers 22%, outdoor 
17%, television 13%, business pa- 
pers 10%, radio 6% and collateral 
media 2%. The agency has 73 
employes in four offices, and ex- 


dated the division’s advertising in 
one agency. L. C. Barlow, former 


|'vp and director of media and 


marketing in the New York office, 
was transferred to Detroit to be- 


| ADVERTISING AGE to have billed in 


|pects 1959 business to be about|come account executive of the di- 


the same as last year. | vision. Succeeding Mr. Barlow in 
New York was Harry Pengel, who 
Brooke, Smith, French & Dor-| also continued as vp and media 


rance, Detroit, is estimated by| manager. 


the neighborhood of $9,000,000 in| between Brooke, Smith, French 
1958, and to have been greatly | & Dorrance and a group which op- 
over-estimated in billings shown | erated as Brooke, Smith, French 


‘in the AA tabulation last year,|& Dorrance of the Pacific Coast 
'when it was reported as $23,000,- | Inc. 


The group, which had its 
000. The agency refuses to divulge| own accounts and serviced 
number of personnel (estimated| BSF&D clients, thereupon became 
by others at about 75) or billings a division of Fletcher D. Richards 
but insists they are much higher Inc. 
than AA’s estimate. 

The agency gained Federal-| Brown & Butcher, New York, a 
Mogul-Bower Bearings’ service|}newcomer to the ranks of the 
division in a move that consoli- | $5,000,000 agencies, reports 1958 


The new look in Michigan coverage... 


LANSING 


BATTLE 


JACKSON 


WILX-TV 


BY 


CHANNEL 
FULL POWER: 

Video—316,000 watts 
Audio—158,000 watts 
Antenna height—1008’ 


WILX-TV is the only single station that will com- 
pletely cover Michigan’s Golden Triangle— 
Jackson, Lansing and Battle Creek—with a City 
Grade signal! 


WILX-TV has the Right coverage in the Right spot 


TOTAL STATE EXCLUDING METROPOLITAN DETROIT 


Population 43.4% 
Households 44.7% 
TV Households 44.0% 
Farm Population 34.1% 
Retail Sales 47.3% 


B SIGNAL AREA 


Retail Food Sales 47.3% 
Retail Drug Sales 48.6% 
Retail Automotive Sales 50.3% 
Retail Filling Stations 46.3% 
Gross Farm Income 39.9% 


Only WILX-TV, an NBC affiliate, can so thoroughly cover and deliver this rich out-state 


market! Just check those figures again! 


Michigan’s Golden Triangle is a major market. 
In total population it ranks just below the 10th 
largest metropolitan area* and in TV homes, 
ranks just below the 27th market area** in the 
nation. 


*BASED ON SRDS CONSUMER MARKET DATA 
**BASED ON TELEVISION AGE 100 TOP MARKETS) 


prime time now available! 
RIGHT NOW... is the time to contact 


VENARD, RINTOUL & McCONNELL, INC. 
for complete market information 


WILX-TV 


CHANNEL 4 


SERVING MICHIGAN'S 
‘ww’ GOLDEN TRIANGLE 


BATTLE 


JACKSON 


Last June, a contract expired | 


Advertising Age, February 23, 1959 


billings of $5,300,000. In 1957, 
when it was known as Carl S. 
Brown Co., the agency billed $4,- 
700,000. 


® In November, 1957, the agency 
resigned its Colgate billings, Halo 
and Vel, believed to represent 
about $3,500,000. Last April it 
picked up B. T. Babbitt Inc. and in 
June, Fawcett Publications. Bab- 
bitt billing is estimated at $2,000,- 
000. At the time Babbitt came 
over, the agency changed its name 
to Brown & Butcher. Thomas C. 
Butcher, formerly exec vp of Len- 
nen & Newell, became president 
and Carl Brown moved up to 
chairman of the board. 

Television got 40% of the agen- 
cy’s billings, newspapers 30%, 
|radio 20% and magazines 10%. 
|The agency has about 50 employes 
lin one office, estimates a 32% 


_| increase in 1959 billings. 


| Caples Co., Chicago, billed $7,- 
500,000 in 1958, compared with 
$6,000,000 in 1957. The agency 
j}added eight new accounts, lost 
Rock Island Railroad and Aloe 
Creme Laboratories. Media break- 
| down is reported about the same 
las in the preceding two years. In 
|1957 it was magazines 42%, news- 
|papers 40%, radio 7%, television 
'6% and other media 5%. Caples 
|has 130 employes in five offices, 
|expects 1959 volume to be about 
|the same but looks for increased 
|profits due to elimination of var- 
| ious expenses. 


| James Thomas Chirurg Co., 
| Boston, does not report its billings 
|and they are estimated to have 
'been about $5,250,000 in 1958, 
|compared with an estimate of 
$5,200,000 the previous year. 

| Accounts added during the year 
| were Gamewell Co., Hotel Roose- 
|velt, Sorensen Co., Waldes-Kohi- 
/noor Inc. and James O. Welch Co. 
| Worthington Corp. was lost. 

| The agency took a special sec- 
tion in the Boston Herald-Traveler 
| Feb. 2, 1958, to publish its annual 
jreport and then distributed the 
|Sunday supplement to clients and 
others. Howard G. Sawyer, Chir- 
urg vp, 
| the Business Publications Audit of 
Circulations. The agency has 68 
|}employes, expects a 15% increase 
in 1959 volume. 


Cohen & Aleshire, New York, 
does not report its billings and is 
estimated to have billed about 
$8,250,000 in 1958. This compares 
with $9,500,000 for 1957, an esti- 
mate which AA now thinks was 
probably high. 

During the year, Canadian ad- 
vertising for Lydia E. Pinkham 
Medicine Co. returned after an 
absence of about a year, once 
|again giving the agency the entire 


up Swanee Paper Co., effective 
this January, and lost West End 
Brewing Co., estimated to bill 
somewhat more than $750,000, ef- 
fective the same date. 

| Frank Brady was elected exec 
|vp and a board member last 
|March and Norman Graham came 
over from Erwin Wasey, Ruth- 
| rauff & Ryan as copy supervisor 
in April. Media breakdown is 
reported the “same as before.” In 
1957 roughly 65% of the billings 
was said to be in radio and tele- 
vision. The agency has 74 em- 
ployes in one office, and expects 
1959 billings to be up. 


Cole & Weber, Portland, Ore., 
changed to a fiscal year in Sep- 
|tember, 1957, and for the fiscal 
year ending September, 1958, it 
reports billings of $5,524,958, of 
which $362,916 is capitalized fees. 
For the first nine months of 1957 
billings were $3,909,001, of which 
$119,480 was capitalized. Billings 
for the calendar year 1957 were 
$6,000,000. 

The agency picked up the Ore- 


was elected chairman of { 


account. The agency also picked Jam 
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How Doctors 
react to 
Medical articles 
and 
advertisements 


a report from the market place of medicine by 1,192 Doctors 


The true measure of a publication’s value to adver- 
tisers lies not just in how many are ‘‘exposed”’ to the 
contents... but how many are interested in what they 
read (including your ads). 

In MODERN MEDICINE there is nothing theoretical 
about this question—advertisers know the answer. 


1,192 Doctors Report on What Interests Them 
Since May 1958, MODERN MEDICINE has made avail- 
able to advertisers—READEX, a research service 
which measures the physician's interest in all adver- 
tisements and editorial material in every issue of our 
publication. Reports on over 2,000 ads and editorial 
items have now been tabulated. 


Advertisers Know (to the Penny) Their Cost 
Per Interested Reader 


MODERN MEDICINE has long been widely known 
among advertisers as a great market place because 


of the high degree ot reader interest—from front cover 
to back—in issue after issue. Now, new evidence of 
advertising effectiveness is added——the cost per in- 
terested reader. 


MODERN MEDICINE has taken the gamble out of 
advertising. Any of our advertisers can quickly tell 
the exact cost per interested reader for their own or 
for any other ads in the publication. The information 
is available in seconds from the ‘Reader Interest 
Cost Computor’’ developed by MODERN MEDICINE 
exclusively for its advertisers. It is currently available 
only through our representatives. 


You Are Invited to Compare 


the low cost of capturing the doctor's interest through 
your advertising in MODERN MEDICINE with that for 
any other channel of communication. Contact any of 
our Offices. 


GEE) The Journal of Diagnosis and Treatment MODE RN te} ME DICIN fF 


MINNEAPOLIS e CHICAGO e NEW YORK e SAN FRANCISCO e LOS ANGELES 


In Canada: MODERN MEDICINE OF CANADA « In Great Britain: MODERN MEDICINE OF GREAT BRITAIN © In Australia: MODERN MEDICINE OF AUSTRALIA « Also Publishers of JOURNAL LANCET + GERIATRICS « NEUROLOGY 
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;gon Centennial Commission and 
|Northwest Pulp & Paper Assn., 
‘both in April, and reports no 
losses. Newspapers got 22% of the 
billings, radio and television 19%, 
farm publications and magazines 


14%, business papers 12%, car 
cards and outdoor 6% and the re- 
mainder to other media. 

The agency has three offices, 65 
employes and three free lance 
artists. It anticipates increased 
|billings from its present account 
| list in the 1958-59 fiscal period. 
| 


A Midwestern Industrial Market in the 

Ohio River Valley—the Ruhr of America— 

where one Daily Newspaper Combination 
reaches 99°, of the People 

SELL LOUISVILLE FOR ALL IT'S WORTH! 


The Conrier-Zonrnal 


Cramer-Krasselt Co., Milwau- 
kee, billed $9,538,751 in 1958, a 
slight dip from the $9,789,463 re- 
ported in 1957. 


It added Climax Engine Mfg. 


matic Industries in July, Basic 
Products Corp. in September and 
Ed Schuster & Co. in October. It 


THE LOUISVILLE TIMES 


393,614 DAILY COMBINATION + 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


313,034 SUNDAY 


| vember. 
| Magazines and farm _ publica- 
| tions got 43% of the billings, busi- 


| shoe 
lost Counter & Control Corp. in| and Julius Kayser of Canada Ltd. 
September, Altorfer Bros. in No-| It lost Burlington Mills in October. 


ness papers 16%, radio and tele- 
vision 16%, newspapers 15%, 
point of sale 4%, outdoor 2% and 
other media 4%. The agency has 
131 employes in one office, and 
estimates 1959 volume will be up 
10%. 


Daniel & Charles Inc., New 
York, moved into the $5,000,000 
bracket last year with billings 
reported at $5,951,000, of which 
$711,000 was capitalized fees. In 
1957 the comparable figures were 
$4,800,000 and $350,000. It added 
ten new accounts: Champ Hats, 
January; Wurzburger Hofbrau 
Beer, March; St. Marys Woolen 
Blankets, April; Cole Steel & Of- 
fice Equipment, Kapp Records and 
Adler Sewing Machines, May; 


Co. in January, Cleveland Pneu-| Kayser Lingerie, gloves and hosi- 


ery, August; Fieldcrest Mills, Sep- 
tember, and in December, Miles 
division of Melville Shoes 


Magazines got 39% of the billings, 


television 25%, newspapers 12%, 
{business papers 9%, outdoor 5%, 


? ~ 


Citrus still giant of Florida 


expanding farm economy. 


ADD to agricultural income 


by industry. 


annually, 
ADD ... 


every week! 


Tampa Tribune and Times. 


Write us today for more facts! 


Florida has greatest citrus season in history! 


The 1957-1958 season proved to be the biggest 
money year Florida citrus has ever enjoyed. 


Value of products exceeded $267,000,000! 


This total represented an increase of 
$46,000,000—up 21% from 1956-1957 figures. 


agriculture! 


Florida’s 1957-1958 citrus crop accounted for 
37% of Florida's total crop value of $717,000,000 
—a sturdy foundation for Florida’s constantly 


Everything is growing bigger in Florida! 


. hundreds 


of millions of dollars in new capital investments 


ADD .. . the millions in year ‘round buying 
power created by fresh industrial payrolls. 


ADD .. . $1.3 billions in tourist spending 


. the purchasing power of the 3,000 
new residents who are moving into Florida — 


Total it all up and you'll get a realistic idea 
of the sales potential that exists now—and in 
the future —in this new, exciting profit market. 


Remember! You can reach more than 620,000 
Florida households—at lowest cost —with 
Florida’s three big daily newspapers—The Miami 
Herald, The Florida Times-Union and The 


FLORIDA TIMES - UNION 


JACKSONVILLE 


THE TAMPA TRIBUNE- THE TAMPA TIMES 


MORNING AND SUNDAY 


EVENING TAMPA 
* - 

OVER 

-LORID THE MIAMI HERALD 
* MIAMI 


REPRESENTED NATIONALLY BY 


The Katz Agency, Inc. 


Sawyer-Ferguson-Walker Co. 


Story. Brooks & Finley.inc. 


Advertising Age, February 23, 1959 


transit advertising 4% and other 
media 3%. The agency has 66 
employes in one office, and ex- 
pects a 20% rise in 1959 volume. 


Lawrence Fertig & Co., New 
York, does not report its billings 
and they are estimated to be about 
$8,100,000 for 1958, compared with 
a 1957 estimate of $9,000,000, 
which was slightly high. Richard 
Kerr, creative head of the agency 
for the past eight years, joined 
J. M. Hickerson Inc. during the 
year as president and partner in 
the agency. Newspapers got 45% 
of the billings, outdoor 30%, mag- 
azines 15% and business papers 
10%. The agency has 90 employes 
in one office, anticipates a 10% 
rise in 1959 volume. 


Foster Advertising, Toronto, 
billed $7,400,000 in 1958 as com- 
pared with $6,000,000 in 1957. The 
agency last year added Sylvania 
Electric (Canada), Trane Co. of 
Canada, White Motor Co. of Can- 
ada, Ontario Jockey Club, English 
advertising for the Royal Canadian 
Air Force, Army-Navy-Airforce 
advertising, Toronto Hydro and the 
Post Office. It lost Central Cream- 
eries. Foster employs 120 persons 
in three offices. It expects 1959 
billing to approximate $8,400,000. 


Clinton E. Frank Inc., Chicago, 
reports billings “slightly over $7,- 
000,000” for 1958, about the same 
as in 1957. New accounts added 
|were Allied Florists of Illinois, 


|Bosch Brewing Co., Hamilton 
Beach Co., Catherine Clark’s 
Brownberry Ovens Inc., Curtiss 


Candy Co. and the O’Brien Co. 
There were nv losses. The “largest 
share” of the billings went into 
television. There are 80 employes 
in one office and 1959 volume is 
/expected to be “between $9,000,- 
| 000 and $10,000,000.” 


_ Fulton, Morrissey Co., Chicago, 
|reports 1958 billings totaling $5,- 
| 417,393, of which $1,374,571 was 
/in commissionable space and time, 
| $1,618,018 in “production, art work 
|and other sales,” $2,425,393 in ad- 
| ditional capitalized fees including 
|public relations and $80,282 in 
|foreign billings. This compares 
| With $5,323,559 reported in 1957, 
of which $103,704 was in foreign 
billings. 

The agency added Ditto Inc. 
|and Overhead Door Corp. in Au- 
| gust, Autoyre division of Ekco 
|Products in December, reports no 
‘losses. Magazines got 71% of the 
billings, business papers 23%, 
newspapers 3%, radio 2%, televi- 
sion and outdoor less than 1% 
each. It has 40 employes in one 
office, estimates 1959 billings will 
| be about the same. Jack Maynard, 
| president, died in February 1959. 


| Gotham-Vladimir Advertising, 
|New York, did not report its bill- 
ings but is estimated to have 
billed more than $5,000,000 in 1958 
,—split about 50-50 between do- 
_mestic and international. It billed 
,an estimated $6,000,000 in 1957. 
|The agency lost Dynamics and 
| international advertising for Si- 
/moniz; it added international ad- 
|vertising for Norwich Pharmacal 
and American Tobacco Co. Arthur 
| A. Kron became president last 
February. 


L. H. Hartman Co., New York, 
reports 1958 billings at $7,050,000, 
of which $150,000 was in capital- 
ized fees. In 1957 the agency 
reported $5,263,000 billings, with 
$133,000 capitalized. 

In April Herbert J. Stiefel 
resigned as vp of Blaine-Thomp- 
son Co. to join the agency as vp 
and member of the executive com- 
mittee. Two account executives— 
Alfred E. Byra and Barbara Jones 
—and nine food accounts followed: 
Merkel Inc., Vita Food Products, 
H. F. Pelphrey & Son, Knicker- 
| bocker Mills Co., Wagner Baking 
|Corp., Claridge Food Co., P. J. 


pM on Tee ae OF. ete aes: = 4 . ii ie Ay. =F = Vale Ps Ree Se res (Jase mae fe i Met iy key oie a Cee 
sates ee ae 3 oohte Megas or ae : ~tle i Pet Bie srt “he een eee ee ae eee oe foe ee a a pt : ae a ee fs i it ; ee = Ph 
4 A il INT us a aa. ee . Ce <= ‘ hs t a pe a i See oe ene d Ms ie ay ae ‘ Bes = ‘ : i : nS 
— oi Ne ah ae Pye tclips * eg | REAR peace Xoo) mee oe ne rhs ae : zi a “i pe ae om eae ee. see 
iil — - ag oe si Sena ge ere (ne eS Sere yagi he EO OI es cy se ai aie mae rr Pens TR ee eee LS Si, See leat 1 
4 tile pis ie ae : , Ey ee ¢ caer lite ; Ar Sas te ti . ES “4 oer we ate ‘ mesg dF * ecw \egeiee 
ee — ale ee eg te ee Aes Rs iio aca she gee ee amet ele eae ae ee ae 9 an oy ese te ye sy aid | ‘ ee ce 
Hi , ' 
Dh! 
13 
fa : \ \ 
F | ? 
| i 
c et oe q 
i “ay : 
ime i | 
Pee ; | 
* 7 7 . 
peas : i 
. | 
oe | 
| - 
orn q 
ae 
Bh : . | 
a | ; 
Bis i 
a | 
: | : 
| ? 
| a 
$= | \ PO i 
Z ee : | a ‘ 7 
‘ | } 
te 7 ; | 
ect i ELON or SRE LT RAIS, Se RR pase 
a | | | 
: a | ] 
| Po ! 
: | 
ee eeeEeeeeeeeEeEeEeeeeee nn ee 
i .” 
: | — © | ; 
Mi 4 o | ‘ 
: | - sl . 3 % | 
a: co —" & = ; 
: mt Ry . 
be : : Am aia ‘ sf | 1 (: 
| , : >) a 
fi _ os Sto, = - | 
Seer ei ? | 
eee ae ie ( | 
= re 4 
iat : 
- ie “e b. 
Fy 3 . ee. i 7 el eee } 
2 ¢ ea —i oe: , 
Satie a 3 \ a> a * Poe 
~ ee) vr 2 en ae 5 ‘a 7 3 — ie 
y i a ae nn % <a oe 
ae  \- ae AY, = ; 
oie q - . \ae = ee : ‘ 
rs de cn A. lef N 
* ‘4 Rie rey, a re Spit ae : 
a —o yy 
act a 2 as | 
es: ea y pa | 
' 2 ih. a a ae 1h} 
é Da 82 8 « 
; : ~ F a si bo cae . YY 
———- ll 
3 a eee yi 
gah ail wnren? a 
Re a ia ; ’ ia : 
= a q : 4 3 r , | 
_ 
i 5 4 
’ kee . ‘I aes me y bs 
aes RN Ape \: a ee wll 
oie ay | _—_ 
a RSet, ‘ { oney S Baa | 
cae = —_—  \ 
Tie ES ae ee Cec. ' 
ahd i" ‘ Be i nee geen ' 
sc q ee ee eG ‘ 
ar a ee em me erent: | 
avers — ‘ a see : 
ie hea pe, Rade. wok ties ‘, 
Bayes) gi a ’ | 
ah i 4g ip 
a a Met 3 ' | 
ee oad ery | 
fer ; a , | | 
: igi = " - | , 
‘ed il i 
plant * Pad ia oe 
ne bs ill 
: —- 
: ‘ Pee 
sad q 5 - ‘ . ages ete ee os 
a a: i. tee 2 a 
rE aay aie — a a oi 
pent A! ilies —o ce. : ; 
ee es = pute ' 
aie EE a a eel - i 
a a 3, ie it ea ‘ ey as Py | 
ears = . Se MP ee ee chy - 
Ween ee eee = Aen : ze | 
sane 3 a dam ‘ie : am eet ate } 
TBs (Ny Fra pag “ eee a gol 5a 
~~ GS! See eae ee, ie ga Pigg ‘ 
meee Po a by 
ita Eg * sara . Pa ° i ne saeeol ia’ , Lie 
7 .-. aed ae sua \ 
can ae et a> Se : 
ae e oh 3 i. a o , _ ae a 
aa Se Bs e ck OC 4 
| | , y 
crete y 
= Ad a 
= THER oe 
= eee a | 
ee ana i 
hee ! 
a. B rAMene Ww 
ee | 
mate | | 
rea 
ae | 
Say PO : 
iNeed Li 
oe Cc | 
pe gaan iq 
a . i Hi 
es | 
iatigs 
i } 
+n ae 
Ot Sees 4 ‘ 
eee is eh - 
SP pte tt ee ? ‘ > Se Beet D a ee eae = > Bae Se shat os P 
: pi Reta clad An Sac e Lice ae aaa PLL AS sgaiey Son) aga aes og ae aD te eres male Rg ft Sd we ASE ay Se sifu ie eee gene saute ae oe ey bi ‘ aa i ae é y a ae a , fe 
ee oes: ce ee ee eat; ee Leas pee ae ae fee ip ve ect ee ae tae Benes it her ces Sethe teat a ae Soe 7 be ee - a ee _ . ce 
Be SRR RIE oes 55 le 8-7 Cs kg Pcs y Ty ot a a ce ec gee aes Co ea oC MES) yl mr a Has =f) pier ; 


SS ee OD MRE I = SS i ee Cm. lCmr 


eS oO te 


is 


oo 5 1 
=> ~—= 


ooking for 


TOP 
Newspaper 
Buys ? 


The boom town twins again led the 
nation’s newspapers in advertising 
volume in 1958, but look who’s third 
again. The Milwaukee Journal has 
been among the top three for ten 
years in a row — five times in first 
place. ‘ 


Advertisers like Milwaukee’s steady, 
solid growth. They like our one- 
paper coverage of 9 out of 10 homes 
in a metropolitan area with 1,170,000 
people. They like Milwaukee’s profit- 
producing purchasing power, fifth 
highest of the 20 largest markets. 
And, they’re all in favor of the 
milline rate—20% below the average 
for newspapers of comparable size. 


THE MILWAUKEE JOURNAL 


National Representatives, 
O’Mara & Ormsbee, Inc. 


R O P_ COLOR 


Milwaukee Journal cccccccccccccccccces 
Los Angeles Times ...ccccscccccvccccecs 
Miami Herald .cssccccvcccccsccvcsvcvves 
Chicago Tribune ..cccccccscccsccccccces 
Salt Lake City Tribune .......ceeeceee 
Atlanta Journal & Constitution ....... 
St. Louis Globe-Democrat .....++..- 
Houston Chronicle .cccccccccccvccccce 
Birmingham NewS ..cecececsecvees 
Nashville Tennessean ...... 


*eeeve 


MEDIA RECORDS 1 verve voee 


“ MEDIA RECORDS 
MEDIA RECORDS, INC. 
NEW YORK CHICAGO COLUMBUS ' SAN FRANCISCO 
LEADERS IN ADVERTISING IN THE U.S. 
YEAR - 1958 
TOTAL ADVERTISING LINAGE 
1. Los Angeles Times - M&S wuceceeeeeee 65,378,199 
2. Miami Herald - M&S .ecceeoeee err 56,037,633 
3. Milwaukee Journal - FE &S ..csseeeees 50,974, 383 
a 4k, New York Times -M&S...... coceccces 90,055,463 
5. Chicago Tribune - M&S .cccscsseceeees 50,080,535 
6. Cleveland Plain Dealer -M&S....... 43,928,270 
7. Washington Star - BOS .cccccvcocsscs 41,798,927 
8. New Orleans Times-Picayune ........... 41,191,750 
9. Houston Chronicle - E & S ........ weee 40,473,646 
10. Baltimore Sun - E&S ..... EY: 39 ,956, 386 
RETAIL 
1. Los Angeles Times - M&S ...eeeeeeees 34,938,816 
| 2. Milwaukee Journal - E & S .eceeeeeeees 29,554, 345 
3. Miami Herald - M&S ......... ree thes » 29,369,037 
4, New York News - M&S cccccecceceeces 29,068,177 
5. Chicago Tribune - M&S ..eeseseeeeee 26,493,312 
6. Washington Star - E&S ..ceceeseeees 26,168,639 
7. New Orleans Times-Picayune ........... 26,099,166 
8. Baltimore Sun - E & S eesssseveeeeeess 23,575,096 
9. Houston Chronicle - E &'S .sseseeeeees 23,304,496 
M 10. Cleveland Plain Dealer - M&S ....... 22,468,645 
7 
a CLASSIFIED 
i 1. Los Angeles Times - M&S .......50++- 19,238,011 
3 2. Miami Herald - M&S .ececeseececeeess 16,775,690 
3. Milwaukee Journal - E & S .esseeeeeess 13,586,041 
a 4, Cleveland Plain Dealer - M&S ....... 13,479,699 
5. New York Times - M&S .eseceeeeeeeees 12,262,228 
6. Minneapolis Star & Tribune .....++.++- 12,026,340 
7. Akron Beacon Journal - E & S ....+ee+++ 11,541,675 
8. Cincinnati Enquirer - M&S ........+- 11,403,652 
9.- Chicago Tribune - M&S ..ceeeeeeeeees 10,544, 240 
10. Denver Post - E &S ..ssccccceseseeees 10,560,342 
AUTOMOTIVE 
1. Providence Journal - M&S «.eeeeeesee- 2,838,152 
2, Miami Herald - M&S ceccecececececees 2,818,991 
3. Baltimore Sun - E &S cccccvcccccccece 2,247,737 
4, Jacksonville Times-Union -M&S..... 2,204,721 
5. Rochester Democrat & Chronicle ....... 2,181,017 
6. Washington Post & Times-Herald ....... 2,120,653 
7. Milwaukee Journal - E & S ..s.eeeeeees 2,089,263 
8. Tampa Tribune - M&S ceccecececeeeees 2,045,410 
a 9. Phoenix Republic - M&S sessseeeesees 2,022,371 
10. Los Angeles Times - M&S w.ceseseeeee 1,975,438 


1,348,518 
1,339,785 
1,295,416 
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| Ritter Co., Temple Frosted Foods; Erwin D. Swann, former vp and|are 73 employes in one office. It 

Walter s NEW YORK - CHICAGO Hi and Trade Winds Co. |ad director of Schenley Industries, |estimates 1959 volume will be up 
. € widely soapected joined a year ago February as) 15%. 

Barber 


of 0 anata : 
“4 = The agency also gained the exec vp and general manager. Vp 
Magazine Publishers 


Gruen Watch Co. account, Grand-| Arthur B. Modell was named exec | Hixson & Jorgensen, Los An- 


Representatives way Stores, United Glass Bottle vp and a member of the executive | geles, billed $9,022,442 in 1958, 

.- 516 Fifth Ave., N.Y.C Mfrs. Ltd., and Dinner Redy Corp. | committee. virtually the same as the $9,139,- 

Co. mu 2-5253...~=—s| uring the year. It reports no| Newspapers got 40% of the|955 reported by the agency for 
losses. 


billings, magazines 24%, television 1957. 
| 14%, radio 7%, and outdoor, busi-| New accounts included Toyopet 
ness papers and point of sale 5% | Motor Sales, U.S.A. in March, Ta- 
each. There are 50 employes in|bak of California in September 
one office and 1959 velume is|and in December, Servomecha- 
expected to be up 20%. /nisms Inc. and Pacific Mutual Life 
_ Insurance Co. No account losses 
Hicks & Greist, New York, | are reported. 
| billed $7,950,000 in 1958, of which; About 20% of the billings went 
| $720,000 was in capitalized fees,| into newspapers, 13% each in out- 
|compared to 1957 billings reported| door and radio, 12% in television, 
j|at $7,200,000, of which $700,000|11% in business papers, 6% in 
ot capitalized. magazines, 4% in supplements, 


VIDEOTAPE 


The agency added V. LaRosa|2% each in farm publications, 
& Sons in July, Metal Textile| transit advertising and point of 
Corp. in December and lost Puritan | sale and nearly 14% in other me- 
Sportswear in February. Televi- | dia. The agency has 94 employes 
sion received 59% of the billings,|in two offices, predicts a 5% vise 
|magazines 15%, newspapers andj in 1959 volume. 
business papers 10% apiece, radio! 
4% and other media 3%. There 


Dynamic new dimension in TV advertising 


AMPEX 


CORPORATION 


PROFESSIONAL PRODUCTS DIVISION 


"TM AMPEX CORP REOWOOD CITY. CALIFORNIA 


Charles W. Hoyt Co., New York, 


T SEE WHAT YOU SAVE!" 
HE JET AGE IS HERE. This means new markets, lower inventory, ~~ ~~~ a 
more sources of supply, if you take full advantage of air freight. ance mS. | a ee | seat 

All the more reason why you should know about exclusive Emery 
Air Freight Service. Any company of any size can use it. Let us tell 
you how Emery Air Service can fit into your operations— at a real 


saving to you. Write or call us. We have offices in all major cities. 


Ar Au Au 
Emery Express | Emery Express | Emery Express 


50 tb.|923.54 *39.70' 19.38 *28.50)813.27 $1250 
100 1b.| 38.90 77.40) 31.20 $5.00| 19.10 23.00 
200 1b.| 69.00 154.80| 53.00 110.00) 29.80 46.00 


*Rates apply to most commodities between most major cities. 


EMERY. ar rreicHT coRPORATION 


General Offices: 801 Second Avenue, New York 17, N. Y.—Domestic and International Service. 


Advertising Age, February 23, 1959 


dipped below the $10,000,000 
bracket last year, reporting 1958 
billings of $9,401,000, of which 
| $351,000 was capitalized fees. In 
1957 the agency billed $10,092,000 
with $142,000 capitalized. 

The agency acquired the $250,- 
000 Lufthansa German Airlines 
account in April, lost and regained 
the $500,000 Woolite account in 
December and picked up Beech- 
Nut Coffee in December. It 
dropped Charles Gulden Inc., 
Keyes Fibre Co., Milton Bradley 
Co., A. S. Harrison (Preen wax) 
and Cadbury-Fry (export). 

In April the agency joined with 
12 European agencies to establish 
Contimart A. G., an international 
marketing and research company 
|with headquarters in Zurich. In 
July B. H. Parker, formerly vp and 
merchandising director of Wilson, 
Haight, Welch & Grover, joined as 
assistant to chairman Winthrop 
Hoyt. 

Nearly 30% of the agency’s 
billings went into business papers, 
newspapers got 23%, magazines 
and farm publications 19%, radio 
and television 13%, outdoor and 
transit 1% and various production 
'charges accounted for nearly 15%. 
It reports 100 employes in two 
| offices, expects a 10% increase in 
1959 volume. 
| 


Jackson Associates Inc., Holy- 
oke, Mass., is a newcomer to the 
over-$5,000,000 ranks, with 1958 
|billings reported at $6,888,408, 
| compared with 1957 billings of 
| $3,224,062. This is the agency for 
| Adell Chemical Co.’s Lestoil and 
98.6% of its billings is in televi- 
_sion. Newspapers got nearly 1%, 
‘radio and business papers less 
than 0.5% each. The agency has 
24 employes in one office, and 
predicts a whopping 40% increase 
in 1959 volume. 


Joseph Katz Co., Baltimore, re- 
ports 1958 billings of $8,150,000, 
of which $1,700,000 was in capital- 
ized fees. Revised billings for 1957 
are reported at $8,450,000, includ- 
ing $1,850,000 capitalized. 

Agency chairman Joseph Katz 

died Oct. 14, and last month three 
key executives—Stanley E. Blum- 
berg, Harry Kullen and Gertrude 
| Myers—bought out family inter- 
ests in the Baltimore office and 
became owners and equal prin- 
cipals, effective Feb. 1. 

Douglas C. Manson, formerly 
with Benton & Bowles, joined the 
New York office in May as direc- 
tor of publicity and counsel on 
public relations. There were no 
significant account changes. A 
heavy 40% of the agency’s billings 
went into outdoor, newspapers got 
23%, television 18%, radio 8%, 
point of sale 7%, business papers 
3%, transit advertising 1% and 
magazines 0.5%. The agency has 
62 employes in its two offices, 

|predicts a 10% rise in 1959 vol- 
ume. 


Lang, Fisher & Stashower, 
Cleveland, does not report its bill- 
ings beyond stating that they are 
“between $5,000,000 and $10,000,- 
000,” the same figure it has re- 
ported the previous two years. No 
account changes are reported. 
Radio and television got 70% of 
_the billings, publications and 
printed matter 27%, outdoor and 
|transit 3%. The agency has 52 
‘employes in one office, expects a 
| 10% rise in 1959 volume. 


| 


| Lewis & Gilman, Philadelphia, 
|does not report its billings and is 
estimated to have billed about 
| $5,000,000 in 1958, a figure similar 
to the previous year. It added 
Stroud & Co. and Henry F. Ortlieb 
Brewing Co. It has 65 employes in 
one office. 


Earle Ludgin & Co., Chicago, 
billed an estimated $6,500,000 in 
1958, as compared with $13,000,000 
in 1957. 
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' When it comes to VACATIONS 


live it 


It’s a Fact — a New Study Proves It! 

More Bostonians who take vacation trips read 
the Herald-Traveler than any other paper. 

A new study of the Greater Boston market by 
Boston University’s Bureau of Business Research 
reveals Herald-Traveler readers have more money 


| Boston Herald-Traveler readers 


... Spend more . . . for the good things in life — their 
homes, appliances, cars, investments, leisure-luxury 
products, travel. 

Ask our rep for the facts and figures on this new 
study — which proves Herald-Traveler readers have 
a way of Living It UP! 


The BOSTON HERALD-TRAVELER 


BOSTON’S BASIC BUY 
One Contract Delivers the “Big Bulk” in Boston 


Represented nationally by: GEORGE A. McDEVITT COMPANY, 444 Madison Ave., New York, N. Y. 
Travel and resort representative: HAL WINTER COMPANY, 7136 Abbott Ave., Miami Beach, Florida 
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The agency gained This Week|charge of marketing development,; ment was made. 
Magazine (but has since lost it to|and Loy R. Lee, merchandising | 


Sullivan, Stauffer, Colwell 
Bayles), the $300,000 Yellow Pages 
account (Reuben H. Donnelley 


Corp.) and Plasticsmith Inc. The) 


agency lost the $2,000,000 Zenith 
radio-tv receiver account and the 
$1,000,000 Rit products business 
(Best Foods) last year. Late in 1957 
the agency lost the $4,500,000 He- 
lene Curtis Industries business. 

Fred Klein, a vp and account 
supervisor, resigned last fall to 
join Doyle Dane Bernbach Inc. as 
head of a new Chicago office. 

In April, 1958, John H. Baxter 
resigned as creative vp and he 
was followed by six others, includ- 
ing Raymond A. Phelps, vp in 


FOREIGN COIN ~° 
PROMOTIONS! _,% 


Comms ond Bills rom Yagup ; 
Send for FREE Catalog or $1 Sample Kin © 


ROYAL COIN CO., INC. 


& director. The agency is believed to|same as 


employ 60 persons in one office. 


MacFarland, Aveyard & Ce., 
Chicago, did not report its 1958 
billings and they are estimated to} 
be about 


substantial interests. The agency is 
Media breakdown was about the! believed to have about 150 em- 
in 1957 when it was) ployes. 

reported as magazines 38%, news- | 


papers and supplements 17%,| MeConnell, Eastman & Co., Tor- 
television 16%, business papers; onto, does not report its billings 
11%, outdoor and transit 10%,|but they were estimated to be 


radio 6% and farm publications| about $9,200,000 in 1958 as com- 


Advertising Age, February 23, 1959 


It added Blue Coal Corp. in 
August, United Artists Records in 
February, United Artists TV in 
October and The Continental, a 
Walter Reade restaurant also in 
October. No losses are reported. 

Newspapers got 52% of the bill- 
‘ings, radio 18%, magazines 12%, 


$8,500,000, compared| 2%. The agency has 93 employes| pared with an estimated $8,500,-| television 6%, outdoor 2%, supple- 


with the $9,000,000 reported by|and expects 1959 billings to exceed | 000 in 1957. The agency reportedly | ments, business papers and transit 


the agency for 1957. 

It added seven accounts during) 
the year: Nature’s Remedy division 
of Lewis Howe Co., Perfecto Gar- 
cia & Bros., Carl Buddig & Co., 
Comptometer Corp., Pioneer Engi- 
neering & Service, E. W. Kneip and 
Hild Machine Co. No losses are 
reported. 

Grant Atkinson joined the agen- 
cy as vp and director of radio and 
television, Gordon Hendry joined 
as media director, Walter C. Power 
was promoted to exec vp and 
general manager, David W. Stotter 
to senior vp. Bud Trude left the 
agency. The agency began a stock 
participation plan for key people, 


47-A West 46th St.. New York, N.Y = starting Jan. 1 when the first allot- 


J ay’ \th 
NEW Todays Hea 
a . new editorial polic 


editor . - 
as positive 


more enjoyable | 
for enriched living. 


The NEW Today’s Health 


magazine that ’ 
formation on th 


able leisure, 


IN 1958 


she 


ng positive 


_ 


_new format 


d 
iving through better food ¢ 
living and other activities 


is a dynamic, 


sells consumer 
e NEW Todays 


living for the American family 


that interprets hea 
d and housing; 


that make 


products. Write for in- 
Health story. 


$10,000,000. |added 36 accounts last year, in- 
\cluding Harold R. Ritchie Co. 
McCarty Co., Los Angeles, billed | (drugs and toilet goods), McCul- 
an estimated $8,000,000 in 1958, up |loch of Canada (chain saws and 
from the estimate of $7,000,000 in outboard motors), 
1957 
About 80 or 85% of the billings bile, and Silversmiths’ Guild of 
were in business papers. The agen- Canada. There were no losses in 
cy credited the increase to growth |Major accounts. McConnell em- 
of the electronics business and to | Ploys 163 persons in seven offices. 
West Coast industrial growth gen- | 
erally. McCarty reported no sig- 
nificant account changes. The Mc- 
Carty Co. owns and operates of- 
fices in Los Angeles, San Francisco 
and Chicago. Other offices in New 
York, Dallas, Seattle and Spokane 
are operated by separate corpora- 
tions in which the McCarty Co. has 


Arthur Meyerhoff & Co., Chi- 
cago, billed $8,406,940 in 1958, of 
which $133,265 was capitalized 
fees. In 1957, billings were $7,- 
707,560, with $34,401 capitalized. 

The agency added Pam Indus- 
tries in September, it lost the 
Grant Co. in March, Frontier Re- 
fining Co. in September and Louis 


Milani Foods Inc. in December. 
Radio, television and talent got 
46% of the agency’s billings, 


newspapers 37%, transit and out- 
door 9%, magazines 6%, business 
papers 2% and other media less 
than 1%. The agency has 90 em- 
ployes and expects 1959 volume 
to be about the same. 


Monroe Greenthal Co., New 
York, moved into the $5,000,000 


ings reported at $5,250,000, of 
which $900,000 was in capitalized 
fees. This compares with 1957 
billings of $4,900,000 with $750,- 
000 capitalized. 


bracket last year with total bill-| 


| advertising less than 1% each and 
other media 9%. It has 63 em- 
ployes in one office, expects a 
110% rise in 1959 volume. 


Amalgamated | 
Electric Corp., Canadian Trailmo-| 


John F. Murray Co., New York, 
|does not report its billings and 
they are estimated to have been 
$5,000,000 in 1958, the same as 
1957. Almost all the billings are 
for Whitehall Pharmacal Co., 
where the agency maintains its 
offices. Billings are mainly in 
print media. 


| Robert Otto & Co., New York, 
| billed $5,900,000 in 1958, all of it 
representing business done outside 
of the United States. Otto, largest 
|of the international-only agencies, 
| billed $5,000,000 in 1957. 

The agency added Transconti- 
|nental Airlines and lost six clients 
(Hormel, William Underwood, 
Cream of Wheat, Diamond Crystal 
Salt, McIlhenny and Bon Ami) 
which export through A. E. Chew 
Co., New York. It resigned the 
portable typewriter division of 
Remington Rand _ International, 
| effective next April 1. Several new 
| accounts were added by overseas 
|offices. Robert A. Grant was ap- 
pointed general manager of the 
agency in May. 
| The media breakdown’ was: 
television 25%, radio 23%, maga- 
zines 25%, newspapers 21%, point 
‘of sale 3%, outdoor 1%, “other” 


Fifteen years ago, in a 


Ridley began the first 


typical of the Anderson 


account executive for 


well as office equipment 


..new Quality Image... That 


health 


haps A&C people like 


growing 


small restaurant on Man- 


hattan’s Franklin Street, account executive Ed 


of over 700 weekly sales 


promotion meetings with the men who sell White 
Rose Tea and canned goods. Today, these after- 
hours meetings have grown into a regular Promo- 
tion Committee Program enthusiastically attended 
by all of White Rose top management from the 
sales vice-president to the tea buyer. Ed Ridley is 


& Cairns brand of contact 


man, who becomes intimately involved with every 
phase of a client’s advertising, merchandising and 
marketing. And Ed wears well, too. He’s been the 


Seeman Brothers’ White 


Rose products for 28 years—and for the imported 
wines and spirits of Julius Wile Sons & Co., Inc., 
since Repeal. Men like Ed have helped Anderson 


& Cairns demonstrate that in package goods as 


and soft goods, it is “The 
Sells!” Are you sure that 


your public is getting the most persuasive selling 
impression of you and your product? If not, per- 


Ed Ridley can help you. 


Call him today at MUrray Hill 8-5800. 


130 East 59th Street 


ANDERSON & CAIRNS, INC. 
Advertising of Distinction 


¢ New York 22, N.Y. 
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More! More! More! 


More and more Baltimore retail food advertisers recognize 
the importance of the Baltimore News-Post. Consistently, they 
have placed increased linage in this food medium. The paper 
that gives you the most complete market coverage. 


LOOK AT THE RECORD 
Year 1958 vs. Year 1957 


Media Records Figures 


Paper Year 1958 Year 1957 Comparison 
The News-Post................ 1,345,258 1,340,401 + 4,857 
The Evening Sun ............. 1,611,062 1,739,595 —128,533 


Our Percent Evening Field .... 45.5% 43.5% + 2.0% 


The News-Post & Sunday American carried 44.7°% of the five-paper 
total, compared to 42.8°% last year ... an increase of 1.9°%/ of the field. 


The News-Post & Sunday American gained 23,174 lines .,.. while The 
Sunpapers, Evening-Morning & Sunday, lost 109,268 lines. 


BECAUSE 
GREATEST CIRCULATION Largest daily circulation of any Baltimore newspaper for more than 


30 consecutive years, 


GREATEST EDITORIAL SUPPORT Every Thursday—the only regular evening women’s food 


section in Baltimore newspapers. 


GREATEST BONUSES Prudence Penny TV Show every Thursday P. M. on WBAL-TV. 
GREATEST MERCHANDISING Complete market analysis by well trained merchandising person- 


nel. Merchandising facilities include mailings, surveys, and per- 


sonal calls on the trade—a boost to your product at the point of 
decision. 


GREATEST COLOR The News-Post has provided color advertising for more than 25 years, 


including full color. 


Yes, Baltimore Has Changed, and the Change Is to 
The News-Post & Sunday American 


THE BALTIMORE NEWS-POST 
and SUNDAY AMERICAN 


Represented Nationally By 
Hearst Advertising Service Inc. Offices in 15 Principal Cities 
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2%. The agency has 192 employes 
in five offices (150 in the four 
foreign offices) and expects an- 
other 18% gain in volume in 1959. 


employs 120 people in two offices,; The agency has 40 employes in 
and expects a 10% rise in 1959) one office, expects 1959 volume ad 
volume. | be up 30%. 


capitalized, compared with 1957 
figures of $8,657,895 and $123,655. 
It added Coleman Co. (outing 
products), Key Work Clothes and 
Electronic Equipment Co. during 
the year, reports no losses. News- 
papers got 23% of the billings, 


talized. The agency added Bordo Products 

The agency added Liftsavers|Co. in September and American 
Inc. in February, Monsieur Henri|Landrace Assn. this year. No 
Wines Ltd. in November and|losses were reported. The agency 
Slenderella International in De-|has 60 employes in one office, and 
television 18%, business papers! cember. It dropped tv billings for expects 1959 volume to rise 10%. 
15%, radio 11%, outdoor 10%,|Nestle-Lemur Co. in February and 
farm publications 7% and other | lost the $2,000,000 Glamorene Inc. 
media the remainder. The agency | account in June. Increased bill- 
- ings on accounts like Six Months 


. WESTERN HORSEMAN |Floor Wax and new accounts re- 


portedly made up most of the dif- 
149 Advertising 


‘ son Planee | ference. 
gencies Place ay , 
167 National Accounts | _Three fourths 
billings went 


Frank B. Sawdon Inc., New 
York, did not report its billings 
and is estimated to have billed 
about $6,000,000 in 1958. In 
the agency reported billings of 
$6,820,000, of which $40,000 was in 
capitalized fees. 

There were no account changes 


of the agency’s 
into television, 9% 


in Last 16 Issues of 


THE WESTERN HORSEMAN in radio, 5% in newspapers, 3% in 1958, but in January, 1959, 
caek Gains Navan: Aiea in point of sale and 2% each in| agency president Sawdon resigned 
COLORADO SPRINGS. COLORADO |magazines and business papers.'as vp in charge of sales and ad- 


Ditwne 
can be 


but difference alone doesn’t make good advertising 
or sales. Clients of Lemarge appreciate this fact. 
They look to Lemarge for creative services 

that stress a single goal—active interest 
resulting in sales. . 


Direct mail created by Lemarge is different 
. but the difference is one of persuasive 
quality and measurable results . . . the kind 
of results that keep some of the largest 
users of direct mail returning to Lemarge 
again and again. 


As the Midwest’s largest mechanized 
producer and processor of direct mail, 
Lemarge offers its clients a complete range 
of direct mail services, from the creation of 
complete mail advertising and sales campaigns, 
through list production, inserting, addressing 
and labeling to the final evaluation of returns. 


Any or all of these services are available to you 
—along with the economy possible only through the 
efficiency and know-how of a Mass Mail specialist. 


If your interest demands direct mail advertising 
that is different because it works . . . why not see 
what Lemarge can do for you? You may consult 
us without charge or obligation. 


ee ee ee 


'‘LEMARGE! 


Roanenanesabenen un an un anll 


Mailing Service Company, 417 S. Jefferson St., Chicago 7, Ill. 


Product Services Inc., New Roche, Rickerd & Cleary, Chi-| 

Potts-Woodbury Inmc., Kansas York, billed $5,267,000 in 1958, of| cago, reported 1958 billings at 
City, reports 1958 billings at $9,- which $667,000 was in capitalized | $6,129,339, of which $172,000 was 
083,632, of which $214,907 was fees. This is a slight drop from) capitalized fees. This compares 


1957 when billings were $5,400,-| with 1957 billings of $7,831,000, of | 
200, of which $400,200 was capi- which $347,000 was capitalized. | 


1957 | 


|his agency’s 


Regular Features 
Back Next Week 


The regular lineup of fea- 
tures (Creative Man, On 
the Merchandising Front, 
Salesense in Advertising, 
etc.) which normally ap- 
pears in the AA feature 
section has been omitted 
from this issue to provide 
adequate space for bill- 
ings figures and other 
data about the nation’s 
advertising agencies. The 
usual features will be 
back their 


in regular 


places next week. 


vertising for Robert Hall Clothes, 
main account, and 
said he was doing so in order to 


,;expand his agency and other in- 


| terests. First move was the acqui- 
| sition of F. B. Stanley Advertising, 
}an agency in which Mr. Sawdon 
| has had an interest. Simultaneous- 
ily, a new agency, Arkwright Ad- 
| vertising, was organized by former 
Sawdon employes who took with) 
|}them the Robert Hall account, 
billing more than $3,000,000. 

About 70% of Sawdon’s billings | 
|/went into television, radio got 
|}about 15%, magazines and other 
media the remaining 15%. The} 
|agency had two offices por ‘about 
i employes last year. 


John W. Shaw Advertising, Chi- 
cago, billed $7,200,000 in 1958, 
compared with $7,000,000 the pre- 
_ vious year. 
| The agency added M. K. Goetz} 
|Brewing Co. in February, John| 
Morrell & Co. in August, for 
meats and 


month it started billing Morrell 


cat food and this 


Advertising Age, February 23, 1959 


dog food as well. The Stiffel Co. 
was lost in April. 

Magazines and television di- 
vided 74% of the billings evenly, 
radio and newspapers 10% each, 
| and the remaining 6% went to out- 
| door. The agency has 63 employes 
in one office, and estimates 1959 
|volume will be up 20%. 


Kennedy Sinclaire Inc., Mont- 
\clair, N. J., moved into the $5,- 
000,000 bracket last year with 
billings reported at $5,733,300, 
all in capitalized fees. This com- 
pares with $4,997,190, all capi- 
talized, reported for 1957. 

The agency bills “over 90% di- 
rect mail.” It added a host of 
bank accounts during the year, 
among them: First National Bank 
of Tampa, San Diego Trust & 
Savings Bank, First City National 
Bank of Houston, Toledo Trust 
Co. and in February, 1959, the 
Union Bank, Los Angeles. It re- 
ported no major accounts lost. It 
| has 41 employes in one office, esti- 
j;mates 1959 volume will be up 
15% 


Spitzer & Mills, Toronto, billed 
an estimated $6,250,000 in 1958, 
compared with $6,000,000 in 1957. 

The agency gained pieces of 
Dominion government business. It 
lost the Tea Council of Canada 
last April, which billed about 
$300,000. In January, 1958, W. H. 
Reid, previously managing direc- 
tor and secretary-treasurer, was 
named president of the agency. 
He succeeded G. F. Mills, who 
moved up to board chairman. J. W. 
Spitzer became vice-chairman. In 
June, the agency announced the 
appointment of Glen Jocelyn, 
previously with MacFarland, Ave- 
yard & Co., Chicago, as creative 
|director. Spitzer & Mills employs 
90 persons in two offices. 


Stanfield, Johnson & Hill Ltd., 
Montreal, billed $9,350,000 in 1958, 
| including $234,300 in capitalized 
| fees. 

The agency was formed in Feb- 
‘ruary, 1958, when Locke, Johnson 
|& Co. merged with Harold F. 
Stanfield Ltd. In 1957, Stanfield 
billed about $6,110,000 while 
Locke, Johnson was not listed in 
this annual compilation. 

Stanfield, Johnson & Hill gained 
the Canadian Government Travel 
Bureau, Trans-Canada _ Airlines 
j and Reynolds Aluminum Co. of 
Canada. It lost Ogilvie Flour Mills 
Co. 
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DISTINCTION 


The Chicago American Earned 10 Awards 


for Excellence in Newswriting and Photography 


in the Illinois Associated Press Competition for 1958 


Represented nationally by Hearst Advertising Service Inc. 


When one newspaper 

so dominates a contest — 

a contest judged by working newspapermen— 
that newspaper is one to watch... 

and to read. 


The Chicago American is that newspaper. 


Three Chicago American writers 

were honored in the news 

and feature writing competition. 

Five Chicago American photographers 
merited seven 

of the twelve awards presented, 

with one photographer 

winning three prizes. 


These eight staff members 

are representative of the people 

who are The Chicago American. 

All are highly trained, thoroughly experienced 
newspaper men and women with one resolve: 
to provide our readers with 

the brightest, 

most authoritative, 

interesting and informative newspaper possible. 


The fact that their work 
is of prize-winning calibre 
is eloquent testimony to 
their success aie: 

in reaching 

this 


THE CHICAGO AMERICAN 


CHICAGO OWNED ® CHICAGO EDITED © CHICAGO DEOICATEO 
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In the merged agency, Elton 
Johnson became board chairman; 
Harold F. Stanfield was named 
president; and Gordon J. Hill 
became exec vp. Mr. Hill had 
been vp of Locke, Johnson. Agency 
billings went into media this way: 
30.7% in newspapers, 12% in 
magazines, 1.8% in supplements, 
11.2% in radio, 8.8% in television, 
7.1% in outdoor, 5.5% in business 
papers, 1.5% in farm publications, 
0.8% in transit advertising, 0.7% 


in point of sale and about 20% in uary, 1959. No losses are reported. 
other media. The agency employs Television got 70% of the billings, 
127 persons in three offices. It| supplements 20%, newspapers and 
expects a 10% gain in 1959 vol-|radio, 5% each. The agency has 
| ume. |55 employes in one office and ex- 


} |pects 1959 volume to be up 15%. 
| Street & Finney, New York, re-| 


ports 1958 billings at $6,750,000,, Sweeney & James, Cleveland, 
compared with $6,000,000 reported | does not report its billings and is 
|the year before. It added a new estimated to have billed about 
| Colgate-Palmolive Co. 
Genie, in August, and Whitehall|to the previous year. The agency 
|Pharmacal Co.’s Sperti in Jan-j|bills through newspapers, maga- 


wows 
PROFESSIONAL 
SALESMAN 


300°% GAIN IN 
ADVERTISING 


The only exclusive dealer magazine 
in the field subject to 

audit by a national 

circulation auditing firm 


VAC! 


IT TAKES 
A PRO— 
TO SELL 

BOATING 


and BOAT & MOTOR DEALER is making 
professional salesmen out of 16,600 dealers 


JANUARY 
1958 


B&MD ADVERTISING PAGES 


JANUARY 
1959 


through its exclusive SALES TRAINING program. 


Six times a year, the men who sell turn to B&MD for 
professional instruction in selling boats and marine 
equipment. They know that BOAT & MOTOR DEALER is 


72 


the one publication dedicated to helping them 
make sales by showing them how fo sell. 


Intense dealer interest in BOAT & MOTOR DEALER's 


salesmanship features and other regular features has 
jumped the demand for B&MD by over 25% in one year. 


Print order for the current issue was increased to 
over 20,000 copies to meet the ever-increasing demand 


for the new, modern dealer magazine in the 
booming boating industry. An average of over 


6,000 reprints have been ordered for each of the 
sales training features published thus far. 


JANUARY 
1958 


NUMBER OF B&MD ADVERTISERS 


JANUARY 
1959 


More and more advertisers are recognizing that 
this top dealer readership pays off in extra sales. 
Advertising for the January issue is up 56 pages 
over the same issue last year; 90 advertisers 


have already placed a total of over 


94 60 pages in the coming March issue. 


Such unprecedented growth in reader demand and 


advertiser acceptance reflects the importance of 
B&MD in building sales. If you sell 


38 


boats or marine equipment, your advertising 
belong first in the exclusive dealer-training magazne 


of the industry. 


Reaching ove 


WRITE —for reprints of B&MD's sales training 
features, and see how they can help you sell more 
by helping dealers sell better. 


r16,600 Selected Marine Dealers 


BOAT & MOTOR DEALE 


Published by Publishers Development Corporation 
publishers of GUNS MAGAZINE and SHOOTING GOODS RETAILER 


8150 North Central Park Avenue 
Skokie, Illinois 

NEW YORK: E. L. Pollock & Associates 
SAN FRANCISCO: The Robert W. Walker Company 


product, $5,000,000 in 1958, a figure similar 
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123 Agencies Billed 
$1-5,000,000 in 1958 


zines, radio, television and busi- 
ness papers. Firestone Tire & 
Rubber Co. is its main account. 
Volume in 1959 is expected to be 
“better.” 


Total Rises Sharply 
from 97 Agencies that 
Reported in 1957 


New York, Feb. 19—In 1958, 
: 123 agencies in the $1-5,000,000 
pet or one ; Lam of | billings bracket a their ae 

9055,067, Of whic 1d, WAS | ings to ADVERTISING AGE, compare 
in capitalized fees. Billings for | with 97 in 1957. 
ag gag ss _ $7,355,-| All figures shown in this report 

, of whic 945, was cap-| were volunteered by responding 
italized fees. They were originally | agencies. It ought to be clearly 
reported to AA as $8,050,000, of | understood that the accompanying 
which $1,800,000 was capitalized. | lists are not complete and do not 
| The agency added National) pretend to be. They represent— 
Guard Bureau in July, National) as does the bracket which fol- 
Fruit in September and National) jows this section, containing agen- 
wid bag ag ag ee on cies with billings of less wan 

ovember. it 108 aryla 0-/| $1,000,000—agencies which volun- 
seater Milk Producers as of tarily reported their figures to AA. 

ecember. 
| Magazines got 36% of the bill-|= In the brackets of $5,000,000 
ings, business papers 27%, news-| or more, the report is as complete 
papers 17%, television 10%, radio|}as AA could make it—and in- 

7% and outdoor 3%. The agency| volved personal contact, cross- 
has 112 employes in two offices, | checking and investigation, as well 
predicts a 15% rise in 1959 volume.| as questionnaires. In some cases, 

jit involves an AA estimate, as 

Wesley Associates, New York,|none of the following reports do. 
which did not report its billings|It is believed that the higher 
last year, reports 1958 billings at) brackets contain every agency 
$7,248,089, of which $856,089 is in| Which the editors believe billed 
capitalized fees. The agency now | $5,000,000 or more in 1958, in 
| reports 1957 billings at $5,746,346, | both the U.S. and Canada. 
of which $758,056 is capitalized | In this bracket, a substantial 
fees. j/number of agencies billed less 
} Ina good new business year, it | than they did in 1957. A prelimi- 
‘added Bridgeport Aerosols in ary count indicated that 82 agen- 
| April, Lanvin Parfums and its An- | Cies billed more than in the pre- 
|toine division in May, Daggett &|Vious year, 19 billed less, three 
|Ramsdell Inc. and Chas. Chipman | Pilled the same, and that the fig- 
‘Sons Co. in December, and Puritan! U"es for 11 were not comparable. 
Sportswear Corp. and Jaymar- is somewhat striking that 
Ruby Inc. in January, 1959. The the higher-billing agencies in this 
agency reported no major account 8™°UP | tended to show decreases 
| losses. in billing. 
| Magazines and television each 
got 31% of the billings, newspa- 
pers 17%, radio 13%, business pa- | 
|pers 5%, sales promotion 2% and| 
{outdoor 1%. Wesley has 55 em- 
|ployes in one office, expects 1959 
volume to rise 25%. 


Van Sant, Dugdale & Co., Balti- 


s In general, this group of agen- 
cies is optimistic. The largest sin- 
gle group (18) looks for a 10% 
increase in ’59 volume; a group 
of 16 looks for a 20% increase; a 
| group of 15 looks for the same vol- 
ume, 11 think a volume gain of 
25% is coming. Only one agency 
| Wherry, Baker & Tilden, Chi-| looked for smaller volume in 1959, 
| cago, reports 1958 billings of about | against seven which thought more 
| $7,000,000, compared with 1957 | than 50% increases were indi- 
when they were reported between | cated for 59. 

$6,000,000 and $7,000,000. Squirt- | 

Chicago Bottling Co. was added,| William Hart Adler Inc., Chi- 
| although billings did not begin | cago, billed $1,983,700 in 1958, of 
/until January, 1959. About 55% vi which $569,800 represented capi- 
the billing is in broadcast media,| talized fees. Comparable figures 
| the remainder in print. The agen-| in 1957 were $1,907,000 and $534,- 
jey has one office, employs 60)| 000. During the year, the agency 
|people and expects a gain in 1959 | added Shure Bros., MPM Corp., 
billings. {and B. Heller & Co.; it lost none. 


All maligned three-button, 
grey-flannel-suited, martini- 
drinking, crew-cut commuters 


between exurbia and Mad Ave: 


You get even in 


THE HUCKSTER’S REVENGE 


By FRED MANCHEE. Illustrated by Alphonse Normandia 
At all bookstores, $3.95 
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: | DAILY now more than SUNDAY now more than 
| 500,000 635,000 


Minneapolis 
Star and Tribune 


EVENING MORNING & SUNDAY 
| st cities in the United States h ith 
nna tinsetoeptiang A emma etic! initiees MORE THAN 500,000 DAILY bd 635,000 SUNDAY 
—New York, Chicago, Los Angeles, Philadelphia. JOHN COWLES, President 
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Media breakdown: newspapers| it neither added nor lost accountsmagazines 16%, business papers 
4%, magazines 21%, supplements|in °'58. Media breakdown was: | 4%, outdoor 4%, point of sale 2% 
5%, tv 7%, outdoor 2%, business | newspapers 2%, radio 94%, tele- | and others 4%. The agency has 
papers 44%, point of sale 6%,\ vision 4%. The agency has six/| 21 employes in one office, and ex- 
“other” 11%. It has 22 employes|employes and expects its 1959) pects business to be up 20% in 
in one office and expects 1959 vol-| volume to be up 5%. 1959. 


ume to be about the same as) ; 
| Arnold & Co., Boston, billed pls 
1966. $1,348,000 in 1958, of which $350,- |, ewe a a 
R. H. Alber Co., Los Angeles,|000 was in capitalized fees. Last | Fir $200 as an Bhs on oy 
billed $1,015,668 in 1958, of which| year the agency billed $1,008,000, pwns sae pee nae 
$62,602 represented capitalized of which $217,000 was capitalized |; 90 were $1 sokeen nd $319. 
fees. Of the total billed, $92,781 | fees. The agency added J. M. Fields one Deri a pane — aed Ben 
represented business done outside | Department Stores and Adage Inc. | Moc ‘Onde 4 ig - e e 4 te) 
the U.S. Comparable figures in| and lost Marum Hosiery Co. Media | yea . ~*~ : e, “—_ ine Man- 
1957 were $1,401,249, $114,602 and|breakdown was: radio 30%, tele-| "8° ie yy oe = ores poor 
$123,701. The agency reported that! vision 22%, newspapers 18%, rere ), istributors, anc 
’ itty Clover Potato Chips; it lost 
— Beech Aircraft Corp. Media break- 
| down: newspapers 8%, radio 8%, 
|tv 20%, outdoor 2%, business pa- 
pers 46%, farm publications 6%, 
direct mail 10%. The agency has 
one office with 16 employes, and 
expects 1959 volume to be up 10%. 


VIDEOTAPE 


| Aylin Advertising Agency, Hous- 
|ton, billed $1,330,800 in 1958, of 
| which $612,000 represented capital- 
ized fees. In 1957, comparable fig- 
ures were $1,128,900 and $449,900 
New accounts included American 
| National Bank, Austin, Southwest- 
ern Graphite Co., Clarke Printing 
|Co. and Turbiville Motors. The 
| agency lost Clarke & Courts. Media 
breakdown was: newspapers 14%, 
magazines 5%, radio 11%, televi- 


Dynamic new dimension in TV advertising 


AMPEX 


CORPORATION 


PROFESS'IONAL PRODUCTS DIVISION 


"TM AMPEX CORP, REOWOOD CITY. CALIFORNIA 


st 


MOVIE 
SPECTACULAR 


Paramount «+ MGM + Warner Bros. + United Artists 


in the Twin Gities 


Sunday through Saturday 


STATION B 


22.9% 


STATION D 


13.6% 


SHARE OF AUDIENCE 


December ARB 10 PM - MIDNIGHT 


acc I Wwren-IV 


MINNEAPOLIS - ST. PAUL 


Ask your Katz man for further 
substantiating Trendex and 
ARB coincidental ratings. He 
also has complete information 
on remaining minute availabili- 
ties in ‘Movie Spectacular."’ 


to be up 10%. 


| fees. In 1957 comparable figures 
| were $1,276,700 and $463,700. It 


Advertising Age, February 23, 1959 


sion 24%, outdoor 5%, business;During the year the agency added 
papers 19%, point of sale 1%. The, Apsco, Brock Mfg. Inc., Ralph 
agency has 19 employes in two of-|Sechler & Son and Weatherhead 
fices, and expects its 1959 volume|Co., and reported no accounts lost. 
Its media breakdown was: news- 
| papers 10%, magazines 20%, radio 


f : 
Baer, Kemble & Spicer, Cincin- 2%, tv 12%, outdoor 7%, business 


| nati. billed $1,101,700 in 1958, of | P@PeTs 48%. It has one office with 


, : tants 18 employes and expects 1959 
which $506,800 was in capitalized volume to be up 10%. 


added Campbell-Hausfeld Co., Un-| Charles Bowes Advertising, Los 
ion Starch & Refining, Stand-| Angeles, billed $1,344,868 in 1958, 


| ard Electrical Tool Co., Hyde Park|of which $990,428 was capitalized 
Savings & Loan Co. and Fullmer|fees. In 1957 it billed $1,879,711, 
| Machine Tool Co. No account loss-|of which $1,497,368 was capital- 


es were reported. Its media break-| ized. The agency added American 
down was business papers 50%,|Savings & Loan Assn. in June, 
newspapers 22%, magazines 19%,|Treasure Tones paint in November. 
television 4%, radio 2%, outdoor] Business papers got 68% of the 
2%, and transit 1%. The agency billings, newspapers 21%, maga- 
has 16 employes in one office, and} zines 5%, radio and outdoor 3% 
expects business to be about the|each. There are 17 employes in 
same in 1959. one office and a 30% increase is 
foreseen for 1959 billings. 

Herbert Baker Advertising, Chi- 
cago, billed $1,300,000 in 1958, of 
which $700,000 was in capitalized 
fees. The agency billed $1,000,000 
in 1957. It added Electro-Voice 
and Happiness Tours and reported 
no account losses. Media break- 
down was: newspapers 25%, 
magazines 15%, point of sale 5%, 
business papers 5% and others 
50%. It has 12 employes in one 
office, and expects business to be 
up 20% in 1959. 


Bradley, Venning, Hilton & 
Atherton Ltd., Toronto, billed $1,- 
500,000 in 1958, including $200,- 
000 in capitalized fees. In 1957, 
the agency billed $750,000, includ- 
ing $100,000 in fees. 

The agency added Inter-Amer- 
ican Drug Research, International 
Packers and Stephens Paints. It 
reported no account losses. Agency 
billings went into media as fol- 
lows: 20% into newspapers, 15% 
into magazines, 20% into radio, 
Frederick E. Baker & Associ-|17% into television, 4% into out- 
ates, Seattle, billed $2,315,046 in|door, 15% into business papers, 
1958, of which $708,837 represented|5% into farm publications, 2% 
capitalized fees. In 1957, com-jinto point of sale and 2% into 
parable figures were $1,785,825 and|other media. Bradley employs 17 
$568,786. It reported no account|persons in one office and expects 
changes. Media breakdown was:|a gain of 50% in 1959 volume. 
newspapers 43%, radio and tv 

oOo ¢ ; 7 
eae oeedoor ay rs transit adver-)  Breithaupt, Milsom Ltd., Toron- 
ising 5%, “other” 15%. The agency : 
has 28 employes and expects its to, billed $4,000,000 in 1958 and 
1959 volume to be about the same $2,500,000 -” 1957. No account 
as in 58. losses or gains were reported dur- 
ing 1958. The agency has 62 em- 
ployes in three offices, and ex- 


Barnes Chase Co., San Diego,| pects 1959 billings to be up 40%. 


billed $2,509,000 in 1958, of which 
$360,000 represented capitalized 
fees. Comparable figures in 1957| Harry P. Bridge Co., Philadel- 
were $1,914,000 and $253,000. Dur-| Phia, billed $1,121,056 in 1958, of 
ing the year it added Convair’s| Which $266,800 was in capitalized 
San Diego division, Convair As-|fees. No account losses or gains 
tronautics, Stromberg Carlson’s|WeTe reported. Media breakdown 
San Diego division and San Diego| WS: business papers 90%, maga- 
Gas & Electric Co.’s gas division;|##Mes 5% and newspapers 5%. 
it lost Circle Realty, General The agency has 16 employes in one 
Atomic, Non-Linear Systems and office, and expects business to be 
Marvin K. Brown Cadillac. It has|UP 29% this year. 

31 employes in three offices and 


expects 1959 volume to be up 25%. S. M. Brooks Advertising, Little 


Rock, billed $1,488,811 in 1958 
Batz-Hodgson-Neuwoehner Inc.,|COmpared with $1,420,632 in 1957. 
St. Louis, billed $1,816,746, includ- |It neither gained nor lost an ac- 
ing $93,186 in capitalized fees, in|count during the year. Media 
1958. The 1957 total was $1,564,-|breakdown: newspapers 57%, 
405, including $119,260 in fees. |magazines 1%, supplements 1%, 
Batz added the Joy Mfg. Co.|rTadio 5%, tv 29%, outdoor 5%, 
and Reliable Life Insurance Co.|business papers 1%, farm publi- 
It lost Bettendorfs. Billings were | Cations 1%. The agency has one 
invested as follows: 3% in news-|°ffice with eight employes, and 
papers, 5% in radio, 23% in tele- expects 59 | volume to be about 
vision, 4% in outdoor, 60% in| the same as ’58. 
business papers, 1% in farm pub-} 


lications, 1% in transit advertis- | Burdick & Becker, New York. 
ing, 1% in point of sale and 2% in| billed $2,933,847 in 1958, of which 
literature and printed matcrials.| $1 630,968 represented capitalized 
Batz employs 30 persons in one|fees. In 1957, comparable figures 
office. It expects a 5% gain in ’59| were $1,251,960 and $448,283. Dur- 
volume. ing the year the agency added 
Bristol Laboratories, Sandoz 
Bishopric-Green-Fielden, Miami,| Pharmaceutical division of Sandoz 
billed $2,650,000 in 1958. In/Inc., and the Winthrop Labora- 


1957 it billed $2,300,000. The agen- 
cy reported no breakdown on its 
capitalized fees. It added Lawnlite 
Co. and Americana Hotel, and 
reported no account losses. Media 


|vision 17%, outdoor 5%, business 
/papers 8%, “other” 14%. The 
jagency has 39 employes in two 
offices and expects its 1959 vol- 
ume to be up about 20%. 


Bonsib Inc., Ft. Wayne, billed 
| $1,055,739.49 in 1958, of which 
| $543,456.35 represented capitalized 
‘fees. Comparable figures in 1957 
were $955,355.28 and $567,437.83. 


tories division of Sterling Drug 
Co.; B&B reports it lost no ac- 
counts. The agency invests all of 
its billings in medical publications. 
It has 35 employes and expects 


breakdown was: newspapers 36%, |its 1959 volume to be up about 
magazines 10%, radio 8%, tele-| 30%. 


Byer & Bowman Advertising 
Agency, Columbus, O., billed $3,- 
025,802 in 1958, of which $1,337,- 
469 represented capitalized fees. 
Comparable figures in 1957 were 
$3,191,887 and $1,525,403. 

During the past year it added 
Hart Mfg. Co., Jewel Builders, 
McElroy, Minister, McClure & 
Kientz, and Quad Inc., and lost 
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an oil marketing management man 
in a 15 billion dollar market 


pwn F. MINOR is manager of retail sales 
for Shell Oil Company —a man many 
salesmen would give their eye teeth to sell. 
Why? Because Ollie supervises sales to 
23,000 U. S. service stations that handle 
Shell products. 

Ollie’s world includes oscilloscopes for 
tune-up work ., . merchandising research 
boards ... new station locations and de- 
signs... training centers... TBA (Tires, 
Batteries & Accessories) merchandising 
... automotive lubricants .. . antifreezes 
and specialty products ...credit programs 
... and the many, many other ideas and 
tools required to market service station 
products. 

Oil marketing management men like 
Ollie are primarily responsible for the 
$15-billion of service station retail sales 


last year. That $15-billion, by the way, 
represented 7.5% of all retail sales. Oil 
companies, together with oil jobbers and 
other independents, comprise a major 
market for pumps, hose, meters, tanks, 
compressors and all other oil marketing 
equipment. This is also the world’s biggest 
market for tires, batteries and automotive 
accessories. 

If your company (or client) has a stake 
in this market, you’ll want to know about 
National Petroleum News. . . because its 
18,460 paid circulation provides unique 
coverage of readers like Ollie Minor. Your 
NPN representative will be glad to give 
you all the details on the world of oil mar- 
keting and how to reach it through Na- 
tional Petroleum News... for 50 years the 
magazine for oil marketing management. 


National 
Petroleum 
N CWS 0%, Omi. 


A McGRAW-HILL PUBLICATION 
330 West 42nd Street, New York 36, N. Y. 
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Barnebey-Cheney Co., Buckeye 
Potato Chip Co., and Huber Homes. 
Media breakdown was: news- 
papers 19%, magazines 31%, 
radio 10%, television 22%, outdoor 
5% and “other” 13%. It has 44 
employes and expects its 1959 
volume to be up about 9%. 


J. M. Camp & Co., Wheaton, 
Ill., billed $2,000,000 in 1958 and 
$1,750,000 in 1957. In 1958 it add- 
ed the Evangel Hour and lost 
Chapel of the Air. Its media 
breakdown was radio 85%, news- 
papers 7%, television 5% and 
magazines 3%. It has 10 employes 
in three offices, and expects 1959 
billings to be about the same. 


Cayton Inc., New York, billed | 
$3,747,000, of which $732,000 was | 
capitalized fees and $130,000 for- | 
eign billings, in 1958. In 1957, 
comparable billings were $3,595,- | 
000, with $715,000 capitalized and | 
$105,000 foreign. The agency add-| 
ed the New York, New Haven & 
Hartford Railroad in February, Al- 
don Industries, National Games 
Inc. and Morris Plastics Inc., all 
in July. Television got 45% of the 
billings, business papers 18%, 
newspapers 14%, point of sale 
10%, magazines 8%, radio 3% and 
supplements 1%. There are 29 
employes in one office and 1959 
business is expected to rise 10%. 

Clarke, Dunagan & Hufthines, 
Dallas, billed $1,001,000 in 1958, | 
of which $126,000 was in capital- 
ized fees. In 1957 comparable 
figures were $490,000 and $90,000. 
It added Light Crust Flour and| 
General Electric’s Southwest ap-| 
pliance and tv account. No account| 
losses were reported. Media break-| 
down was: newspapers 35%, radio 
28%, television 20%, point of sale} 
5%, business papers 5%, outdoor| 
3%, magazines 2% and farm pub- 
lications 2%. It has 12 employes 
in one office, and expects business 
to be up 100% in 1959. 


Sidney Clayton & Associates, 
Chicago, billed $1,332,519 in 1958, 
of which $847,607 was in capital- 
ized fees. Comparable figures in 
1957 were $1,122,016 and $600,300. 
The agency added Howard Miller 
Clock Co., Lighting Products and 
Lantz Mfg. Co. and lost Panellit 
Inc. Media breakdown was: sales 
promotion 49%, business papers 
48% and radio 3%. It has 19 em- 
ployes in one office, and expects 
business to be up 20% in 1959 


Cole, Fischer & Rogow, New 
York, billed $4,050,000 in 1958, of 
which $450,000 represented capi- 
talized fees. In 1957, comparable 
figures were $2,110,000 and $260,- 
000. During the year the agency ab- 
sorbed Esmond Associates, and its 
client list, including Webb & 
Knapp, Spencer Taylor Hotels, 
Drake Hotel, Solar Electric Co. and 
Wm. A. White Real Estate & City 
Title Insurance. Larry Esmond be- 
came president of Cole, Fischer & 
Rogow and Art Moss, from Es- 
mond, was named exec vp. Cole, 
Fischer added Sante Fe Wine Co., 
Bon Ami Co., and Hires Co. (West 
Coast); it reports no accounts lost. 
Media breakdown was: news- 
papers 15%, magazines 10%, sup- 
plements 5%, radio 27%, televi- 
sion 27%, outdoor 4%, business 
papers 5%, transit advertising 2% 
point of sale 5%. It has 45 em- 
ployes in two offices and expects 
1959 volume to be up about 50%. 


Commerce Advertising Agency, 
New York, billed $1,020,000 in 
1958, of which $240,000 repre- 
sented capitalized fees. Compa- 
rable figures for 1957 were $1,- 
340,000 and $240,000. The agency 
placed the bulk of its billings in 
newspapers and business papers 
It has 10 employes and expects a 
volume increase of 28% for 1959. 


Davis, Parsons & Strohmeier, 
New York, billed $1,082,087 in 
1958, of which $363,155 was in 


capitalized fees, Comparable fig- | 


ures in 1957 were $889,158 and 


$379,003. No account losses or gains 


were reported. It has 12 employes 
in one office, and expects 1959 
billings to be up 10%. 


De Garmo Inc., New York, 
billed $1,008,453 in 1958, of which 
$297,081 represented capitalized 


fees. In 1957, comparable figures 


were $843,794 and $200,703. It 


added Eastern Aircraft Products 


Corp., and Bailey, Green & Elger, 
and lost Carlton Motors Corp. Its 
media breakdown was newspapers 
40%, magazines 60%. It has 12 
employes and expects ’59 billings 
to be about the same as in ’58. 


Dillon-Cousins & Associates, 
New York, billed $1,600,000 in 
1958. In 1957 the figure was $1,- 
300,000. The agency added USS. 
Rubber in Cuba in 1958. No ac- 
count losses were reported. Bill- 
ings breakdown was: radio 40%, 
newspapers 20%, television 20%, 
magazines 10%, outdoor 5%, and 
movie screens 5%. 


has 70 employes in two offices, 
and expects 1959 volume to be up 
10%. 


Fairfax Inec., New York, billed 
$3,846,000 in 1958, of which $346,- 
000 was in capitalized fees. In 
1957 comparable figures were $4,- 
000,000 and $400,000. The slight 
billings decline occurred during the 
first six months of 1958, when sev- 
eral clients cut back budgets tem- 
porarily, the agency reported. Bill- 
ings for the last half of the year 
ran 10% above the 1957 level. The 
agency added Kam-Kap, Tri-Wheel 
Trucks, U.S. Glass Co., Gill Net- 
ters Salmon, Flowerama and Ho- 
tel New Yorker and lost Lewis & 
Conger. Media breakdown was: 
newspapers 30%, magazines 30%, 
television 25%, supplements 5%, 
radio 5% and business papers 4%. 


}and expects 1959 billings to be 
up 10%. 


Vance Fawcett Associates, Hon- 


The agency |olulu, billed $1,016,000 in 1958, of publications 1% 


It has 30 employes in one office, | Co., 
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which $473,000 represented capi- 
talized fees. Comparable figures 
for 1957 were $860,000 and $376,- 
000. 

The agency added Hawaiian 
Sugar Planters Assn. and Pineap- 
ple Companies of Hawaii; no 
important accounts were lost. 
Newspapers got 40% of the agen- 
cy’s billings, television 30%, radio 
15%, magazines 5%, business 
papers 4%, transit advertising 4% 
and point of sale 2%. The agency 
has 15 employes and expects 
volume will be up about 15% in 
1959. 


vertising 1%. It has 12 employes 
in one office, and expects 1959 
billings to be up 21%. 


Fischbein Advertising Inc., Min- 
neapolis, billed $1,070,000 in 
1958, of which $270,000 represented 
capitalized fees. In 1957, com- 
parable figures were $900,000 and 
$250,000. No account changes were 
reported. Media breakdown was: 
newspapers 18%, magazines 10%, 
supplements 1%, radio 15%, tele- 
vision 20%, outdoor 5%, business 
papers 20%, farm publications 
1%. The agency has 14 employes, 
and expects a 10% increase in 
Fessel-Siegfriedt Advertising,| volume in 1959. 
Louisville, billed $1,019,173 in 1958, 
of which $389,369 was in capital-| M. M. Fisher Associates, Chi- 
ized fees. It added Samuels & Co.,| cago, billed $1,021,000 in 1958, of 
Dallas; American Dairy, Evans-| which $306,000 was in capitalized 
ville, Ind., and Standard Provision | fees. The agency billed $683,702 in 
Birmingham. It lost Ohse/| 1957. It added Dark Eyes Inc. and 


| Meat Products. Media breakdown | Miller Builders. No account losses 


was: outdoor 41%, newspapers|were reported. Media breakdown 
22%, radio 12%, point of sale 11%, | was: television 30%, newspapers 
television 8%, magazines 4%, farm 25%, radio 20%, magazines 10%, 
and transit ad-|outdoor 5%, business papers 5%, 
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point of sale 3% and transit ad- 
vertising 2%. It has 40 employes 
in one office, and expects business 
to be up 40% in 1959. 


E. M. Freystadt Associates, New 
York, billed $1,255,124, including 
$60,910 in capitalized fees, in 1958. 
The 1957 total was $1,286,585, 
including $56,304 in capitalized 
fees. The agency last year added 
Captains Club and Society of 
Plastics Industries. It lost Kear- 
fott Corp. Billings were invested 
as follows: 12% in newspapers, 
21% in magazines, 5% in radio, 
2% in television, 10% in outdoor, 
36% in business papers, 6% in 
farm publications and 8% in point 
of sale. The agency employs 17 
persons in one office and expects 
a 10% gain in 1959 volume. 


Friend, Reiss Advertising Inc., 
New York, billed $4,197,766 in 
1958, including $298,000 in capital- 
ized fees, as compared with 1957 
billings of $4,783,240, including 


$200,000 in fees. During the year 


the agency added three accounts, 
DuMont TV & Radio Corp., Emer- 
son Radio & Phono Corp. and 
Grosset & Dunlop, while losing 
two, Shirtcraft Corp. and Solar 
Steel. Billings went this way: 
newspapers 16.05%, magazines 
23.3%, radio and television 17.4%, 
outdoor 2.76%, business papers 
16.4% and others 13.7%. The agen- 
cy employs 43 people in one office 
and expects a 20% increase in 1959 
volume. 


Harry M. Frost Co., Boston, 
billed $2,008,977 in 1958, of which 
$205,999 was in capitalized fees. 
Comparable figures for 1957 were 
$1,938,355 and $217,121. The agen- 
cy added New England Art Pub- 
lishers and reported no account 
losses. Media breakdown was: pe- 
riodicals 67%, radio 14%, televi- 
sion 9% and outdoor 7%. It has 
37 employes and expects business 
to be up 20% in 1959. 


Gamut Inc., Garden City, N. Y., 
billed $1,194,399 in 1958, of which 


$1,058,420 was in capitalized fees. 
Comparable figures in 1957 were 
$1,112,369 and $882,740. The agen- 
cy added E. J. Korvette Furniture 
Centers, Paramount Engineering 
Corp. and Remington Aluminum 
Corp. It lost Russel E. Lowell Inc. 
Media breakdown was: newspa- 
pers 63%, direct mail 23%, supple- 
ments 5%, transit advertising 4%, 
outdoor 1%, business papers 1%, 
point of sale 0.9%, and radio 0.1% 
The agency has 17 employes in 
one office, and expects 1958 busi- 
ness to be up 45%. 


Garfield-Linn & Co., Chicago, 
billed $2,457,000 in 1958, of which 
$1,483,000 represented capitalized 
fees. Comparable figures for 1957 
were $1,500,000 and $800,000. 

The agency placed 33% of its 
billings in business papers, 27% in 
newspapers, 15% in_ television, 
16% in magazines, 4% in supple- 
ments, 3% in radio, 2% in outdoor. 
It has 24 employes in two offices 
and expects volume to be up 25% 
in 1959. 


Gaynor & Ducas, New York, 
billed $3,728,654 in 1958, of which 
$1,810,443 represented capitalized 
fees. Comparable figures for 1957 
were $3,446,260 and $1,743,555. 

The agency added General Pre- 
cision Laboratories, Kearfott Co., 
Medal Distilled Products (Mell- 


wood bourbon) and Space Tech-| 


nology Laboratories; Crowley’s 
Milk Co. was dropped this month. 


.| Media use broke down as follows: 


magazines 45%, newspapers 15%, 
business papers 10%, and 5% each 
for radio, television, outdoor, farm 
publications, point of sale and 
“other.” The agency has 49 em- 
ployes in two offices and expects 
a 14% gain in volume in 1959. 


W. B. Geissinger & Co., Los 
Angeles, billed $1,258,000 in 1958 
as compared with $1,050,900 in 
1957. No accounts were gained or 
lost last year. Billings were in- 
vested: 25% in newspapers, 50% 
in magazines, 3% in supplements, 
13% in radio, 6% in television and 
3% in business papers. The agency 


| Petertiy Automotive 
| Oude America s largest 
young man’s market 


Over 4,000,000 readers shop in 
P.A.G. pages every month. 

In fact, more 18 to 25 year old 
young men read the Big 3 of 
P.A.G.— Motor Trend, Motor 
Life and Hot Rod—than any 
other magazine in America. 


In 1958, P.A.G. advertising 
lineage increased 21%, 
circulation 11% and new 
advertisers 34%. Proof that 
dollars invested in the P.A.G. 
buy into a growing market! 


P.A.G. READER BUYING HABITS 
(Latest Eugene Gilbert Survey) 


CARS—61% of P.A.G. readers buy new 
ears. (Non-readers : 50% ) 
CIGARETTES—70% smoke one or 

more packs of cigarettes per day. 
TOILETRIES—88% purchase their 

own shampoo. (Non-readers : 40% ) 
SOFT DRINKS—53% consume 4-15 soft 
drinks per week. (Non-readers: 30% ) 
CLOTHES—94% buy suits by brand 
name. Dress shirts—95%. Belts—88%. 
HOBBIES—8% own outboard’ power 
boats. (Non-readers : 7% ) 


MoT — 
TREND ~""" 


a one 


To get more young men for your money, 
talk to a P.A.G. representative today. 


Petersen Publishing Co. 


NEW YORK: 17 East 48th Street 
CHICAGO: 860 North Michigan Ave. 
LOS ANGELES: 5959 Hollywood Blvd. 
DETROIT: 738 Book Building 
CLEVELAND : 834 Schofield Building 


American Motors Corporation * American Tobacco Company » Bardah! Manufacturing Company + Buick * Catalina, Inc. * Chevrolet + Citroen Cars Corporation + D-A Lubricant Company, Inc. * De Soto + Dodge 
©. |. DuPont de Nemours & Co., Inc. » Harley Davidson Motor Company + Heath Company + Kendall Refining Company Liggett & Myers Tobacco Company * Mercedes-Benz Sales, Inc. + Northrop Aeronautical institute 
)idsmobile * Opel + Pennsylvania Refining Company * Peugeot, Inc. + Plymouth + Pontiac + Raybestos Division * R. J. Reynolds Tobacco Company + Rootes Motors * Simca + Simoniz Company * Socony Mobil 
Oil Co., Inc. « Standard-Triumph Motor Company + Stewart-Warner Corporation » Studebaker-Packard Corporation * U. S. Air Force + U. S. Army * Vauxhall » Volkswagen + Wildroot Company * Wynn Oil Company 


*Readership 4,000,000 * ABC circulation 1,200,000 
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j}employs 11 persons in one office. 
It expects a 10% volume gain in 
1959. 


Getschal Co., New York, billed 
$2,420,000 in 1958, of which $750,- 
000 was in capitalized fees. In 
1957 comparable figures were $2,- 
020,000 and $600,000. It added 
Sunset Stores, Flushing, N. Y., and 
Hotel Montmartre, Miami Beach. 
No account losses were reported. 
Its media breakdown was: radio 
30%, television 30%, newspapers 
20%, magazines 10%, business pa- 
pers 5% and “other” 5%. It has 
14 employes in one office, and 
expects business to be up 20% in 
1959. 


Gillham Advertising, Salt Lake 
City, billed $2,200,000 in 1958. In 
1957 its billings totaled $2,135,000. 
No account losses or gains were 
reported. Media breakdown was: 
newspapers 50%, television 25%, 
radio 10%, outdoor 10%, and point 
of sale 5%. The agency has 27 
employes in one office, and sees 
1959 about 5% better than 1958. 


Givens-Davies Advertising 
Agency, Boise, Idaho, billed $1,- 
102,300 in 1958, of which $584,700 
represented capitalized fees. Com- 
parable figures in 1957 were 
$930,800 and $532,500. The agency 
reported no account changes in 
‘58. Media breakdown was: news- 
papers 20%, magazines 19%, radio 
10%, television 35%, outdoor 4%, 
business papers 2%, farm publica- 
tions 3%, point of sale 5%. The 
agency has 14 employes in two 
offices, and expects 1959 volume 
to be up 15%. 


Charles Anthony Gross Adver- 
tising Agency, Miami, billed $2,- 
337,570 in 1958, of which $365,000 
represented capitalized fees. Com- 
parable figures in 1957 were $2,- 
750,250 and $500,000. During the 


OVER 40%* 


of Department and Junior Depart- 
ment Store Sales Volume is in Towns 
With Less Than 100,000 Population. 


Let Mr. M.T.J. 


capture this market for you... 
give you FULL market coverage! 
MTJ is THE department store maga- 
zine—over 15,000 important buying 
influences in all well rated depart- 
ment stores across the country in- 
cluding all buying authority in the 
important under 100,000 population 
market. 

MTJ is THE department store maga- 
zine—Merchandising and adminis- 
trative executives look to the Journal 
for “How-to-Sell" editorial articles 
- + « 90% of which are case-history 
reports. 

MTJ is THE department store maga- 
zine—take advantage of the edi- 
torial line-up in the months to come 
by coordinating your advertising with 
the editorial content . 


APRIL—Father's Day, Graduation, Sum- 
mer Events. 
mMAY— yleam | up Summer and Pre- 
paring for Fa’ 
MTJ is THE department store maga- 
tine—moke sure it's on your sched- 
ule. 


*Dep't ef Commerce, Bureau ef Census 
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past year the agency added Cad-|New York, billed $2,430,219 in 
illac Hotel, Miami Beach, CDA-/ 1958, of which $1,391,334 repre- 
Dominican Airlines, and Swedish|sented capitalized fees. Compa- 
Boating, Annapolis, Md. It lost Ja- rable figures in 1957 were $3,112,- 
maica Tourist Board, and Boca|000 and $1,072,000. During the 
Raton Hotel. Media breakdown | year it added Great Western Pro- 
was: newspapers 50%, magazines,| ducers, Cue Publishing Co., and 
25%, radio 1%, television 2%,|Linsk of Philadelphia, and lost 
business papers 1%, point-of-sale| Standard Triumph Motor Co. and 
and other 0.5% each. The agency|Seabrook Farms Co. The agency 
has 32 employes and expects its| has 31 employes and expects 1959 
1959 volume to be up about 15%.| volume to be about the same as in 


| 58. 

Godwin Advertising Agency, 

Jackson, Miss., billed $2,561,179) Grubb & Peterson Advertising, 
in 1958, of which $935,483 repre- | 


|Champaign, Ill., billed $1,845,739, 


sented capitalized fees. In|of which $862,865 was capitalized 
1957, comparable figures were |fees in 1958. That compared with 
$2,658,807 and $1,142,891. The/ $1,783,513 in 1957, of which $1,- 
agency reported no 


account 014,019 was capitalized. It added 
changes. Media breakdown was:| National 


‘ ‘ Broom Mfrs. Assn. in 
newspapers 33.3%, magazines | January, Crownline Mfg. Co. in 
6.9%, radio 11%, outdoor 6.4%,| May, Dennis Chicken Products in 
business and farm publications August and in December, Heinkel 
12.3%, mechanical production 


Packing Co., Danville Jackets Inc. 
and Realsilk Hosiery Co. Televi- 
| sion got 62% of the billings, busi- 
| hess papers 22%, point of sale 6%, 
| newspapers 4%, farm publications 
1%, less than 1% each to radio 
and outdoor and 5% to miscellane- 
ous production charges and fees. 
|The agency has 21 employes in 
| one office, and expects a 20% rise 


}in volume. 


| 


Harris & Co. Advertising, Mi- 
| ami, billed $2,700,000 in 1958. The 
| same figure was reported for 1957. 
|The agency added Diplomat Hotel 
& Country Club, Hollywood-by- 
the-Sea, Fla.; La Concha Hotel, 
San Juan; Aruba Caribban Hotel, 
Aruba, Netherlands West Indies; 
| Dupont Plaza Center, Miami, and 
| Meyers Hotel Chain. 
|tercontinental Hotels Corp. It 
expects business to be up 20% in 
| 1959. 


30.1%. Godwin has 47 employes in 
three offices, and expects 1959 
volume to be up 8%. 


Gore Smith Greenland Inc., 


Let's get 
right to 
the point! 


Here is an eager 
market of over 


44 MILLION 
PEOPLE 

in the 
Metropolitan Hart-Conway Co., Rochester, 
| billed $2,212,535 in 1958, of which 
| $366,685 was in capitalized fees. 
| Corresponding figures for 1957 
| were $2,029,706 and $325,806. The 
agency reported no account losses 
or gains. The billings breakdown 
was: newspapers 33%, television 
30%, magazines 12%, and radio, 
transit, outdoor, business papers, 


Phoenix Area 
alone, whose 
annual buying 

power is almosta 


BILLION 


DOLLARS! 


than 1%. The agency has 16 em- 
ployes in one office, and expects 

Here isa business to be up 5 or 10% in 1959. 
morning-evening 
J. M. Hickerson Inc., New York, 
billed $1,559,116 in 1958, of which 
$547,194 represented capitalized 
fees. Comparable figures in 1957 


combination 
coverage that daily 
reaches 


It lost In-| 


and farm publications, each less | 


were $1,554,472 and $488,004. 
During 1958, Richard Kerr, 


rence Fertig Co., joined Hickerson 
as president and partner, and Mr. 
Hickerson became board chair- 
man; Ben J. Gibson Jr., formerly 
vp of Cary-Hill, Des Moines, joined 
Hickerson’s Des Moines office as 
vp and general manager. He re- 
|placed Shelton R. Houx, who re- 
|signed to open his own office. 
| Edw. J. Dinunzio, former vp of 
|Belmont Advertising, New York, 
|joined Hickerson’s New York of- 
|fice as an account executive. In 
jaddition to reorganizing its Des 
|Moines office and adding to its 
| New York creative staff, the agen- 
|\ey added Kahle Engineering Co., 
North Bergen, N. J., industrial 
equipment manufacturer, and 
|Strutwear Inc., New York wo- 
men’s wear manufacturer. 

Media breakdown was: newspa- 
pers 20%, magazines 20%, radio 
8%, television 6%, outdoor 2%, 
business papers 30%, “other” 14%. 
The agency has 17 employes in 
|two offices and expects 1959 vol- 
|ume to be up 40%. 


Hoefer, Dieterich & Brown, San 
Francisco, billed $1,233,000 in 1958, 
of which $75,000 represented cap- 
|italized fees. Comparable figures 
| in 1957 were $1,224,000 and $114,- 
|000. During the year, the agency 

|gained California Beef Council 
and Columbia-Geneva Steel Corp.; 
|it lost Pacific Intermountain Ex- 
|press. Media breakdown: News- 
papers 20%, magazines 10%, sup- 
plements 2%, radio 5%, tv 10%, 
outdoor 5%, business papers 5%, 
farm publications 3%, transit ad- 
vertising 10%, point of sale 30%. 
The agency has 16 employes in 
one office and expects 1959 vol- 
| ume to be up 25%. 

| approximately $2,000,000 in 1958, 
{the same figure reported for 1957. 
It has 22 employes in one office, 
|expects a 5% to 10% increase in 
| 1959 volume. 


Huot Advertising Agency Ltd., 
|Montreal, Canada, billed $1,673,- 
468 in 1958, of which $30,468 
represented capitalized fees, and 
$50,000 represented billings outside 
of Canada. In 1957, comparable 
figures were $1,245,010, $20,010 
and $40,000. During the year new 
accounts were the Bank of Canada 
(Ottawa), City of Montreal, Pro- 
vincial Raceways and Blue Bon- 


97.2% 
of the homes 
in that market. 


ROP Color and 
Roto Magazine, too. 


You need use 
but this 
one medium. 


ARTISTS LIVE IN 


are quite a few over on the Left 


Why not get your 


money's worth? fais ‘ 
Their average income tops $7 
$20,000,000 yearly on artist's 


and attended some 3,400 college 
out the country. 


AMERICAN ARTIST is the 


Ay 
: mated readership) art magazine 


THE ARIZONA _ 


REPUBLIC 


THE PHOENIX 


Gazette 


wie ec 
ationa vertising anager 
Box Phoenix. Phone AL 8-881i 


photo supplies, etc. 


... ABC statement and reliable 
request. 


AMERICAN ARTIST 

CY ELLISON, Advertising Directo 
Represented nationally 
by KELLY-SMITH CO. 


There may be some in Greenwich Village and, we're told, there 


to talk about the rich, responsive, and growing audience of fine 
and commercial artists, art directors, art teachers, craftsmen, and 
the tremendous market of “week-end artists,” who read AMERI- 
CAN ARTIST each month—that’s a different picture! 


another estimated $25,000,000 on similar items for business usage, 
and buy these materials through some 3,000 retail art supply out- 
lets. They invested over $3,000,000 in travel and vacation last year 


ABC paid distribution among the artists who buy and use materials 
including art supplies, art books, engraving, printing, typography, 


A sample copy of the magazine . . . travel survey . . . rate card 


24 west 40TH STREET, NEW yorK 18 


GARRETS! SEZ WHO? 


Bank in Paris—but if we're going 


,600 a year .. . They spend over 
materials for personal use and 


s and private art schools through- 


most widely read (200,000 esti- 
in America today with the largest 


market surveys are available upon 


stele, 


% 
a“ 


r 


24 
2* 
ons 


‘ 
Curat 


formerly creative head of Law-| 


Malcolm Howard, Chicago, billed | 


Advertising Age, February 23, 1959 


{nets Raceways. No accounts were, 1958, of which $1,507,500 repre- 
lost, the agency reported. Media|sented capitalized fees. In 1957, 
|breakdown was: newspapers 39%,\comparable figures were $2,121,600 
magazines 6%, supplements 2%,\and $1,323,420. The agency added 
radio 9%, television 18%, outdoor|Doane Products Co., General Sin- 
2%, business papers 8%, farm)|tering Corp., Artag Plastics Corp. 
|publications 5%, transit advertis-|and Scribe Internationale, and 
ing 2%, point of sale 3%. It has|lost National Cooperatives, Amer- 
38 employes and expects its 1959\ican Distilling and Wonder Build- 
volume to be up about 20%. ing Corp. Media breakdown was: 
newspapers 10%, magazines 49%, 
Hutchins Advertising Co., Ro-|radio 5%, television 12%, outdoor 
chester, billed $3,270,047 in 1958,| 20% and “other” 4%. The agency 
of which $323,868 represented has 30 employes in four offices, 
capitalized fees. In 1957 compara-j|and expects its 1959 volume to be 
ble figures were $3,122,187 and up 15%. 
$117,000. During the year it) 
gained Curtice Bros. Co., Roches- Jefferson Advertising Agency, 
ter Mfg. Co. of California, Fluoro-| La Crosse, Wis., billed $1,050,586 
carbon Products, U.S. Gasket Co.,)in 1958, of which $937,347 was in 
Hansford Mfg. Corp. and its Davis capitalized fees. Comparable fig- 
Keyseater division, and Emil Mul-|ures for 1957 were $1,039,011 and 
ler Construction Co.; the agency | $947,683. No account losses or 
lost Staub & Son and Alsco Prod-| gains were reported. Media break- 
ucts of Canada. It has 39 employ- down was: farm publications 60%, 
es in two offices, and expects 1959|newspapers 15%, business papers 
volume to be up 10%. | 15% and magazines 10%. The 
jagency has six employes in one 
Jackson, Haerr, Peterson & Hall, | office, and expects business to be 
Peoria, Ill., billed $2,407,500 in| up 10% in 1959. 


you canttell\if it has 
hat MGM-TV touch / 


This spot's got it! Beauty...brilliance...a car commercial 
with at A GM-TV touch / 
Client: Plymouth 


Agency: Grant Advertising 
Producer: MGM-TV 


This spot’s got it! Scope...sincerity...a cigarette commer- 
cial with (at GM-TY touch / 
Client: Viceroy 


Agency: Ted Bates Advertising 
Producer: MGM-TV 


BILL GIBBS, Director of Commercial 
and Industrial Films, MGM-TV 
Culver City, Calif. 


SAN FRANCISCO: PR 5-1613 
LOS ANGELES: Bob Fierman—TE 0-3311 


NEW YORK: Jack Bower, Phil Frank, JU 2-2000 
CHICAGO: Bob McNear, FI 6-8477 


MGM 


A Service of Loew’s Inc, 
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Jennings & Thompson Adver-| papers 2%, transit advertising 4% | 


tising, Phoenix, billed $1,225,000) 
in 1958, of which $472,000 repre- 
sented capitalized fees. Compara- 
ble figures in 1957 were $885,000 
and $243,000. During the year it 
added Baird’s Bread Co., Exchange 
Finance Co., Fiesta Foods Corp. 
and H.B.A. Life Insurance Co. 
Media breakdown: newspapers 
31%, magazines 7%, radio 9%, tv 
18%, outdoor 5%, business papers 
8%, farm publications 6%, transit 
advertising 1%, point of sale 1%, 
other 14%. It has one office with 
20 employes and expects 1959 vol- 
ume to be up 10%. 


Johnson & Lewis Advertising, 
San Francisco, billed $3,758,527 in 
1958, of which $1,116,844 repre- 
sented capitalized fees. In 1957, 
comparable figures were $2,445,- 
333 and $576,068. The agency 
added American President Lines | 
and California Wine Assn., and| 
reported no account losses. Media 
breakdown was: newspapers 21%, 
magazines 37%, radio 4%, tele-| 
vision 5%, outdoor 23%, business 


It has 49 employes in two offices 


and expects its 1959 volume to be) 


up about 40%. 


Jones, Brakeley & Rockwell, 
New York, billed $1,855,461, in- 
cluding $388,887 in capitalized fees 
in 1958. The 1957 volume was 
$1,957,437, including $358,710 in 
fees. The agency reported no ac- 
count gains or losses. Billings 
were invested as follows: 13% in 
newspapers, 11% in magazines, 
75% in business papers and 1% 
in farm publications. The agency 
employs 14 persons in one office 
and expects a 5% gain in volume 
this year. 


Jordan, Sieber & Corbett, Chi- 
cago, billed $3,828,000 in 1958. In 
1957 it billed $2,760,500. It reported 
no breakdown on its capitalized 
fees. It added Cutter Laboratories, 
Mallinckrodt Chemical Works, 
White Laboratories, Tailby-Nason 
Co., and Alcon Laboratories in ’58 
and reported no account losses. 
Media breakdown was: business 
papers 45%, direct mail 40%, 


you can(selllif it has 
hat AAG M-TV touch / 


This spot’s got it! Mood ...atmosphere...a coffee commer- 
cial with Cat A GM-7TV touch / 
Client: S&W Coffee 
Agency: Honing-Cooper-Harrington 
& Miner 
Producer: MGM-TV 


This spot's got it! Charm... conviction... a hair-coloring 


commercial with at GM-TYV touch / 


Client: Clairol 


Agency: Foote, Cone & Belding 
Producer: MGM-TV 


BILL GIBBS, Director of Commercial 
and Industrial Films, MGM-TV 
Culver City, Calif. 


SAN FRANCISCO: PR 5-1613 

LOS ANGELES: Bob Fierman —TE 0-3311 

NEW YORK: Jack Bower, Phil Frank, JU 2-2000 
CHICAGO: Bob McNear, Fl 6-8477 


MGM 


A Service of Loew's Inc. 


| point of sale 10%, “other” 5%. The 
jagency has 56 employes in two} 
offices and expects its 1959 volume | 
to be up about 18%. 


Kerker, Peterson, Hixon, Hayes, 
Minneapolis, billed $2,410,370 in 
1958, of which $1,943,676 repre- 
sented capitalized fees. Compa- 
rable figures in 1957 were $2,778,- 
582 and $2,349,760. During the 
year the agency added Despatch 
Oven Co., Minneapolis, Smith 
Welding Co., St. Paul, and Chip- 
pewa Plastics Co., Chippewa Falls, 
Wis. Media breakdown was: news- 
papers 7%, magazines 21%, radio 
4%, television 15%, outdoor 4%, 
business papers 48%. The agency 
has 30 employes, and expects 1959 
volume to rise 15%. 


Kircher, Helton & Collett, Day- 
ton, billed $4,342,000 in 1958, com- 
pared with $4,530,000 in 1957. Me- 
dia breakdown: newspapers 2%, 
magazines 25%, radio 2%, tv 3%, 
outdoor 1%, business papers 33%. 
The agency has one office with 39 
employes, and expects 1959 vol- 
ume to be about the same as 1958. 


Kniep Associates, Dover, N. J., 
billed $1,402,401 in 1958, of which 
$1,211,621 was capitalized fees. In 
1957 the agency reported $648,209 
billings, with $514,593 capitalized. 
It added Harrisburg Steel, Mc- 
Kiernan Terry Co. and Stapling 
Machines, all in January. Bro- 
chures and catalogs got 78% of 
the billings, business papers 20%, 
newspapers and point of sale 1% 
each. It has ten employes in one 
office, and expects 1959 business 
to be about the same. 


| Lago & Whitehead, Wichita, 
|Kan., billed $1,095,073 in 1958, of 
which $221,111 represented capi- 
talized fees. Comparable figures in 
| 1957 were $1,421,004 and $490,506. 
During the year the agency added 
|Gas Service Co., and Burnham 
| Products Inc., and lost O. A. Sut- 
ton Corp., all of Wichita. Media 
breakdown was: newspapers 6.8%, 
magazines 4%, radio 11.6%, tele- 
vision 7.6%, outdoor 9.3%, busi- 
ness papers 19.6%, farm publica- 
tions 5.3%, transit advertising 
0.3%, “other” 35.5%. The agency 
has 14 employes, and expects 1959 
volume to be down 15%. 


Lando Advertising Agency, 
Pittsburgh, billed $2,751,717 in 
1958, of which $1,204,621 repre- 
sented capitalized fees. Compa- 
rable figures in 1957 were $2,105,- 
439 and $823,952. During the past 
year the agency added Swift 
Homes Inc. and station WTAE- 
TV. Lando has 36 employes in two 
offices and expects 1959 volume 
to be up 25%. 


Lavidge & Davis Inc., Knox- 
ville, billed $1,500,000 in 1958, 
compared with $1,300,000 in 1957. | 
The agency reported no account 
gains or losses. Its billings were 
invested as follows: 4% in news- 


Klein’s Inc., division of Sunshine 
Biscuit Co., and Bulk Petroleum 
Corp., and lost Curtice Bros. Me- 
dia breakdown was: newspapers 
22%, magazines 4%, supplements 
1%, radio 20%, television 31%, 


papers, 20% in magazines, 7% in 
radio, 15% in television, 5% in 
outdoor, 27% in business papers, 
0.5% in farm publications, 1% in 
transit advertising, 0.5% in point 
of sale and 20% in printed mate- 
rials, research, etc. The agency 
employs 17 persons in two offices. 
It expects 1959 volume to be up 
by 15 or 20%. 


outdoor 2%, business papers 1%, 
transit advertising 4%, and me- 
chanical production 15%. The 
agency has 22 employes and ex- 
pects its 1959 volume to rise 15%. 


Paul Locke Advertising, Tulsa, 
billed $1,479,124, of which $757,- 
692 was in capitalized fees, in 
1958. That compared with $1,208,- 


506, of which $575,612 was capi- 
Carl Lawson Advertising Co.,| talized, in 1957. It added Nation- 


Kansas City, Mo., billed $1,206,038) al Bank of Tulsa in February, 
in 1958, including $606,859 in cap- | Fred Jones’ Ford in June and Mid- 
italized fees. The agency did not|western Instruments in Novem- 
report 1957 billings. During the} ber. It lost T. D. Williamson Inc. 
year Lawson Advertising added|in December. Magazines got 25% 
three accounts, Arizona Savings | of the billings, radio 22%, business 
& Loan Assn., James H. Stanton | papers 21%, television 20%, farm 
Construction Co. and outdoor ad-| publications 8%, newspapers and 
vertising for Lawn Boy, while los- | outdoor 2% each. The agency has 
ing none. The agency did not re-|22 employes, predicts a 20% rise 
port media billings or number of | in 1959 volume. 

persons employed. 


Leber & Katz, New York, billed 
$1,660,000 in 1958, of which $460,- 
000 represented capitalized fees. 
In 1957, comparable figures were 
$1,190,000 and $320,000. During 
the year the agency added Zylite 
Products Co., Crescendoe Gloves 
Inc., Polak’s Frutal Works, Teen- 
form Foundations, Photographic 
Research Organization, Stroock | 
Woolens and Scandinavian Fur) 
Committee for Saga Mink. The 
jagency reported no accounts lost. 
Media breakdown was news-| 
papers 10%, magazines 65%, busi-| 
ness papers 15%, point of sale 
10%. The agency has 20 employes 
and expects its 1959 volume to be 
up about 30%. 


And then 
came 
the 
rebound! 


On September 8th, 1957, 
LA PATRIE increased its per 
copy price from 10 to 15 cents. 


As is usual in such cases, cir- 
culation took a dive, reaching 
a low of 182,735 some 9 
months later. 


Carr Liggett Advertising Inc., 
Cleveland, billed $2,158,477 in 
1958, compared with 1957 billings 
of $1,936,733. During the year the 
agency added three accounts, Dill 
Mfg. Co., National Acme Co. and 
Ferry Cap & Set Screw Co., while 
losing two, Alliance Ware Inc. and 
Cleveland Builders Supply. Media 
breakdown was: newspapers 2.4%, 
magazines 25%, radio 0.5%, tel- 
evision 0.3%, outdoor 0.7%, busi- 
ness papers 66%, farm publica- | 
tions 0.3%, transit advertising 
0.2% and other media 4.6%. The 


And then came 


the rebound! 


agency employs 31 people in one|| 196,495 4th Quarter, 1957 

office and expects 1959 volume to 

increase by 15%. 192,420 Ist Quarter, 1958 
Lilienfeld & Co., Chicago, billed|| 186,543 2nd Quarter, 1958 

$2,066,964 in 1958, of which $55,- 

280 represented capitalized fees.|| 182,735 3rd Quarter, 1958 

Comparable figures in 1957 were 

$1,981,983 and $152,638. During the|| 201,933 4th Quarter, 1958 


past year the agency added Mrs. 


ONE OF 


in depth to resear 


(Est. 
65 E. 55th ST., N.Y. 2 


At no cost to you, direct 
telephone connection in 


ask for: 


The only company that is organized 


secure the world’s greatest names 


for testimonials in all media. 


the following cities, dial IN CLEVELAND—ENTERPRISE 3001 
your local operator and jw gosToN 


2, N.Y., Plaza 1-0320 | UN. 1-2701 
Toronto Office: 19 Melinda St. 
IN CHICAGO —ENTERPRISE 4199 = oe 
U.S. Representative 
ENTERPRISE 2001 aS Se, 
New York, Chicago, Los Angeles 


At the end of 1958, circulation 
climbed to a high of 201,933 
—19,198 more than the pre- 
ceding quarter. 


A KIND! 
And it's still 


going up! 


fa Patric 


DIMANCHE 


ch, document and 


1945) 


180 St. Catherine St., E., Montreal 
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PHOTOSTAT USERS!!! 


Cut your costs 70% 
with Exclusive Magi-Copy Process 
lew os 7¢ o copy . Ne machine to 


buy .. . we do it all . . . Same day 
service . . . Free price list ond samples. 
MAGI-COPY 


108 W. Lake St., Chicage 1, FRa 2-8605 


Luckoff & Wayburn, 


Detroit, 
billed $2,955,093 in 1958, of which 
$2,318,778 was in capitalized fees. 
[= 1957 comparable figures were 
| $3,737,263 and $2,980,709. It added 
the U.S. Permanent Stone Co. and 


lost the Detroit Times. Media 


breakdown was: newspapers 31%, 


We take pleasure in announcing 
the appointment of 
ARTHUR S. McGINN 


EXECUTIVE VICE PRESIDENT 


CADILLAC PRINTING & LITHOGRAPHING CO. 
812 West Van Buren Street * 


as 


Chicago, Illinois 


television 28%, radio 15%, outdoor 
5%, magazines 3%, transit adver- 
tising 2%, and “other” 16%. It 
has 23 employes in one office, and 
expects business to be about the 
same in 1959. 


MacDonald-Cook Co., South 
Bend, Ind., billed $1,437,184 in 
1958, of which $414,841 represent- 
ed capitalized fees. Comparable 
figures for 1957 were $1,560,063 
and $586,515. The agency added 
Sacred Records, Sacred Distribu- 
tors and Kurley Kut Mfg. Co. in 
May, Yellow Transit Freight Lines 
in June, Pacemaker Mobile Homes, 
Atlas Mobile Homes and M. P. 
Schneller Co. in July, Dennis En- 
terprises in August, and Sun Val- 
ley Industries Inc. in November. 
It resigned Winemiller Colonial 
Reproductions and Hastings Alu- 
minum Products in June and 
Schult Corp. in December. Media 
breakdown was: newspapers 3%, 


| magazines 74%, television 6%, 
business papers 16% and farm 
publications 1%. The agency has | 


Advertising Age, February 23, 1959 


22 employes in two offices and|estimates 1959 volume will rise 
sees a 10% rise in volume during | 33%, to about $4,000,000. 


1959. 


George L. Mallis Inc., Philadel- 
phia, billed $1,270,000 in 1958, of 
which $20,000 represented capital- 
ized fees. No comparable figures 
are available for 1957. During the 
past year Mallis added Niagara 
Therapy Mfg. Corp. It reported no 
accounts lost. Media breakdown 
was: newspapers 2%, magazines 
13%, radio 60%, television 17%, 
“other” 8%. The agency has 15 
employes, and expects its 1959 
volume to be up close to 100%. 


Richard K. Manoff Inc., New 
York, billed $3,000,000 in 1958, 
compared with $2,300,000 in 1957, 
all in commissionable space and 
time. In the past year it added 
W. F. Schrafft & Sons Corp. and 
Oakite Products. Media _ break- 
down was: newspapers 5%, radio 
5%, television 83%, business pa- 
pers 2%, transit advertising 5%. 
The agency has 35 employes, and 


Interview: 


‘We select the WLW TV Stations and 
WLW Radio because of the complete 
cooperation which the Crosley Stations 


give advertisers.” 


Etearage 


Assistant Vice President and Media Group Supervisor of Ted Bates & Company, Inc., 
tells why he selects WLW Radio and TV Stations. 


famous for this all-around 
rvice to advertisers, no 


Call your WLW Stations Representative . . . you'll be glad you did! 


WLW-T 


Television 
Cincinnati 


Network Affiliations: NBC, ABC, MBS « Sales Offices: New York, Cincinnati, Chicago, Cleveland « Sales Representatives: NBC Spot Sales—Detroit, 
Los Angeles; Tracy Moore & Associates —Los Angeles, San Francisco; Bomar Lowrance & Associates, Inc. —Atlanta, Dallas. Crosley Broadcasting Corporation. 


WLW-C 
Television 
Columbus 


WLW-D 
Television 
Dayton 


WLW-A 
Television 
Atlanta 


WLW-!I 


Television 
Indianapolis 


“From programs to promotions, 
on-the-air to point-of-sale, advertising 
to merchandising . . . you just can’t 


beat the WLW TV-Radio 


Stations for ringing up sales." 


Marcus Advertising, Cleveland, 
billed $1,266,259 in 1958, of which 
$340,303 represented capitalized 
fees. Comparable figures for 1957 
were $1,046,887 and $335,234. 

The agency did not lose any im- 
portant accounts and added two: 
Amster Beverage and Pittsburgh 
Wholesale Distributors. The media 
breakdown was television 48%. 
radio 25%, newspapers 6%, out- 
door 5%, business papers 5%, 
transit advertising 1% and art and 
mechanical 10%. The agency has 
15 employes in three offices and 
expects a 50% gain in volume in 
1959. 


W. A. McCracken Ltd., Toronto, 
billed $1,300,000 in 1958. The com- 
parable figure for 1957 was $1,- 
050,000. It gained Line & Cable 
Accessories and R. D. Werner Co. 
(Canada) Ltd. and lost Diversey 
Corp. (Canada) Ltd. Media break- 
down was: television 37%, news- 
papers 25%, business papers 15%, 
radio 10%, magazines 5%, and 
outdoor 4%. The agency has 14 
employes in two offices, and ex- 
pects 1959 billings to be up 25%. 


Harris D. McKinney Inc., Phila- 
delphia, billed $1,640,500, includ- 
ing $1,038,300 in capitalized fees 
in 1958. In 1957, the total was 
$1,365,320, including $924,485 in 
fees. The agency added American 
Engineering, Rudd-Melikian Inc. 
and U.S. gauge division of Ameri- 
can Machine & Metals. It reported 
no account losses. Its _ billings 
were invested as follows: 10% in 
newspapers, 2% in magazines, 
83% in business papers and 5% in 
point of sale. The agency employs 
24 persons in one office. It expects 
a 35% increase in 1959 volume. 


George T. Metcalf Co., Provi- 
dence, billed $1,238,396 in 1958, 
of which $404,395 was in capital- 
ized fees. Comparable figures for 
1957 were $1,185,694 and $394,- 
000. 

The agency added American 
Bleached Goods Co., Chemo-Prod- 
ucts and Eastern Color & Chemical 
Co. It lost Chemical Products and 
Falls Yarns Mills. Media break- 
down was: business papers 85%, 
newspapers 7%, magazines 5%, ra- 
dio 1% and outdoor 1%. It has 22 
employes in one office, and expects 
business to be up 5% in 1959. 


Miller Advertising Agency, New 
York, billed $5,000,000, including 
$1,500,000 in capitalized fees, in 
1958. In 1957, the agency’s billings 
amounted to $4,700,000, including 
$1,200,000 in capitalized fees. The 
agency reported “a number of 
small accounts” as added in 1958 
and no accounts lost. It put 90% 
of its billings in newspapers, with 
3% going to magazines, 3% to 
radio, 2% to business papers and 
2% to other media. Miller employs 
45 persons in one office. It ex- 
pects a volume increase ranging 
from 15% to 25% this year. 


Howard H. Monk & Associates, 
Rockford, IIl., billed $4,993,213 in 
1958, of which $3,622,746 repre- 
sented capitalized fees. Compa- 
rable figures in 1957 were $4,491,- 
010 and $3,094,012. During the past 
year the agency added Giddings 
& Lewis Machine Tool Co., and 
Oshkosh B’Gosh. Media _ break- 
down was: newspapers and maga- 
zines 15%, radio and tv 25%, 
business papers 60%. The agency 
has 41 employes and expects 1959 
volume to be up 15%. 


Charles A. Mottl Inc. (formerly 
Mottl & Siteman), Los Angeles, 
billed $1,117,000 in 1958, all of 
which was in commissionable 
space and time. In 1957 the agen- 
cy’s commissionable billings were 
$748,000. Media breakdown was: 
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The Detroit News’ 


ae 
aha ; 


entire team 
is on FIRST... 


IN DETROIT, The News is first in just about everything. 


The Detroit News is first in trading area and home-delivered circulation—first 
in total circulation, too. It’s first weekdays and first Sundays. 


The Detroit News is first in retail and general linage—first in total linage also. 
It’s first in department store and automotive linage, first in food and drug 
store linage, in furniture and electrical appliance linage, in real estate and 


building supply linage. And The News carries more than twice as many classi- 
fied ads as both other newspapers combined. 


Because The News is first in just about everything, it should be first on just about 
everyone’s Detroit media list. 


First in Circulation 463,469 Weekdays, 572,276 Sunday, ABC 9/30/58 


The Detroit News 


Eastern Office ...260 Madison Ave., New York Chicago Office ... 435 N. Michigan Ave., Tribune Tower 
Pacific Office. ...785 Market St., San Francisco Miami Beach .. . . The Leonard Co., 311 Lincoln Road 
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142 
newspapers 18%, radio 30%, tele- 
vision 21%, outdoor 14%, business 


papers 10%, point of sale 7%. The} 
agency has 12 employes, and ex- 
pects 1959 volume to be up about | 
50%. 


Mullen & Associates, Minneap- 
olis, billed slightly more than $1,- 
000,000 in 1958 and $1,000,000 in | 
1957. The agency reports it added | 
several accounts during the year; 
no losses were reported. It has | 
22 employes in one office, and ex- 
pects 1959 volume to be up. 


8S. Gunnar Myrbeck & Co., Quin- 
cy, Mass., billed $1,015,838 in 1958 
of which $871,080 represented 
capitalized fees. Comparable fig-' 


| son-National 


ures in 1957 were $770,000 and) 
$675,000. 


Needham & Grohmann, 
York, billed $3,530,000 in 1958, of | Mullins Foods Inc. 
During the year it added Thom-|which $910,000 represented capi-| barbecue sauce), Ball Clinic Inc. 


Press Co., 
George W. Dahl Co., 


Machine Co., \figures were $2,992,000 and $720,- 


Imtra Corp., Hydel Inc., Charles|000. The agency added Zeckendorf) 
A. Hulcher Co., Flight Research | Hotels, Hotels Astor, Commodore, | 
Inc., Ainslie Corp., and Weinschel Drake and Barclay, Dorado Beach | 


Engineering Co., as complete ac-| Hotel & Golf Club, Puerto Rico, 
counts, and for literature only, | and Nassau Beach Lodge, and 
Granite State Machine Co., United | reports no accounts lost during 
| States Steel Corp., Pickard & ithe year. Media breakdown was: 


Whiton | talized fees. In 1957, comparable! Gengiss Bros. 


New;cy added Terry Frozen Foods, 


(Prairie Chef 


formal wear and 
Armanetti’s Stores; the agency re- 
ported no accounts lost. It invested 
50% of billings in tv and radio, 
15% in direct mail and the re- 
mainder in magazines, newspapers, 
outdoor and other media. The 
agency employs 31 persons and ex- 
| pects 1959 volume to rise 20%. 


Burns, Wheeler-Fullerton lighting | newspapers 35%, magazines 43%. | 


div. of Franklin Research Corp.,|supplements 6%, radio 1%, tele-| 


and Instron Engineering Corp. |vision 1%, outdoor 3%, business 
The agency puts 40% of billings|papers 11%. It has 36 employes 
in magazines. It has 65 employes |and expects its 1959 volume to be 
in two offices, and expects 1959 | up about 10%. 

volume to be up 25%. 

Newmark’s Advertising Agency, | 


COMPLETE COVERAGE 
BX merican 
TUNDUSTRY 


AMERICAN INDUSTRY (formerly Industrial 
Ledger) goes each month to 25000 plant 
managers of concerns with 100 employees 
or more concerns responsible for 75% 
of the nation’s business 


PUBLICATIONS FOR INDUSTRY « 


BIG SPACE 


Now advertise in BOTH newspapers—get 50%, off in one 


Saturate your market. Use both national newspapers of industry for 
COMPLETE coverage, BIG space, LOW cost. | 


|New York, billed $1,056,000 in 
1958, compared with $1,021,000 in 
1957. The agency added Univer- 
sity Towers and reported no im- 
portant account losses. Media 
breakdown was: newspapers 76%, 
magazines 20%, radio 1%, transit 
1% and business papers and farm 
publications, less than 1%. It has 
20 employes in one office, and ex- 
pects business to be up 7% in 
1959. 


LOW COST 
hasing Agent 


INDUSTRIAL PURCHASING AGENT reaches 
25,000 purchasing agents of the nation’s 
largest plants—key executives who today 
are making more of the buying decisions 
than ever before. 


Olian & Bronner, Chicago, billed 
about $2,700,000 in 1958, compared 


198 Broadway, N.Y.C. 38, N.Y. 


THE DOMINANT 


WHVINS AGAIN PROVED 


| with $2,500,000 in 1957. The agen- 


hed 


a re 


iy 
j nbs 


STATION IN°FABUEOU 


| SOUTH FLORIDA 


51.6% SHARE OF ly a 


AUDIENCE IN MIAMI’S 


3-STATION 


Sign-On to Sign-Off, NSI December 1958 


We are proud of the fact that more adver- 
tisers are selling their products over WTVJ 
than at any time in our ten year history— 
that these advertisers want to buy the only 
station delivering unduplicated network pro- 
gramming to the entire South Florida audience. 


Booming South Florida... with 1,500,000 
persons spending over $2,000,000,000 in retail 
sales. ..is a must-buy market on most adver- 
tising schedules. MIAMI’s TV STATIONS 


MARKET 


8 


Key West 
cal 


COVER IT BEST! By any yardstick — 


cost-per-thousand, homes reached, depth of 
penetration — for action at the point of sale, 


WIV) 


consider TELEVISION FIRST. In South 


Florida, TV is the dominant medium and 


WTYVJ is the dominant 


SOUTH FLORIDA 


CHANNEL 4 © 


Represented Nationally by: Peters, Griffin, Woodward, Inc. 


station. 


O’Neil, Larson & McMahon, 
| Chicago, billed $1,686,983 in 1958, 
lof which $123,642 represented cap- 
italized fees and $250,000 repre- 
sented business done outside the 
U.S. This was reported as a 1% 
| gain over 1957 billings. 

| No important accounts were 
|gained or lost. The media break- 
down was: newspapers 70%, mag- 
azines 7%, television 5%, outdoor 
3%, business papers 2%, farm 
|publications 10%, transit " adver- | 
|tising 1% and point of sale 2% 
|The agency has 24 employes in| 
two offices and sees 1959 about | 
the same as 1958. 


Palm & Patterson, Cleveland, | 
billed $3,820,650 in 1958, of which | 
$1,184,402 was in capitalized fees. 
Comparable figures for 1957 were | 
| $3,788,384 and $1,780,541. It added 
_| Centrifix Corp., Mansfield Sani- 
tary, S-P Mfg. Corp., Vluhek Tool 
Co. and George Worthington Co. 
No important account losses were 
reported. The media breakdown 
was business papers 91%, maga- 
zines 4%, newspapers 2%, point 
of sale 2% and farm publications | 
1%. The agency has 30 employes 
in one office, and expects 1959 
business to be up 11%. 


Paul-Phelan Advertising Ltd.. 
Toronto, billed $1,479,540 in 1958, 
of which $438,790 represented 
capitalized fees. In 1957, compa- 
rable figures were $1,232,050 and 
$179,480. The agency added La 
Ferme Fison (Canada) Ltd., Radio 
College of Canada, J & P Coats 
(Canada), Whyte Packing Co., 
and Pfaff Sewing Machine Co. It 
reported no account losses. Media 
breakdown was: newspapers 28%, 
magazines 3%, radio 19%, tele- 
vision 12%, outdoor 3%, business 
papers 13%, farm publications 6%, 
transit advertising 10%, point of 
sale 4%, “other” 2%. The agency 
expects its 1959 volume to be up| 
'about 25%. 


Phillips Ramsey Co., San Diego, 


a, party, 


Advertising Age, February 23, 1959 


billed $1,637,556 in 1958, of which 
$694,868 represented capitalized 


,| fees. Comparable figures in 1957 


were $1,077,140 and $340,304. 
During the year it added the San 
Diego Convention & Tourist Bu- 
reau and Narmco Mfg. Co.; it lost 
none. Media breakdown: newspa- 
pers 41%, magazines 23%, radio 
8%, tv 3%, outdoor 5%, business 
papers 17%, transit advertising 
1%, point of sale 1%, “other” 1%. 
It has two offices, and expects 
| 1959 volume to be up 10%. 


| Powell, Schoenbrod & Hall Ad- 
| vertising, Chicago, billed $2,115,- 
653 in 1958, of which $745,500 
|was in capitalized fees. In 1957 
$1,535,000 was billed with $710,- 
000 capitalized. The agency added 
no new accounts and lost none. 
About 33% of the billings went to 
magazines, television got 25%, ra- 
dio 24%, newspapers 15%, out- 
door and business papers 142% 


-|each, The agency has 18 employes 


jin one office, expects a 25% rise 
| in 1959 volume. 

Proebsting, August & Harpham 
|Ine., Chicago, billed $1,421,855 in 
| 1958, including $953,543 in capital- 
jized fees. In 1957, the agency 
|billed $1,325,042, including $769,- 
934 in capitalized fees. Proebsting 
added Zurich-American Insur- 
ance, Merkle-Korff Gear, Unistrut 
Products and Elmhurst-Chicago 
Stone in 1958. It reported no loss 
of accounts. Billings were _ in- 
vested: 10% in newspapers, 10% 
|in magazines, 2% in radio, 5% in 
television, 2% in outdoor and 71% 
in business papers. The agency 
employs 19 persons in one office. 
It expects a gain of 10% in vol- 
ume this year. 


Publicidad Badillo, San Juan, 
P.R., billed $2,539,532 in 1958, of 
which $901,023 represented capi- 
talized fees. Comparable figures 
for 1957 were $2,502,820 and 
$871,073. 

Four accounts were added: Ar- 
bona Hermanos (Sultana crack- 
ers), Nebraska Consolidated Mills, 
Armour & Co. (Dial soap) and 
Eversharp-Schick International. 
The agency placed 34% of its 
billings: in newspapers, 28% in 
television, 18% in radio and re- 
maining 20% in movies, public 
|relations, outdoor and point of 
sale. It has 48 employes in two 
|offices (one in New York) and 
|looks for a 2% gain in volume in 
| 1959. 


NOW-FOR THE FIRST TIME! 


Consumer Analysis and Buying Habit 
| _ Study of Canton, Ohio 


Just published—the 

first comprehensive 
Consumer Analysis of 
the big, buying, Canton, 
Ohio market! Compiled 
by The Canton Repository, 
THE advertising medium 
in Canton, this new 
Consumer Analysis studies 
everything from bourbon 
to baby foods, 
detergents to dog 
. 54 pages of the 
kind of marketing 
information you 
need, should have. 
For example: 


¢ reading habits 
¢ shopping habits 
* spending habits 

e brand preference 
¢ media penetration 
¢ appliance ownership 


Write for your free copy today! 


THE CANTON REPOSITORY 


DEPT. FB-1 


CANTON, OHIO 
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©'ese. WOMAN & DAY INC 


Woman's Day’s circulation continues to go one way 


And that way is up! 

And all signs point to its continuing in that same direction for 
a long time to come. From the day we announced our new wide- 
open distribution policy, Woman’s Day’s circulation took off— 
and it hasn’t stopped yet. Just look at the box score on the right. 

As of press-time, over 3,617 additional supermarkets have 
joined Woman’s Day » expanding distribution network (and 
they’re all putting the magazine up on the cash register). What’s 
more, every mail brings requests from other outlets that want 
to sell the magazine. 

Every mail also brings letters of praise from women who have 
discovered the magazine for the first time . . . and from women 
who have rediscovered the magazine where they now live. 


Last Six Months’ Average 1958: 3,242,545 
Last Three Months’ Average 1958: 3,757,843 
(As Filed with ABC, Subject to Audit) 
January °59: 4,050,000 
February ’59: 4,160,000 
(Publisher's Estimated Sales) 


Woman's Day 


A FAWCETT PUBLICATION 


(Today Woman’s Day has distribution in every major metro- 
politan market in 48 states.) 

Beginning with the September issue, our guarantee jumps 
from its current 3,600,000 to an all-time high of 4,350,000. The 
way things are going, you can be assured of a healthy bonus 
from now on. 

Keep in mind that all of Woman’s Day’s circulation is still 
single-copy sales—the best there is. She still has to go out to get 
Woman’s Day. She buys it because she wants to read it. 

Advertisers have already begun to feel the power of Woman's 
Day’s new vitality. That’s why they’ve bought 60% more space 
in the April issue than in the same month last year. They can 
recognize a good thing when they see one. How about you? 
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scoters 


PRINTING BUYERS 


FACTS—about roll-fed offset printing 
© Paper in rolls costs less 
© Prints 4 times as fast 
Prints 2 sides in one operation 
© Prints and folds on press 
© Two colors at single-color prices 
CATALOGS—CIRCULARS, etc. 


Akron, Ohio 
FRanklin 6-6175 


Henry Quednau iInc., 
billed $2,209,000 in and 
$1,982,900 in 1957. It gives no 
breakdown on its capitalized fees. 
It added State of Florida—Indus- 
trial Development, Lan Chili Air- 
lines and the Orlando division of 
the Martin Co., and reports that it 
lost no accounts. Media break- 
down was: newspapers 26%, mag- 
azines 10%, radio 14%, television 
18%, outdoor 14%, business papers 
5%, farm publications 1%, transit 
advertising 2%, point of sale 8%, 
“other” 2%. The agency has 32 


Tampa, 


1958, 


employes in two offices and ex-| 


pects its 1959 volume to be up 
about 20%. 


Ritter, Sanford, Price & Chalek, 


¢ MOST 
¢ MOST 
¢ MOST 
¢ MOST 
"hy MOST 


ITS THE MOST 


= 
£4 
c> 


TELEVISION +» NBC FOR 
SPRINGFIELD-DECATUR-CENTRAL ILLINOIS 
AVAILABILITIES: YOUNG TELEVISION 


NIGHTTIME M-F QUARTER 
HOURS (AS MUCH AS ALL 
OTHERS COMBINED) 


M-F NIGHTTIME SHARE OF 
AUDIENCE (ARB DEC. 1958) 


POWER * 2 MILLION WATTS 
TOWER * 1000 FT. BETWEEN 
SPRINGFIELD-DECATUR 


TOTAL AREA UNDUPLICATED 
COVERAGE—TOTAL AREA 
PROMOTION 


AUDIENCE FOR YOUR MONEY 
LOWEST COST PER M 


New York, billed $2,010,000 in 
1958, of which $210,000 was in 
capitalized fees. Comparable fig- 


1959. 


Ronalds Advertising Agency, 


Advertising Age, February 23, 1959 
| pects 1959 volume to be up 20%. 


Stepien-Carr Advertising, 


ures for 1957 were $1,450,000 and | Montreal, billed $4,775,000 in 1958, | Cleveland, billed $1,150,500 in 
$150,000. The agency added Ma- compared with $5,500,000 in 1957.) 1958, of which $1,000,500 repre- 
menic Steamship Line, Gimbel|The 1957 figure has been revised | sented capitalized fees. Compa- 


| Bros. department store and As- 
sociated Food Stores. No account 
losses were reported. Media break- 
down was: business papers 30%, 
direct mail 20%, newspapers 20%, 
television 15%, radio 10% and 
magazines 5%. The agency has 
| 15 employes in one office, and ex- 
| pects business to be up 25% in 
1959. 


Rives, Dyke & Co., Houston, 
billed $2,716,473, of which $233,- 
361 was in capitalized fees, in 
1958. It added Reed Roller Bit Co. 
in January, lost Corrulux in De- 
cember. Business papers got 85% 
of the billings, television 5%, out- 
door 4%, direct mail 342%, news- 
papers 2% and farm publications 
less than %%. The agency has 27 
employes in one office and expects 
a 10% rise in billings this year. 


Robertson, Buckley & Gotsch, 
Chicago, billed $1,542,072 in 1958, 
of which $924,950 was in capital- 
ized fees. In 1957 comparable fig- 
ures were $1,219,764 and $569,612. 
It added Wirebound Box Manu- 
facturers Assn., and the Plibrico 
Co., both of Chicago, and Dunbar 
Kapple, Batavia, and lost Anthony 
Co., Streator. Media breakdown 
was: business papers 42%, pub- 
licity 30%, newspapers 5%, mag- 
,azines 5%, point of sale 1%, and 
|“other” 17%. The agency has 24 


employes in one office, and an-| 


| ticipates an increase of 25% in 


from $5,600,000. 

| The agency last year added L. E. 
|Waterman Pen Co., Canada 
|Foundries & Forgings, Austin 
Laboratories, Charles Bruning Co. 
of Canada, W. R. Spence Ltd., 
Purdue Frederick Co., Muttart 
Enterprises. It lost Playtex Ltd., 
|St. Regis Paper of Canada, Len- 
|theric of Canada, March Shipping 
Ltd. Billings were invested as fol- 
lows: 61% in space; 17% in radio 
and 22% in television. Ronalds 
employs 84 persons in three of- 
fices. It expects 1959 volume to 
be about $4,500,000. 

| Irving J. Rosenbloom & Associ- 
| ates, Chicago, billed $1,800,000 in 


1958, all in purchases of commis- | 


| sionable space and time for clients. 
Comparable figure in 1957 was 
$1,200,000. During the past year 
the agency added American 
Photocopy Equipment Co., (lamin- 
ating and _ binding’ divisions), 
Plierench Co. of America, Joseph 
Brody & Bros., International Parts 


Corp., Lathrop Paulson Co., and| 


the Curta Co., and lost Stone 
,Container Corp. Its media break- 
|down was: newspapers 22%, mag- 


azines 68%, radio 5%, television | 
5%. The agency has 18 employes, | 


and expects 1959 volume to rise 
33%. 


Sanger-Funnell Inc., New York, 
|reports 1958 billings of $1,286,200, 
}of which $293,350 is capitalized 
fees and $312,850 is production 
billings. During the year the agen- 
cy added Deering-Milliken & Co., 
Hartig Extruders, Columbia Acou- 
stics & Fireproofing Co., Seymour 
Smith & Son and K-S Marine 


| rable figures in 1957 were $650,250 
land $500,250. Media breakdown: 
| newspapers 25%, business papers 
|50%, direct mail 25%. The agency 
|has 15 employes in one office, and 
|expects 1959 volume to be about 
| the same as 1958. 

| Stern, Walters & Simmons, Chi- 
|eago, billed $1,596,072 in 1958, 
‘including $689,756 in capitalized 
fees. This compared with 1957 
|billings of $1,137,400, including 
$534,578 in fees. The agency added 
|six new accounts during the year, 
|while losing two. Gained were 
| Naz-Dar Co., Century Display Mfg. 
Co., Barton Distilling Co., Lawter 
Chemicals Inc., Central Solvents 
& Chemical Group and Sonora 
Electronics. Lost were Marvel 
Metal Products Co. and Cooper 
Industries. Billings went this way: 
newspapers, 15%, magazines and 
supplements, 17%, radio and tele- 
vision combined, 11%, business 
papers, 14%, and other media, 
43%. The agency employs 16 peo- 
ple in one office and expects a 
25% increase in 1959 volume. 


Sudler & Hennessey, New York, 
billed $3,160,000 in 1958, of which 
$2,173,820 was in capitalized fees. 
Corresponding figures for 1957 
were $2,003,815 and $1,176,368. 
The agency added Ciba Pharma- 
ceutical Products, Carr’s Depart- 
ment Store, Nordson Pharmaceu- 
tical Labs., Certified Blood Donor 
Service and some new products 
from Warner-Chilcott and A. H 
|Robins Co. The ethical drug line 
of Schieffelin & Co. was added as 
of January, 1959. No account loss- 
es were reported during 1958. Its 


Products. It lost Kollmorgen Op- | ™edia breakdown was: direct mail 
tical Corp., National Filter Media 63%, business papers 31%, news- 
Corp. and Servomechanisms Inc. |P@Pers 5% and magazines 1%. It 
Business papers got 65% of the |has 40 employes, excluding those 
billings, printing and production |i" the art, publishing and export 
accounted for 33% and the reat | Gvision of the company, in one 
'went to newspapers, television |Office. The agency expects busi- 
‘and point of sale. There are 15 | ess to be up 40% in 1959. 
jemployes in one office and a rise | 


t, ~ d , ” 
is predicted for 1959 volume. yueats, Mahone & Ca 


/Chicago, billed $2,720,423 in 1958, 


_ |of which $1,724,664 represented 
Schram Advertising Co., Chi- | capitalized fees. Comparable fig- 


| CABO, billed $3,635,092, including | yres in 1957 were $2,642,446 and 
| $3,419,711 in capitalized fees in| $1,947,484. During the year it add- 


$3,397,019, including $3,123,507 in| 


1958. The total for 1957 was) ed The Powers Regulator Co., spe- 
cialty division, Samuel Olson Mfg. 


Some things are bigger than you think 


METROPOLITAN PEORIA AREA 


IS BIGGER THAN: 
QUAD CITIES 
DULUTH-SUPERIOR 
DES MOINES, IA. 
SOUTH BEND, IND. 


EVANSVILLE, IND. 
MADISON, WIS. 
ROCKFORD, ILL. 
SPRINGFIELD, ILL. 


—in fact, any market up to a million population in 
Illinois, lowa, Minnesota, Missouri or Wisconsin — and 


Peoria Journal Star is the ONE newspaper that covers 
13-county BILLION 


Peoria’s 


DOLLAR MARKET. 


Peoria Journal 


Star 


Ward-Griffith Co., National Reps. 


capitalized fees. The agency last | Co, and Production Steel Co. of 


year added Black Leaf Products 
Co., Standard Stamping & Perfor- 
ating, S. A. Hirsch, Sportline 
Products, Berg Airelectro, Brook- 
side Hotel, Painting & Decorating 
Contractors Assn. of Chicago, Col- 
lege Publishing Bureau, Ulysse 
Nardin Watch Co., United Products 
Corp., Stanley Rock & Son, P. J. 
Gould Co., 
Lipson & Wallach and Sun Gold 
Industries. The agency lost Klein’s 
Sporting Goods and Gun Digest 
Co. Schram employs 15 persons 
in one office and expects a 5% 
gain in 1959 volume. 


aN 
ri 


Smith & Dorian, New York— 
which does not use the 15% com- 
mission system but operates on a 
| straight creative time charge basis 
|—reports capitalized fees of $1,- 
| 242,220 in 1958. During the year it 
added Columbian Bronze Corp. 
and Pratt, Read & Co.; it lost 
| Latrobe Steel Co. Media break- 
down: newspapers 5%, magazines 
5%, business papers 60%, direct 
mail 45%. The agency has 12 
employes in two offices and ex- 
pects 1959 volume to be up 50%. 


Hal Stebbins Inc., Los Angeles, 
billed $1,026,286 in 1958, of which 
$31,133 represented capitalized 
fees. These figures do not include 
production, the agency said. Media 
breakdown: newspapers 64%, 
magazines 31%, radio 2%, tv 2%, 
outdoor 1%. The agency has 16 
employes in two offices and ex- 


Fitchmun & Kroll, 


Illinois; it lost Climax Engine 
| Mfg. Co. Media breakdown: news- 
‘papers 2%, magazines 2%, busi- 
|ness papers 95%, point of sale 1%. 
| The agency has one office with 18 
employes and expects 1959 vol- 
ume to be up 12%. 


Arthur Towell Inc., Madison, 
Wis., billed $1,230,780 in 1958, of 
which $372,266 was in capitalized 
fees. Comparable figures for 1957 
were $1,005,218 and $238,180. The 
agency added Gardner Baking Co., 
Pabst Brewing Co.’s_ Industrial 
Products division and General 
Split Corp. and lost Enger-Kress 
Co. Media breakdown was: mag- 
azines 27%, business papers 22%, 
newspapers 15%, radio 13%, farm 
|publications 13%, television 7% 
‘and outdoor 3%. It has 16 em- 
ployes in one office, and expects 
a to be about the same in 
1959. 


Roland G. E. Ullman Organiza- 
tion, Philadelphia, billed $2,103,- 
|000 in 1958, of which $1,107,000 
was in capitalized fees. Compara- 
ble figures for 1957 were approxi- 
mately $2,000,000 and $1,000,000. 
It added Warren Webster Co., 
Acheson Dispersed Pigments Co. 
and Amalgamated Leather Co. No 
significant account losses were 
reported. Media breakdown was: 
magazines and business papers 
90% and other media 10%. The 
agency has 24 employes in one 
| office, and sees business up 20 to 
30% in 1959. 
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Why preferred? It could be our 
61 years of experience in fine 
plate making . . . the ability to 
achieve supreme quality 
consistently . . . our insistence 
on improving production 
processes —like perfecting the 
production techniques of 
powderless etching, as 
developed by Photo-Engravers 
Research, Inc. Whatever the 
reasons —and there are many — 
discriminating advertising 
agencies, publishers, printers 
and advertisers depend on the 
J & O difference for the finest 
letterpress and offset 


printed results. 
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The Rone 
doesn't appeal to 
just everyone 


because the Roney is different from 
all other Miami Beach hotels — no 
chrome, no neon. Everything is on 
the grand scale .. . acres and acres 
of tropical gardens, a three-block- 
long sun-drenched private beach, 
huge swimming pool and Cabana 
Colony. There are even putting 
greens, tennis courts, and entertain- 
ment nightly, too. Naturally, as in 
all Schine Hotels, every inch is air- 
conditioned, and there's a free, 
large-screen TV in every room. 


With all of this, Roney rates are low... 
53 of 283 rooms per day per person 
double occupancy $16 to Mar. 15th 
$14 Mar. 16th to April 4th 
Including Breakfast and Dinner. 
European Plan Available. 


THE WORLD-FAMOUS 


Roney Plaza... 


one of America’s really fine resorts 


For Reservations call 


NY: MU8-O110 | 
(Open Sun.) } 


Chi. AN 3-6222 
Miami Beach: JE 1-6011 


SERVICE 


SERVZIO 
DIENST 
SERVICIO 


SERVICE 


TYPOGRAPHERS 


| Paul Venze Associates Inc., Bal- 


compared with $3,805,000 in 1957. 
|The agency added Gulf Guaranty 
|Land & Title Co., dropped Charles 
| Antell Inc. at year’s end, probably 
its major account, when Antell 
| was sold to B. T. Babbitt Inc. Tel- 
‘evision got 90% of the billings, ra- 
‘dio 5%, magazines 3.5%, newspa- 
pers 1% and business papers 
0.5%. 
'ployes in one office, expects 1959 
billings to be about the same. 


M. Belmont Ver Standig, Wash- 
ington, billed $3,337,000 in 1958, 
compared with $3,078,000 the pre- 
vious year. It added Government 
Employes Insurance Companies 
in March, and Nationwide Safti- 
Brake Centers Inc. in August. 


Magazines and television divided | 


60% of the billings evenly, news- 
papers got 20%, business papers 
10% and outdoor 5%. There are 
25 employes in one office and a 
10% rise is expected for 1959 bill- 
ings. 


Ww. iS. Walker 
Pittsburgh, billed $3,700,000 in 
1958, of which $550,000 represent- 
ed capitalized fees. Comparable 
figures in 1957 were $4,050,000 
and $405,000. During the year it 
gained American Air Surveys and 
Majac Inc., division of Blackstone 
Corp.; it lost Niagara Therapy 
Mfg. Co. Media breakdown: news- 
papers 5%, magazines 35%, sup- 
plements 3%, radio 10%, tv 7%, 
outdoor 3%, business papers 25%, 


|farm publications 5%, transit ad-)| 


vertising 3%, point of sale 4%. 


or See Your Travel Agent | The agency has 42 employes in 


'one office, and expects ’59 volume 


7 acres On the Ocean at 23rd St., Miami Beach ‘to be up 10 or 15%. 


in any language 
the best 
in typesetting 


There are many ways to say service. In 
typography they all mean the same 
thing—typesetting you can depend on 
for quality and accuracy. Entrust your 
next job to SERVICE Typographers 
and appreciate the difference it 

makes in your ad or mailer. 


“where typesetting 
is still an art"’ 


INC. 


723 S. Wells St.- Chicago 7, Ill.- HArrison 7-8560 


The agency has 20 em-| 


| Walsh Advertising Co., Toronto, |media breakdown was newspapers | 
timore, billed $3,365,000 in 1958, | billed $4,200,000 in 1958, compared |60%, magazines 5%, radio 10%,|El Paso, billed $1,208,325 in 1958 


| with $5,227,921 in 1957. 

The agency added Parker Pen 
| Co. Ltd., Playtex’s bra-girdle divi- 
|sion, Capital Record Club, Fluor 
|Corp., Simoniz’s automtive prod- 


jucts division, Stratford Textiles, | 


|Hazel Bishop, and Craft Sports- 
wear. It lost about $1,200,000 in 
government billings following the 
Canadian elections. The accounts 
involved were the Bank of Canada, 
|'Department of National Defence, 
Post Office and the Department of 
Labor. Walsh employs 75 persons 
in three offices. It expects 1959 
billings to amount to $5,000,000. 


F. P. Walther Jr. & Associates, 
Boston, billed $1,100,000 in 1958, 
against $800,000 in 1957. The 
agency reported no account losses 
or gains. Its media breakdown 
was not given. The agency has 17 


| television 10%, outdoor 10%, busi- 
ness papers 5%. The agency has 
|20 employes, and expects a 20% 
{increase in volume in 1959. 


| Wentzel, Wainwright, Poister & 
Poore Inc., Chicago, billed $1,- 
906,638 in 1958, including $906,- 
480 in production billings and 
$56,028 in capitalized fees. In 
1957 the agency billed $1,062,297, 
\of which $814,284 was in produc- 
‘tion billings and $50,358 was in 
| capitalized fees. 

The agency lost Curtiss Candy 
Co., Chicago, in November, 1958, 


Advertising Age, February 23, 1959 
White & Shuford Advertising, 


of which $337,325 represented 
capitalized fees. In 1957 compa- 
rable figures were $1,130,900 and 
$374,900. The agency added West- 
ern Gas Service Co. and Cragin 
Motor Co., and lost Prices Cream- 
eries. Media breakdown was: 
newspapers 20%, magazines 39%, 
radio 12%, television 19%, outdoor 
7%, business papers 3%. The 
lagency has 15 employes, and ex- 
pects its 1959 volume to be down 
|about 5%. 


Robert E. Wilson Inc., New 


| York, billed $2,538,209 in 1958, of 


but it gained Quality Chekd Dairy | which $1,498,732 represented capi- 
Products Assn., La Grange, Ill., in |talized fees. In 1957, comparable 
May. Newspapers and outdoor each | figures were $1,516,452 and $780,- 
/got 30% of the agency’s media | ¢@g5. 1 added the Wallace Labora- 
dollar in 1958 while point of sale |tories division of Carter Products 
got 20% and tv, radio, business |tne. and lost the Roche Laborato- 


publications and magazines got) 


ries division of Hoffman-LaRoche. 


Advertising, | 


employes in one office, and ex- 
pects business to be up 20% in 
1959. 


Watts, Payne-Advertising, Tul- 
|sa, billed $1,086,155, 
| $81,265 in capitalized fees in 1958. 
The 1957 total was $1,070,092, 
|including $79,086 in capitalized 
| fees. 

| The agency reported no account 


gains or losses last year. Billings 


| were invested: 15% in newspa- 
|pers, 35% in radio and television, 


'40% in business papers, 5% in 
point of sale and 5% in other 
media. Watts employs 21 persons 
in one office. It expects 
volume to be about the same as 
in 1958 or perhaps 2% higher. 


| Weightman Ine., Philadelphia, 


| billed $1,450,000 in 1958, including | 


232 Under-$1,000,000 
Agencies Tell Billing 


$219,200 in capitalized fees. In 
1957 the agency billed $1,110,000, 
including $148,300 in fees. It 
added Universal Insurance Agency 
‘and Foods International in 1958. 
Billings were invested: 22.7% in 
newspapers, 8.5% in magazines, 
14.6% in radio, 11% in television, 
31.5% in outdoor, 6.9% in transit 
advertising and 4.8% in point of 


sale. The agency employs 11 per-| 
It expects a| 


sons in one office. 
20% gain in volume this year. 
| Wenger-Michael, San Francisco, 
billed $3,000,000 in 1958. In 1957 
it billed $1,500,000. It reported no 
breakdown on its capitalized fees. 
It added Serta of San Francisco 
and Nevada Lodge during ’58, and 
reported no account losses. Its 


including | 


1959 | 


5% each. The agency, employing 
45 people, expects 1959 volume to 
range between the same as 1958 
}and a 15% drop. 


Wexton Advertising Agency, 
|'New York, billed $2,970,440 in 
|1958, of which $1,046,400 repre- 
isented capitalized fees. In 1957, 
{comparable figures were $1,715,- 
1/383 and $537,690. The agency 
|added the Dodge New York Retail 
Selling Assn., Harman Kardon 


|Ine., Takashimaya Inc., and Cor-| 


| mac Photo Copy Corp. Media 
|breakdown: newspapers 11%, 
| magazines 33%, radio 5%, tele- 
vision 10%, business papers 37% 
and point of sale 4%. The agency 
|has 37 employes and expects a 
'60% increase in volume in 1959. 


More than Half Show 
Gains; but a Third 
Are Down in ‘58 


New York, Feb. 19—Last year 
232 agencies billing less than $1,- 
000,000 annually 
billings to ADVERTISING AGE, up 
substantially from the 193 agen- 
cies reported in this bracket last 
year. 

All agencies reported in this 


SOUTH BEND, INDIANA...A 


The South Bend, Ind. Market: 
7 Counties, 1/2 Million People 


1243,743,000 


MARKET 
ARE YOU COVERING IT? 


between 3 local UHF 
stations. 


No other medium or combination of media covers South Bend, 
Indiana, as does The South Bend Tribune. Here is the efficient, 
the economical way to reach this $1'% billion market. The South 
Bend Tribune gives you 100% coverage of the South Bend City 
Corporate Area; 93.7% coverage of the Metropolitan Area; 62.9% 
of the Trading Area. Look how this compares with other media . . . 


© LEADING CHICAGO NEWSPAPER. _ _ _ 11.4% Coverage 
© LIFE MAGAZINE. _____ 
¢ TV AND RADIO COVERAGE --_---- Audience is divided 


jhsticnnen 11.3% Coverage 


TV stations and many radio 


Write For Free Market Data Book 


*7 County Trading Area 
Source, Sales Management 1958 Survey of Buying Power 


FRANKLIN D. SCHURZ, EDITOR AND PUBLISHER * STORY, BROOKS & FINLEY, INC., NATIONAL REPRESENTATIVES 


reported their) 


\Its media breakdown was televi- 
|sion 1%, business papers 50%, 
| point of sale 1%, and direct mail 
'48%. It has 27 employes and 
expects an increase of 50% in its 
1959 volume. 


Woodard, Voss & Hevenor, Al- 
bany, billed $1,510,795 in 1958, 
compared with $1,472,166 in 1957. 
During the year it added Ballston 
Knitting Co., Equitable Credit 
Corp., Finch, Pruyn & Co., and 
White Mop Wringer Co. Media 
breakdown: newspapers 31%, 
magazines 3%, radio 10%, tv 20%, 
outdoor 3%, business papers 30%, 
itransit 3%. The agency has 23 
employes in one office, and expects 
1959 volume to rise 7%. 


|group volunteered their figures, 
and no estimates by AA are in- 
cluded. 

This group of agencies showed 
‘a fairly substantial proportion of 
agencies with lower billings than 
in 1957. As a rule this group of 
smaller agencies has reported con- 
|sistent gains during the years AA 
has reported its billings. 


. Last year, for the first time, 
about 40% of the agencies re- 
|ported decreases in billing. In a 
check near deadline, 100 agencies 
‘reported gains, 62 reported losses, 
| 15 were even with ’57 billing, and 
|for 32 there were no comparable 
figures. 

It is fairly evident that most of 
the agencies held their ground 
remarkably well, and most of the 
billings loss was held to man- 
ageable proportions. 


= However, this field, traditional- 
ly the most optimistic of the 
brackets, showed considerably 
more conservatism than usual in 
predicting 1959 volume. The larg- 
est single group (44) thought 
business would be up, with in- 
creases ranging from 6 to 10%; 
the second group (39) thought 
volume would gain 21-30%; the 
third largest group (37) thought 
it would be about the same; the 
fourth group (27) thought busi- 
| ness would be up 16-20%. 


= Seven agencies predicted a drop 
—the majority about 10%, with 
/one agency foreseeing a decline of 
70%. On balance, this group of 
entrepreneurs has its share of op- 
erators who think 1959 will be 
just great: 15 agencies foresaw 
gains of 50% or more, and six 
agencies expect volume to in- 
crease more than 100%. 


Joseph P. Abraham & Associ- 
ates, Chicago, billed $500,000 in 
1958, including $150,000 in capi- 


a= 


a es 


el Sa —— —— 


, 


~— 


Eels eee Ss | eee ce a a SF ee ee! Oa ee 
tala ae ae Saat Sah NS A RI Maa Se as: as Seg eugigr re las “Mask: - 2 See 2 ies ere ore, caer aR eS ea ite i eG ee Sn en ee ca. Ae sia 
- ERS Ee Ele ie ee Fae Oe ee Aa ee Sa, 
« me a % et ae ea e i : Fes nig ja er ‘ fing Mew canna Re cee NS 4 ip Bi rete 
” : = : : ae Fe Bas i ce dae eye ee ee ee Smee 28 
é . ——_ -" 
. ' ‘ 
x) ! 
Wy | 
sss = Be i 
¥ i 
y 
3 ae 
A 7 
4 a . 
ing y 
- a | 
; if 
: . —S= | 
Be 
rae | 
3 J 
‘ Pe t 
4 i 
= a Pe | 
ae: 
at, HOT r 
rene A po aon 
, ’ . 
fi ED ¢ 
y : Ce 
2 | { 
ap)! 1S i 
; - Y a ‘ 
4 £ 3 po ‘ 
oe W 
pa sade es t 
Tae ae a —— NG 
re oa | | j 
: Ses a ; 
N 
* 
vet 4 ‘1 
Bes. ¥ 
us oy ae 4 
rate : 
ae 
, 9) 
eee ‘ 
wwe, 5, ‘4 
x ee HY 
peers) —_ ; 
ae 
ee = aa 
oe 
oe o) 
vee 
aes 
eee ti 
ne 
; a ot i 
2 ects = : 
i ee ey: . 
fie og digi | f 
. ame ic iy 
Se ae r 2 
er * i } 
Pye ee Y, a ike } 
Se ee eee Ree eg 
“ ee : ae eH % 
an iy ¢ i b 
ay - e LY 2 e '_ 
a ri Peal a 
: ee ~ a seats “13, 
oe 7 eae hy : M4 
Pe aN 
4 ——~ -" - act Bethe, I 
_ ——— cea Bee 
pe : ag 
- &: ge, 
Be are hy: ay ¢ 
ae “1m fa jw | 
& ee , Fs “Opn, $ . sy | 4 
Se = Re a ; v, 
BE aD, Ses : : Brine, : 
Bic ie fs Sr Oe By 
Bie ri Sees : se hiyy Se 
By : Se: Ahy, Ste Gee my 3). 
Bee _— “Vs 2 "ok < 
ss ” —~ £2 ee | 
ee. soa “Wty ‘SS "0m | 
eae Sey : 
ae Wom. , SC“; 
3 vee f 
| oe 
te. 
mae a rete AT Se >. Cg MMC RR Gy LAE a <7, amen 7 Te Ns oe OR Et rani Meas Ligh An hag a. ape Oe 
eaten. * an elma OA a Ro tae pee ee ee Goa ee ieee = BES sakes, vee See ae Nas Vee Being hee 
See: a Bethe sues SOAR et a eta tT oe alec 75 eee, ite OT Gur oa eee Se aes tea ee yee Revie eee hoch hee ae 
ORL A eee eit : rs age eee ee as ge Ee vy Bae Ps Je toe Recs Si” thas et Ry Re SEE 


SS — 


a 


= 


em ee | we eer 


, 


Only this Seal 


<n OR g RFUND o> 
+" Guaranteed by 
Good Housekeeping 
- S 


0 
Nor 


45 apvearyseo WOES 


has Sales Influence 
with 40,930,000 Women 


This one is good... 


Tia 


: 
, 
c ; 
. 
ny 
3 


... but this one is Guaranteed! 


When a woman shops, she looks for the brands 

she can trust. 

Same way with magazines. 

Research shows 40,930,000* women shoppers have 
confidence in the Good Housekeeping Guaranty Seal. 
To help deserve this trust, we investigate every product 
and every claim shown in our advertising pages. 


And retailers back up this confidence. 65.6% of all food 
retailers interviewed said that the Good Housekeeping 
Seal influences their customers’ buying decisions. 


Put that unmatched faith to work for your product. 


*Crossley, S-D Surveys, Inc. 


Good Housekeeping 


A HEARST MAGAZINE 


Creates A Climate Of Confidence For Your Advertising 
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talized fees, as against 1957 bill- | cluding $100,000 in capitalized fees.| newspapers, 


15% in television,; Allied Business Consultants, 


ings of $555,400, including $133,- |The agency did not report billings|15% in business papers, 10% in| Washington, D.C., billed $128,607 


400 in fees. During the year the 
agency added no new accounts, 
but lest one, Lurie Bros. Billings 
were invested this way: newspa- 
pers 20%, radio 60%, point of sale 
5% and other media 15%. The 
agency employs eight persons in 
one office and expects 1959 vol- 
ume to increase 25%. 


Acme Advertising Agency, At- 


lanta, billed $105,698 in 1958, in- | 


cluding $10,065 in capitalized fees. 
The agency did not report 1957 
billings. During the year two ac- 
counts were added, Dynamic Cen- 
ter Engineering Co. and Akers Mo- 
tor Lines Inc., with none lost. 


Billings were invested this way: | 
radio 2%, busi- | 


newspapers 28%, 
ness papers 65% and other media 
5%. The agency employs four 
persons in one office and sees no 
change in volume for 1959. 


Ad Fried & Associates, Oakland, 
Cal., billed $220,000 in 1958, in- 


MORI 
AND MORE, 
| 
ON THE 
OUALITY OF 
-FILMOTYPE 
pho llleuing 


ANU LYFE 


*Certainly agencies and studios, too, as grow- 
ing sales records prove. 


Filmotype is “the” means to a desirable 

end... profitable business-building! 

It's remarkably easy to produce highest 

quality repro proofs right from the 

Filmotype machine. Actually invites your 

layout department to be as creative and 

eye-catching as desired. Whatever the 

situation, Filmotype quickly supplies the 

typography and lettering called for. 
wality and readership go up... your 

costs go down! See what we mean... . 

have a Filmotype demonstration in 

your own office . . . it’s an education. 

@ Unlimited type selection! The right alphabet 
available for any approach. 

@ Easy (and fun) to operate... anyone 
becomes on expert after brief instruction, 

@ Low cost "Pays-for-itself” plan makes 
Filmotype easy to own, 


USE THIS. COUPON Seeing the Filmotype 
Operate deserves priority consideration if it's 
quality and economy you're after, 


a Se 


| Balled «= FILMOTYPE 7500 McCormick Bivd, = 


| a. Skokie, tli, 1 
| 
| 


Have the Filmotype representative make | 
.—) 
| 
= 
etme 
| ln 


an appointment in my own office for a 
demonstration. 


Send me further information about the 
Filmotype Photo Lettering Machine. 


Nome. 


| || 


figures for 1957. During the year 
jthe agency added five accounts 
jand lost one. New business includ- 
led Fannian Corp., Simon Hard- 
ware Co., Incon Inc., Oakland 
Public Schools, Police & Firemen’s 
Assn. and Crescent Jewelry Co. 
| Lost was Biggie Furniture Co., re- 
|signed in April. Media breakdown 


|was: newspapers 15%, magazines | 


15%, radio 10%, television 48%, 
outdoor 3%, business papers 10%, 
ifarm publications 1%, transit ad- 
|vertising 3%, point of sale 2% 
and “other” 3%. The agency em- 
ploys six persons in one office and 
expects 1959 volume to increase 
25%. 


|radio, 5% in magazines and 5% vin 1958, of which $117,339 repre- 
jin outdoor. It has three employes |sented capitalized fees. In 1957, 
| and sees 1959 about the same as|comparable figures-were $133,230 
| 1958. and $122,344. No changes in the 
laccount list. Media breakdown: 
Advertising Associates, Rich- direct mail 75%, magazines 13%, 
|mond, Va., billed $554,249 in 1958, |'oWSPabers, Tadio and television, 
|of which $233,400 represented cap- 4% each. It has five employes— 
litalized fees. Comparable billings @!! contractors”—and estimates 
in 1957 were $315,515 and $116,-| !959 will be up 20%. 
428. During the past year it added 
Nolde Bros. Bakery, Noland Credit | 
Co., and Virginia Dairy Co., and 
reports no losses. Media break- 
down was: newspapers 20%, ra- 
dio 15%, television 30%, outdoor 
10%, business papers 10%, point 
of sale 10% and public relations 


8S. L. Althouse, Swarthmore, Pa., 
billed $88,134.50 in 1958, including 
$19,634 in capitalized fees, as 
against °57 billings of $61,949.50, 
including $13,673.50 in fees. The 
agency reported no _ accounts 
gained or lost. More than 90% of 
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employes and looks for a 10% gain 
in volume in 1959. 


Associated Advertising Counsel- 
lors, Oakland, billed $170,310 in 
1958, of which $38,400 represented 
capitalized fees. Comparable fig- 
ures in 1957 were $140,624 and 
$17,624. During the year it added 
Baker & Hamilton and Kelhmit Co. 
Media breakdown: newspapers 
17%, magazines 2%, radio 28%, tv 
5%, outdoor 4%, business papers 
32%, point of sale 12%. It has four 
employes in one office, and ex- 
pects 1959 volume to be up 15%. 


Fred R. Becker Advertising 
Agency, Louisville, billed $349,668 
in 1958, of which $10,905 was in 


15%. The agency has eight em- 


Ad-Art Associates, Reading, Pa., 
billed $44,376 in 1958, of which 
$34,376 represented capitalized 
fees. The comparable figures for | 
1957 (now revised) were $45,028 | 
and $41,701. The account roster) 
did not change during the year. 
| The agency placed 60% of its bill- 
ings in direct mail, 24% in maga- 
zines, 15% in newspapers and 1% 
in point of sale. It has one employe 
jand sees 1959 about the same as} 
1958. 


ployes and expects its 1959 volume 
to be up about 50%. 


Agricultural Information Serv- 
ice, Butler, Pa., billed $74,385 in 
1958, of which $61,735 represented 
capitalized fees. Comparable fig- 
ures in 1957 were $81,611 and $66,- 
218. During the year it added 
Westinghouse Electric Corp.’s pow- 
er use department, and lost West- 
ern Pa. Artificial Breeding Coop- 


/erative. Media breakdown: news- 


| Admakers, Chicago, billed $330,- 
321 in 1958, of which $226,551 
represented capitalized fees. The 
i\comparable figures for 1957 were 
$324,353 and $22,778. The agency 
jadded American Lock Co. while 
dropping Labline Inc. It put 72% 
lof its billings in business papers, 
22% in newspapers and the re- 
|}mainder in “other” media. It has 


\five employes and expects volume | 


to be up 15% in 1959. 


Ad-ventures Inc., Portland, Me., 
in its first year of operation, billed 
|$108,450, of which $69,000 repre- 
sented capitalized fees. The agen- 
cy placed 50% of its billings in 


papers 1%, radio 6%, outdoor 1%, 


billings were reported from farm 
publications, with the remainder) yres in 1957 were $385,431 and 
from newspapers. The agency em-| $23,012. It added Zoeller Co., Link- 
ploys two part-time people in one er Bros. Baking Co. and Excel-O- 
office and expects no change in|Therm Container Corp. and lost 
‘59 volume. |Hayes Garment Co. Its media 
|breakdown was: newspapers 33%, 
Anderson Advertising Agency, television 24%, radio 10%, transit 
Decatur, Ill., billed $120,005 in|8%, magazines 7%, business pa- 
1958, of which $74,744 was in|pers 7%, farm publications 6% 
capitalized fees. Comparable fig-|and outdoor 5%. It has eight 
ures in 1957 were $154,695 and | employes in one office, and ex- 
|$102,251. The agency reported no|pects business to be up 12% in 
account losses or gains. It has| 1959. 
three employes in one office, and 


capitalized fees. Comparable fig- 


farm publications 12%, direct mail 
80%. The agency has two employes | same in 1959. 
in one office, and expects 1959 


volume to rise 5%. Arbogust Co., Chicago, billed 


$349,732 in 1958, of which $265,- 
659 represented capitalized fees. 
Comparable figures for 1957 were 
$377,974 and $341,108. The agency 
added_ three 
Hospital Supply Co., Flavor-Seal 
Corp. (division of Cory Corp.) and 
Federal-Bryant Machinery Co.; 
one account, Joanna Western Mills 


Allan Associates, New York, 
billed $185,000 in 1958, of which 
|$10,000 represented capitalized 
fees. In 1957 comparable figures 
were $132,000 and $7,000. It re- 
|ports no account changes during 
|\the past year. Media breakdown 
| was: newspapers 60%, magazines 
/10%, radio 25%, television 5%. 
|The agency has eight employes, | 
and expects 1959 volume to be up 
20%. 


newspapers 10% 


papers 5%. 


The agency has seven 


The $7 BULLION GOLDEN CIRCLE 


Albany - Schenectady - Troy 


oy 


THIS NEW STATION 


is engineered to deliver the market covering eastern New 
York, western Massachusetts and parts of Vermont and New 
Hampshire. It provides a sales potential of $3,495,571,000.00 
consumer spendable income. And that’s cash register money! 
Food sales alone are over $615 million; drugs over $72 million. 
Exclusive ABC for most of its coverage. Investigate . . . 
write, wire or phone today! 


Represented by 
VENARD, RINTOUL & McCONNELL, Inc. 


= 


expects business to be about the) 


azines 


, 


Max W. Becker Advertising, 


'Long Beach, Cal., billed $819,969 


in 1958, of which $110,211 repre- 


| sented capitalized fees. The agency 
| billed $631,000 in 1957, and did 


not reveal what portion was capi- 
talized. During 1958 it lost General 


| Telephone Co. of California and 
accounts—Colonial | added Sleep-Eze Co. Media break- 


down was: newspapers 27%, mag- 
20%, supplements 24%, 
television 10%, outdoor 5%, busi- 
ness papers 8%, farm publications 


Co., was dropped. Magazines took|1%, transit advertising 2% and 
60% of billings, direct mail 25%,| point of sale 1% 


. It has 12 em- 


and business! ployes and expects its 1959 volume 


to rise 20%. 


Louis Benito Advertising, Tam- 
pa, Fla., billed $764,122 in 1958, of 


|which $321,028 represented cap- 


italized fees. In 1957 comparable 
figures were $712,855 and $317,- 
286. During the year the agency 
added the 7-Eleven Food Stores, 
Clewiston Inn, Everina Homes, 
Garcia Canning Co., Golden Gift, 
Clewiston Chamber of Commerce, 
and the First National Bank of 
Tarpon Springs. It lost Florida 
Prestressed Concrete. Media 
breakdown was: newspapers 18%, 
magazines 2%, supplements 1%, 
radio 18%, television 29%, out- 
door 22%, business papers 7%, 
farm publications 1%, transit ad- 
vertising 1% and point of sale 1%. 
The agency has ten employes, and 
expects 1959 volume to be up 10%. 


Black & Musen, Springfield, 
Mass., billed $414,500 in 1958, of 
which $108,500 represented capi- 
talized fees. Comparable figures in 
1957 were $340,500 and $100,000. 
During the year it added Sunshine 
Art Studios, Growers Outlet, Slen- 
dora Salons; it lost Amana Budget 
Plan and General Gilbert Corp. 
Media breakdown: newspapers 
5%, magazines 54%, supplements 
1%, radio 1%, tv 1%, business pa- 
pers 9%, point of sale 1%, “other” 
28%. It has seven employes in one 
office, and expects 1959 volume to 
increase 10%. 


Bonfield Associates, Oakland, 
billed $462,422 in 1958, of which 
$310,782 represented capitalized 
fees. During the year it added 
Computer-Measurements Corp., 
Petersen Engineering Co. and 
Spectrol Electronics Corp. Media 
breakdown: business papers 100%. 
It has seven employes in one office 
and expects 1959 volume to rise 
50%. 


Brace Associates, New York, 
billed $102,000 in 1958, of which 
$32,000 represented capitalized 
fees. Comparable figures for 1957 


were $80,000 and $20,000. The 
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What makes Providence the ideal Test Market... 
Considered “best by test” by many marketing authorities 
because this representative city-state market is truly a 
typical metropolitan market. For example, it is almost 
identical with the huge Philadelphia area’s 2,209,000 popu- 
lation*. 


Metropolitan in character . . . cosmopolitan in compo- 
sition, this preferred test market can be thoroughly and 
economically covered only by The Providence Journal- 
Bulletin, New England’s leading test newspapers. 


New Selling Advantage for Gravure Advertisers 


; eine ae 
This Week Probidenre Disibax Toureal 


MAGAZINE test area. 


Schedule These Winning Sales Combinations 


aunt | An ideal testing device, offered for the 
Be first time to Gravure Advertisers 


Offers advertisers unequalled coverage of this compact, stable, isolated 


Realize what we’ve been saying right along ... Providence is an “A” 
schedule market, dominated by The Providence Journal-Bulletin, one of 
the most productive newspapers in the country. 


New product, new package or merchandising idea, get 
top sales results in this foremost New England market with 
your advertising dollars wisely placed in The Providence 
Journal-Bulletin. 


*George Neustadt's Statistical Analysis of Advertising by 
Seasoned Advertisers in Providence and Philadelphia show My. 
that marketwise they are practically identical, Dividing these at 
markets by price emphasis or price zones, Neustadt reports: 


Price Emphasis Low Medium High 
Zones1&2 Zones3&4 Zones5&6 

Providence .......+++. 37%, “YY, 22%, 

Philadelphia .......... 36%, 41%, 23% 


*Gravure Advertisers (in This Week Magazine or our own locally-edited nee 
Rhode Islander) may purchase Providence Journal-Evening Bulletin aaa ghee 
combination, black and white, at $.44 per line, using same copy—the bch 
minimum black and white size to be at least equal to the gravure copy. 
Such combinations to be completed within the same calendar week. 


Now for the first time, the strongest selling force in Rhode Island—The 
Providence Journal-Bulletin—offers advertisers special winning sales com- 
binations tailored to fit YOUR promotional program. 


Choose the combination that best fits YOUR advertising campaign for 
this “A” schedule market: 


Combination* Circulation Line Rate 
Morning and Evening ............005 204,022 62 
Sunday Journal ..........eeeeeeeeee 185,473 .60 
Sunday and Morning .........0s0000. 243,234 .70 
Sunday and Evening ............000: 331,734 98 
Sunday, Morning and Evening ....... 389,495 $1.04 


*Daily copy may run morning and evening or evening and morning. Sunday and 
daily combinations may start preceding Saturday A.M., to be completed with 
Tuesday P.M. editions. Holiday Journal not sold in combination. 
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agency added Berlin Associates, 
Accessocraft and Bonas Bros. of 
Britain. It placed 55% of its bill- 
ings in newspapers, 40% in maga- 
zines, 1% in radio, 1% in business 
papers, 1% in point of sale and 
2% in “other” media. It has sev- 
en employes in two offices and ex- 
pects volume to be up 20% in 1959. 


R. C. Breth Inc., Green Bay, 
Wis., billed $287,269 in 1958, of 
which $8,004 was in capitalized 
fees. Comparable figures for 1957 
were $285,720 and $7,770. It added 
Sand Knit Mills Corp. and C & W 
Sales & Mfg. Co. and lost Thomp- 
son Skis. Its media breakdown 
was: business papers 46%, farm 
publications 17%, newspapers 
14%, magazines 10%, television 
%, radio 5% and point of sale 
1%. The agency has three em- 
ployes in one office, and expects 
business to be up 7% in 1959. 


Bridges-Sharp & Associates, 
Dayton, O., billed $454,328 in 1958, 
of which $54,443 represented cap- 
italized fees. In 1957 comparable 
figures were $475,710 and $56,996. 
During the past year the agency 
added Art Rodenbeck Inc., real 
estate development, Neal’s Dairy, 
Hills & Dales Racquet Club and 
Stenger’s Ford Co., all of Dayton, 
and lost no accounts. Media 
breakdown was: newspapers 20%, 
magazines 5%, radio 20%, televi- 
sion 35%, outdoor 5%, transit ad- 
vertising 3%, point of sale 10%. 
It has six employes, and expects 
its 1959 volume to be up about 
15%. 


Earle Palmer Brown & Associ- 
ates, Washington, D.C., billed 
$295,790 in 1958, of which $286,190 
represented capitalized fees. The 
agency added one account, Desser 
& Garfield, builders and land 
developers. Newspapers took 90% 
of billings, radio 5% and television 
5%. The agency has eight em- 
ployes and looks for a volume 
gain of 50% in 1959. 


M. B. Brucker Co., New York, 
billed $137,700 in 1958, including 
$66,700 in capitalized fees. This 
compares with 1957 billings of 
$115,000, including $60,000 in fees. 
The agency gained one account, 
Sondra Mfg. Co., and lost one, 
Scott-Martin Inc. Billings went 
like this: newspapers, 20%; mag- 
azines, 20%; radio, 2%; business 
papers, 50%, point of sale, 2%, and 
other media, 6%. The agency em- 
ploys two persons in one office 
and expects a 10% gain in volume 
during 1959. 


Buss, Bear & Associates (for- 
merly R. H. Buss & Associates) , Los 
Angeles, billed $530,000 in 1958, 
all in commissionable space and 
time for clients. The comparable 
figure in 1957 was $610,000. It 
added Anatole Robbins during the 
year and reported no account 
losses. Its media breakdown was: 
newspapers 26%, magazines 55%, 
radio 7%, television 7%, business 
papers 3%, point of sale 2%. It 
has eight employes, and expects 
its 1959 volume to be up about 


in 1958, of which $161,000 repre- 
sented capitalized fees. Total bill- 
ings in 1957 were $606,000, but 
the agency did not report the 
amount in capitalized fees. During 
the past year the agency added 
Porter Athletic Equipment Co., 
Eclipse Lawn Mower Co., and H. 
Hume Co., and lost Seymour of 
Sycamore. Media breakdown was 
newspapers 6%, magazines 21%, 
outdoor 2%, business papers 40%, 
farm publications 13%, point of 
sale 4%, “other” 14%. The agency 
has 13 employes, and expects 1959 
volume to rise 10%. 


Buxton Advertising Agency, 
Pasadena, Cal., billed $575,008 
in 1958, of which $208,104 repre- 
sented capitalized fees. Compara- 


and $102,000. The agency placed 
41% of its billings in newspapers, 
15% in television, 15% in maga- 
zines, 20% in business papers, 5% 
in radio, 3% in outdoor and 1% 
in transit advertising. It has 11 
employes and predicts a volume 
gain of 50% for 1959. 


Byrum Advertising Agency,|anticipates a 20% jump in 1959 
Denver, billed $107,845 in 1958,| volume. 
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down slightly from the $113,242 it 
billed in 1957. In 1958, capitalized 
fees represented $23,345, com- 
pared with $33,242 in 1957. It 
added Volume Gun Irrigation Co., 
Longmont, Colo., lost none. Media 
breakdown of billings: farm pub- 
lications 75%, radio 15%, news- 
papers 5%, magazines and direct 
mail, 2% each, and television 1%. 
It has one employe, and sees a 
1959 about like 1958. 


Campbell-Sanford Advertising 
Co., Chicago, billed $120,000 
1958, of which $20,000 represented 
capitalized fees. In 1957 it billed 
$150,000. It lost no accounts and 
added Maher Color & Chemical 
Co. in 58. Media breakdown was: 
newspapers 35%, magazines 60%, 
radio 5%. The agency has three 


volume to be about the same as in 
1958. 


ble figures for 1957 were $492,000) 


Joseph F. Callo Inc., New York, 
billed $833,500 in 1958, including 
$333,500 in capitalized fees. In 
1957 the total was $600,000, in- 
cluding $200,000 in fees. Callo 
gained Richmond Screw Anchor 
Co. and St. John’s University in| 
1958. It reported no losses. It put 
30% of its billings into newspa- 
pers, 10% into magazines, 15% 
into outdoor, 30% into business 
papers, 5% into transit advertising| 
and 2% into point of sale. Other} 


|media got 8%. The agency em-|television 35%, 


| 


Solis S. Cantor Advertising, 
Philadelphia, billed $462,480 
1958, including $27,480 in capital- 
compares with 
$425,000 in straight billings in 
1957. The agency added three 
accounts, Cape Coral and Ft. My- 
ers, Fla., and Alvin Swenson Ford, 
while losing none. Billings were 
divided as follows: 
48%, magazines 10%, radio and 
business papers 
| ploys 11 persons in one office. It}5%, and transit advertising 2%. 


The agency employs seven persons 
in one office and expects 1959 
volume to increase 5%. 


Carpenter Advertising Co., 
Cleveland, billed about $500,000 in 
1958, no change from 1957, ac- 
cording to the agency. Media 
breakdown was: 20% in news- 
papers, 20% in magazines, 10% in 
television, 5% in outdoor, 35% in 
business papers and 10% in farm 
publications. The agency employs 
11 persons in one office and ex- 
pects 1959 volume to rise 10%. 


Lincoln J. Carter Advertising, 
South Bend, Ind., billed $445,398 
in 1958, with $66,513 capitalized 
compared with $390,094 and $73,- 
723 in 1957. The agency added 
Arnolt Corp. in March, Prairie 
Schooner in August and Da Lite 
Screen in September, and lost 
Stewart Coach during the year. 
Business papers got 47% of the 
billings, television 12%, newspa- 
pers 6%, magazines 4%, and farm 
publications 4%, point of sale 


40%. 


Kenneth B. Butler & Associ- 
ates, Mendota, IIl., billed $622,947 


| 


Additional Copies, $1 

This annual agency billings 
issue of ADVERTISING AGE is 
valuable as a permanent ref- 
erence, so AA suggests that 
each reader file his copy 
where it won’t go astray. 
Meanwhile, as long as the 
supply lasts we will gladly 
fill all requests for additional 
copies. The price is $1 a copy. 


If your advertising is not playing their song... 


"TEEN 


can change your tune 
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3%, outdoor and transit advertis- 
ing 2% each and other media 
avout 3%. There are seven em- 
ployes in one office and a 14% 
billings increase is predicted. 


J. W. Christopher Advertising, 
Pasadena, billed $232,500 in 1958, 
of which $178,500 represented cap- 
italized fees. In 1957 comparable 
figures were $257,304 and $99,609. 
Accounts gained during the year 
were United Electrio Dynamics, 


Olivetti; it lost none. Its media 
breakdown was newspapers 20%, 
magazines 20%, business papers 
50%, and other 10%. It has one 
iffice with five employes, and 
expects 1959 volume to be up 15%. 


Coleman Todd & Associates, 
Mansfield, O., billed $942,000 in 
1958, of which $172,500 represented 
capitalized fees. During the year it 
added Martin Steel Products Co. 
and Wooster Brush Co. Media 
breakdown: newspapers 8%, mag- 
azines 7%, business papers 85%. It 
has 17 employes in one office, and 


| December. 


expects 1959 volume to rise 10%. 


Columbia Advertising Inc., Bat- 
tle Creek, Mich., billed $455,907.22 
in 1958, including $399,834.35 in 
capitalized fees, compared with 
1957 billings of $491,493.74, includ- 
ing $451,317.61 capitalized. The 
agency added three accounts, 
Pemco Wheel Co., Michigan Car- 
ton Co. and Oliver Electrical Mfg. 
Co., while losing none. All billings 
were in business papers. The 
agency employs five persons in 
one office and expects a 20% in- 
crease in 1959 volume. 


Allan Copeland & Garnitz, Chi- 
cago, billed $500,000 in 1958, of 
which $200,000 is in capitalized 
fees. This includes Allan J. Cope- 
land Advertising for the first half 
of the year. The agency was in- 
corporated July 1. In 1957 billings 
were $150,000, with $50,000 capi- 
talized. The agency added Howard 
Parlor Furniture Co. in November, 
Family Life Insurance agency and 
Royal Circle Insurance agency in 
Billings were evenly 


pete 


ve 


9s 


divided between newspapers, 
magazines and business papers. 
The agency has one office, five 
employes and expects a 20% bill- 
ings increase for 1959. 


Craig & Reid, Hollywood, Cal., 
billed $560,000 in 1958, down 
slightly from the $575,000 billed 
in 1957. No changes reported in 
the account list. Media break- 
down: television, 65%; magazines 
21%; newspapers 14%; outdoor, 
12%; radio 5%. It has four em- 
ployes, and estimates that 1959 
billing will be 10% higher. 


Crisp & Harrison, Jacksonville, 
|Fla., billed $393,044 in 1958, in- 
cluding $101,114 in capitalized 
fees. This compares with $379,566 
and $64,998 in 1957. It added 
South Provision Co. and Del Val- 
ley Foods. Newspapers got 55%; 
magazines 18%, outdoor 7%, tele- 
vision 6%, contests 5%, point of 
sale 4% and business papers 3%. 
There are five employes in one 
office and a 20% rise is predicted 
| for 1959. 


Cruttenden Advertising, Chica- 
go, billed $872,400 in 1958, includ- 
ing $165,250 in capitalized fees. 
This compares with 1957 billings 
of $1,016,187, including $222,755 in 
fees. During the year the agency 
added three accounts, Allen Hol- 
lander Co., Schaar & Co. and La- 
basco Inc., while losing divisions 
of Admiral Corp. Media break- 
down was: newspapers 13%, mag- 
azines 40%, supplements 2%, 
business papers 21%, point of sale 
3% and other collateral advertis- 
ing, 21%. The agency employs 
nine people in one office and ex- 
pects no change in 1959 volume. 


Earl R. Culp Co., Los Angeles, 
billed $130,129 in 1958, of which 
$108,054 represented capitalized 
fees. In 1957 comparable figures 
were $122,262 and $102,173. During 
the year it neither added nor lost 
an account. Media breakdown: 
newspapers 17%, business papers 
5%, transit 52% and phone book 
26%. It has two employes in one 
office, and expects 1959 volume to 
rise 10%. 


‘TREN MAGAZINE'S 
"TEEN CONSUME 
TESTING BOARD 


this exclusive new service 
gives you answers 
before You advertise! 


What makes a teenager buy? 450 members of 


the "Teen Consumer 
Testing Board will tell you! 


Under the direction of "Teen Editor Charies 


Laufer, the 


2 sharp teenagers 


and upper income families channel a steady 


stream of nationwide ‘teen trends and 
preferences to testing headquarters. 


en 


They also provide a sounding board which 


enables you to eliminate advertising sour 
notes before they reach the critical ears of 


the annual $9,000,000,000 teenage market. 


You can learn to fine-tune your product, 


copy 


and layout to girls and boys in the 183 to 19 


age groups. 


Only "Teen offers you this invaluable pre- 
testing service. One more reason why you 
should tell it in "Teen to sell it to teenagers. 


Write or phone your nearest "Teen office 


for complete information, 


EEN MAGAZINE 


=e 


NEW YORK: 

17 East 48th Street 
CHICAGO: 
360 North Michigan Ave. _ 
LOS ANGELES: . 
5959 Hollywood Blvd. 
DETROIT: 

738 Book Building 
CLEVELAND: 4 
834 Schofield Building 


Curtis, Sarver & Witzerman, 
Long Beach, Cal., billed $795,996 in 
1958 under the name, Patch & Cur- 
tis. Included were capitalized fees 
totaling $274,614. In 1957, billings 
were $641,081, including $268,667 
in capitalized fees. Patch & Curtis 
merged at the end of the year with 
Sarver-Witzerman Advertising. 
The merged shop has 18 employes 
in one office, and expects 1959 vol- 
ume to be up 100-150%. 


R. I. David & Co., Chicago, 
billed $513,783 in 1958, of which 
$430,001 represented capitalized 
fees. Comparable figures for 1957 
were $442,605 and $300,150. The 
agency reported no account 
changes. Media breakdown was: 
newspapers 8%, magazines 7%, 
radio 4%, outdoor 1%, “other” 
80%. The agency has three em- 
ployes. 


Davidor Advertising Agency, 
New York, billed $60,000 in 1958, 
a year when it began operations 
in March. It added 13 clients, lost 
none. Its billings were 100% in 
magazines. It has two employes, 
one freelance. It estimates 1959 
billings up 10%. 


Davies & McKinney, Erie, Pa., 
billed $351,444 in 1958, of which 
$40,150 was in capitalized fees. It 
reported no account gains or 
losses. Its media breakdown was: 
business papers 90% and “other” 
10%. It has one employe in one 
office, and expects business to be 
up 10% in 1959. 


Leonard Davis Advertising Inc., 
Worcester, Mass., billed $163,000, 
including $90,000 in capitalized 
fees, last year. The 1957 total was 
$175,612, including $97,065 in fees. 


NATIONAL 
LIVE STOCK 
PRODUCER 


the farm magazine is 


here's what we mean: 
®@ up 10,000 lines in '58 
® up another 3314 % 
first quarter of '59 
© up in reader interest 
because the stimulating, 
compelling pages of 
National Live Stock Pro- 
ducer reach the farmers 
in America's richest rural 
market! 


the $10 BILLION 
DOLLAR 

LIVE STOCK 
MARKET! 


Reach the best of Ameri- 
ca’s “‘Buyingest,”’ most 
prosperous farm group 
through the pages of 


NATIONAL 
LIVE STOCK 


PRODUCER 
139 N. Clark Street 
Chicago 2, Illinois 
Phone: CEntral 6-2068 
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Why cettle for 
lece than the beot? 


x For ADVERTISEMENTS 


Trunk, 58 Chrysler, cleaned and waxed 


PROOFING STOC 


ISTA TIME: 7 minutes 
4 DURATION: up to 6 months 


Simoniz makes it as OF 


aly Simoniz can—VISTA, for 


xuty and protection. VISTA 
ripped 
ickly. 


otects 


al paste wax bez 
: eerie a halal 
wax with cleaner 1m it—tu 


cleaned and waxed 


tough res 


is real paste 


{ trunk, 58 Chrysler, 


MAKES IT 


TA TIME: 7 minutes 
sad DURATION: up to 6 months 


as only Simoniz can —VISTA, for 
and protection. VISTA 
r in it -turbo-whipped 
and wipes off quickly. 
hines and protects 
SiMmONiZ MAKES IT 
a 


Simoniz makes it 


tough real paste wax beauty 


al paste wax with cle 
dries 


2 ane 
1s re 


so it spreads smoothly, 
n cleans, § 


One easy applicatio 


your car for months... try U- 


Another outstanding Simoniz Company ad 
prepared by Young & Rubicam Inc., Chicago. 


let perfection be your goal 
Whatever your product... 


Here is another ad which 


printed in the magazine as 


1. 


; DElaware 7-5500 


well as it looked in the 
engraver's proofs...a positive 
sign of superb technical skill. 
So settle for only the best—look 
for the kn benchmark of quality 
~—a symbol of fine engravings 


in advertising today. 


KIEFFER - NOLDE ENGRAVING COMPANY 


160 EAST ILLINOIS STREET + CHICAGO 11, ILLINOIS 


The agency gained the J. Baker 
Factory Shoe Outlets while losing 
Heart furniture and the Park 
theater. 
billings into newspapers, 58% into 
radio, 5% into outdoor, 5% into 
business papers and 5% into point 
of sale. The agency employs five 
persons in one office. It expects 
1959 volume to be about the same 
as "58. 


Dobbins, Woodward & Co., 
South Orange, N.J., billed $834,- 
185, including $306,820 in capital- 
ized fees, last year. The 1957 
total was $667,000. Dobbins added 
the South Bend division of Cur- 
| tiss-Wright and the Sika Chemical 
Corp. No accounts were lost. The 
‘agency put 78% of its billings into 
|business papers and 22% into 
collateral materials (catalogs, 
etc.). The agency employs 14 
persons in one office. A gain of 
30% in volume is expected this 
year. 


Douglas Advertising Agency, 
Rapid City, S.D., billed $202,836 
in 1958, of which $12,608 repre- 
sented capitalized fees. Compa- 
rable figures for 1957 were $187,- 
736 and $8,004. The agency opened 
a branch office in Great Falls, 
Mont., and added five new ac- 
counts during the year. The new 
clients are: Jim Kovich, a jeweler, 
and Hansen’s Dairy, both of Great 
Falls; Black Hills Gold Creations 
and Black Hills Kennel Club, both 
of Rapid City; and John J. Grier 
Co., Chicago. One account, the Red 
River Valley division of Summers 
Fertilizer Co., Grand Forks, N.D., 
was dropped. The agency placed 
44% of its billings in television, 
15% in magazines, 15% in farm 
publications, 14% in newspapers, 
6% in radio, 2% in outdoor, 2% 
in business papers and 2% in 
transit advertising and illuminated 
displays. The agency expects a 
30% volume increase in 1959. 


John L. Douglas & Associates, 
Bradenton, Fla., billed $648,000 in 
1958, of which $210,000 represent- 
ed capitalized fees. The compara- 
ble figures for 1957 were $325,000 
and $25,000. The agency added one 
client, Supreme Fruit Co., Wash- 
ington, D.C. It placed 40% of its 
billings in television, 25% in ra- 
dio, 15% in newspapers, 10% in 
business papers, 6% in point of 
sale, 1% in outdoor and 3% in oth- 
er media. The agency has eight 
employes and expects volume to 
be up 15% in 1959. 


Duncan-Brooks Ine., Garden 
City, L.I., billed $989,280 in 1958, 
of which $507,219 represented cap- 
italized fees. Comparable figures 
for 1957 were $1,013,093 and $771,- 
052. The agency gained three ac- 
counts—Tube Distributors Co., 
Metalab Equipment Co. and Wek- 
sler Thermometer Corp.—while 


Davis put 25% of its) 


dropping one, Pfaff & Kendall 
Corp. It placed 69% of its billings 
in business papers, 9% in news- 
papers, 6% in magazines, 2% in 
outdoor, 1% each in farm publica- 
tions, transit advertising and point 
of sale, with the remaining 11% 
in direct advertising. The agency 
has 15 employes—five parttime— 
and expects a volume increase of 
20% in 1959. 


Edelstein-Nelson Advertising 
Agency Inc., Chicago, billed about 
$500,000 in 1958. The agency did 
not report 1957 billings figures. 
During the year it added three ac- 
counts, Marvel Metal Products, 
John Herman Mfg. Co. and John- 
i'nie Walker Inc., while resigning 
fone account, American Camera & 
|Photo Supply. Media breakdown 
|was: newspapers 10%, magazines 
|30% and business papers 60%. 
The agency employs 10 persons in 
one office and expects a 50% in- 
crease in 1959 volume. 


George Eschbaugh Advertising, 
Wilson, Kan., billed $216,638 in 
1958, of which $162,334 was capi- 
talized fees. In 1957 it was $96,- 
700, with $66,700 capitalized. Farm 
publications got 86% of the bill- 
ings, newspapers 8%, magazines, 
business papers and point of sale 
2% each. There are three employ- 
es in one office and 1959 business 
is expected to be about the same 
as 1958. 


Rex Farrall Inc., Canton, O., 
billed $59,606 in 1958, compared 
with $72,663 in 1957. It neither lost 
nor gained an account during the 
year. Media breakdown: newspa- 
pers 10%, magazines 5%, radio 
10%, business papers 75%. It has 
two employes in one office, and 
expects 1959 volume to rise 30%. 


Feeley Advertising, New York, 
billed $850,000 in 1958, the same as 
in 1957. During the year, it added 
Groov-Pin Corp. and Merrick Scale 
Mfg. Co. It has 14 employes in one 
office, and expects 1959 volume to 
be up 10%. 


Paul A. Fergus Co., South Bend, 
Ind., billed $256,804, including 
$83,183 in capitalized fees last year. 
In 1957, the agency billed $209,- 
292, including $85,376 in fees. Fer- 
gus last year added W. J. Hagerty 
& Sons, University of Notre Dame 
Press, Fidelity Investment Inc. and 
C. Harry Swanson Inc. It report- 
ed no losses. Newspapers got 14% 
of the billings, magazines 2.2%, 
radio 9.6%, television 4.2%, out- 
door 1.5%, business papers 40.1%, 
transit advertising 8.3% and other 
media 20.1%. Fergus employs five 
persons in one office. It expects 
a 25% increase in volume this 
year. 


Firestone-Goodman Advertising, 
Minneapolis, billed $454,522 in 
1958, of which $30,682 was cap- 
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italized fees, compared with $401,- 
000 and $16,000 in 1957. It added 
Barry Blower Co. and Vic Mfg. 
Co., industrial division. Business 
papers billed 70%, newspapers 
15%, magazines 10% and radio 
5%. There are eight employes in 
one office and a 10% rise is pre- 
dicted for 1959. 


Flamm Advertising, New York, 
billed $50,000 in 1958, compared 
with $30,000 the year before. 
Business papers got 98% of the 
billings, newspapers 2%. There is 
one office and one employe and a 
25% rise is expected in 1959. 


Fletcher, Wessel & Enright, St. 
Joseph, Mo., which opened its 
doors in 1957, billed $423,157 in 
1958, of which $241,807 represent- 
ed capitalized fees. During the 
year it added Koch Supply and 
Research Laboratories; it lost no 
accounts. Media breakdown: 
newspapers 24%, radio 15%, tv 
30%, outdoor 6%, business papers 
16%, farm publications 7%, point 
of sale 2%. It has nine employes 
in one office, and expects 1959 
volume to be up 30%. 


Harold E. Flint & Associates, 
Fargo, N.D., billed $575,053 in 
1958, of which $181,776 represent- 
ed capitalized fees. Comparable 
figures in 1957 were $383,201 and 
$129,602. During the year the 
agency added Goldberg Feed & 
Grain Co., Leo Lumber Co. and 
North Dakota Railway Lines; it 
lost none. Media breakdown was: 
newspapers 39%, radio 8%, tv 
26%, business papers 3%, farm 
publications 13%, point of sale 
10% and “other” 1%. Flint has 
eight employes in one office, and 
expects 1959 volume to be up 
15%. 


Food Research & Advertising, 
Chicago, billed an estimated $194,- 
052 in 1958, of which $138,736 
represented capitalized fees. Its 
1957 figures were approximately 
the same. The agency reported 
that it added five accounts and 
lost five in ’58. Media breakdown 
Was: newspapers 30%, business 
papers 15%, direct mail 50%. The 
agency reports that its activity in 
package designing has increased. 
It has three employes. 


Forbes Advertising Agency, 
Plainfield, N.J., billed $101,350 in 
1958, of which $33,350 represented 
capitalized fees. Comparable fig- 
ures for 1957 were $74,000 and 
$22,000. The agency added New 
Jersey Knott Hotels during the 
year; it did not lose any important 
accounts. Business papers got 75% 
of the agency’s billings, newspa- 
pers 20% and outdoor 5%. The 
agency has five employes and 
looks for a 25% increase in volume 
in 1959. 


Ken Fox Co., Toledo, O., billed 


*BANDELIER will render a rough 
without charge. All BANDELIER 


"WE ARE EAGER TO GET OUR HANDS 
ON YOUR ANIMATION ASSIGNMENT!” 


“suggestion” storyboard from your script 
quotes include round-trip plane fare from 
your city to Albuquerque for “'interlock"’ session. 


BANDELIER animations 
are the answer for the ad- 
vertiser who needs the im- 
pact of full animation on a 
moderate budget. 

Many agencies plan a 
“client series’ of several 
spots at one time. This ar- 
rangement often reduces 
the average individual spot 
cost to as low as $750.00.* 

Call or write BANDELIER 
films now . . . or send story- 
boards for a quick quote. 


Handelier 


Films 


1837 lomas blivd., n.e. 
phone chapel 3-5848 
albuquerque, new mexico 


| 


! 


q 
} 
} 
{ 


i 
1 
i 
i 


a in oe Fr Si = eRe Sauer ; Rie eee aaa = i age e3 mer Ry 2 Ga ae ae el eee: Sa i ar 
See ee a ae eS ee ees) eee ies sale ee ee cee ae ere a ee Paes ee 
ne" a Sy  Saeeeeean 2. ear ie Ge a ie em 1 MEd 8 IAT a MMe on 9 St ty 
& Ch SER ISR iene ier rs Re een pees 2 age ae a = a a a Sen se - ae oe esa ae wigs ia Ae Es, Bok. ame Fy 
ne oS eee amr oe ee rt “eee Bic pat oe oe ‘ ig ae — nine Se ee iN” 
me | 
— j 
| = es 
| 
| 
j 
ee ae | — 
t nm 
I 
ad | 
: i 
| Po | 
| : | po 
— a 
ia ‘ 
KE ie 
fi } ba 7 a 
Ef i --e Aieadcs. . if] 
; at. = a \ 
3 f 
= - = hs - t ‘ ¥ } 
ee eon. 4 ~~ & i 
— a } 
: v i : hea 
if — 4 A: | 
* AX ; " ? aR 
er if > 4 ro é 
- . A Fie P e \ 
: ~ » - ; aa . et at, 
; : e ; 9 ae = v3 x . 
: a | 
ie ¢ 
| | — | | ! 
: “> or : 
ah — | 7 
a J ‘ y 
sa s3 Wes i i | 4 = 
i . . t : 
s 3 = ee : 
SS ~ y . 
ait - ‘ = | fe) TE ; 
sane rer Ya 7 . ug , 4 
oe ey ey tee Al on a J | ' 
= _ “Se is . wat : | 4 “at 
a \ : _ a i: 
ae » LS = ' 
-  )  _ , * 
"ag or ws a — car x me } ; 
“ ‘ie . . =a rae ak : y ¢ z 
na : PPR 4 Aa PS Ra \ Me 
Ce — J a \y = 
. PF _ 
| .Y 
— | ; 
| | 
a r | i = 
. ea | a 
- : 2 
ir i * of 
Big A 
aad | 
, 2 | { 
E ‘ 
: ee fs | LL i. 
35 Pe C—CtisSCSCSSCiés 
as 4, FS y 4] 
= { 
ise in \ed : 
‘i ta 
" ee met 
: = ~~ 
Al) CO 
a y FE 
é SS ( —-s 
i P| Precast 3 
‘ g i / | 
3 eS . a 
‘ EE 
5 a 
Se i es a NG ~ SRM OE eee Be et he te ei seh ca anime 8 ok neon Pay ee Bed eC cra re oe pee 
Re ee Se RN is 2 5 te ae ee a = RE I a ee os ae eae a Roe ene Me eee er ae TEA aaa aa ae pn UA ea aes ERS 
eo eee Pore me hs re os iam Seeger a 


e~e ODM 


illed 


Puerto Rico is a two-way market and advertisers 
who have realized this fact are reaping rich rewards. 


Publicidad Badillo is the advertising agency equipped 
to do a thorough marketing and advertising job for 
its clients wherever Puerto Ricans live—for Publici- 
dad Badillo has the “local touch which means so 
much”. We know Puerto Ricans. We know their 
language, what makes them act, what makes them 
buy and want to buy. 


Puerto Rico is a two-way market — the 2,300,000 
Puerto Ricans who live on the island, which is now 
the hub of economic activity in the Caribbean, and 
the 1,000,000 who live in New York and other U.S. 
metropolitan centers. 


SAN JUAN, PUERTO RICO 
Stop 22, Fernandez Juncos Avenue, Santurce 
P.O. Box 8263, Santurce, Puerto Rico 
Telephone 3-6180 
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Publicidad Badillo is the most completely equipped 
agency in Puerto Rico. Its facilities include a full 
time, fully-staffed Marketing Department. 


Publicidad Badillo is the only Puerto Rican agency 
with offices in New York. Here too you will find a 
staff of advertising specialists with years of on-the- 
spot experience in Puerto Rico, as well as in the 
Stateside Puerto Rican market. 


Advertisers who have tried Publicidad Badillo’s 
“integrated advertising approach” in the two-way 
Puerto Rican market know that it pays off in terms 
of increased sales. It certainly pays to advertise to 
Puerto Ricans at both ends of the line with “the local 
touch which means so much”. 


PUBLICIDAD BADILLO, INC. 


NEW YORK, NEW YORK 
Suite 3610, Chanin Building 
122 East 42nd Street 
Telephone MU 2-0521 
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$101,223 in 1958, including $75,083 
in capitalized fees. The agency 
was incorporated in October, 1957. 
It neither gained nor lost an 
account last year. Billings were 
invested as follows: 5% in news- 
papers, 1% in radio and 94% in 
business papers. Fox employs two 
persons in one office and expects 
‘59 volume to advance 30%. 


Frances, Morris & Evans Inc., 
New York, billed $789,043 in 1958, 


FURNITURE SALES 


In CONNECTICUT 


‘ Top “home style"’ market! &% 
& Why? Latest figures show $603 & 
§ per household spent for furni- ¥ 
ture and household appliances 
—highest of all Connecticut 
cities with a population of & 
25,000 or-over (SM ‘58 Sur- 
vey). 

Sell this 66,547 ABC City 
Zone—and sell for sure— 
through its only daily. 


Che Bay 


NEW LONDON, CONNECTICUT 


National Representatives: 
GILMAN, NICOLL & RUTHMAN 


ay 4 2 6 ep 
ele os ' 


4 |agency employs five persons 


including $467,567 in capitalized 
fees, as against $625,200 in 1957, 
including $400,200 in fees. The 
agency added one account, Eugene 
Stevens Inc., while losing none. 
Media breakdown was: newspa- 
pers 50%, magazines 15%, supple- 
ments 10%, television 5%, busi- 
ness papers 10% and point of sale 
10%. The agency employs six peo- 
ple in one office and expects 1959 
volume to rise 15%. 


Franklin Advertising Inc., Mil- 
waukee, billed $521,893 in 1958, 
of which $99,916 represented cap- 
italized fees. Comparable figures 
in 1957 were $348,340 and $37,- 
105. During the past year the 
agency added Wonder Building 
Corp. of America, and lost Deep 
Rock Gasoline. 

Media breakdown was: newspa- 
pers 20%, magazines 50%, radio 


. | 2%, television 8%, business papers 


5%, farm publications 10%, point 
of sale 5%. It has seven employes, 
and expects its 1959 volume to 
rise 5 or 8%. 


Franklin Associates, San Pedro, 
Cal., billed $683,955 in 1958, in- 
cluding $575,260 in capitalized fees, 
as against $647,531, including 
$533,632 capitalized in 1957. Dur- 
ing the year the agency neither 
lost nor gained an account. Media 
breakdown was: newspapers 2.6%, 
magazines 10.84%, outdoor 1.2% 
and business papers 40.43%. The 
in 
one office and expects 1959 vol- 
ume to remain about the same. 


Friend, Krieger & Johnston Inc., 
New York, billed $551,700, in- 
cluding $66,700 in capitalized 
fees, last year. The 1957 total was 


$498,000, including $35,000 in fees. 


The agency reported neither ac- 
count gains nor account losses in 
1958. It put 88% of its billings 


into newspapers, 3% into maga- 


zines, 0.5% into supplements, 
0.5% into outdoor, 1% into busi- 
ness papers and 7% into point of 
sale. It employs nine persons in 
two offices and expects 1959 vol- 
ume to advance by 10%. 


Charles F. Fry Advertising As- 
sociates, Orlando, Fla., billed 
$401,227 in 1958, of which $87,549 
represented capitalized fees. Com- 
parable figures for 1957 were 
$223,598 and $71,297. One account 
—Por-o-Por Co. of Florida—was 
added, and one—Radiation Inc., 
added in 1957—was dropped. Me- 
dia use broke down as follows: 
magazines 25%, newspapers 20%, 
business papers 14%, outdoor 10%, 
television 10%, farm publications 

%, supplements 3%, radio 2%, 
| transit advertising 1%, point of 
|sale 1%, direct mail, production 
}and “other” 10%. The agency has 
six employes and predicts a vol- 
| ume gain of 50% for 1959. 


Fyten-Hoffman, Minneapolis, 
billed $325,000 in 1958, all in com- 
missionable space and time for 
clients. The comparable figure in 
1957 was $300,000. During the past 
year it added Pro-Vid-All Mills, 
|Minneapolis Electrical Board In- 
dustry and Fidelity Bank & Trust 
|Co. It reported losing no accounts. 
Media breakdown was: newspa- 
pers 25%, magazines 35%, radio 
|15%, television 10%, business 
papers 5%, farm publications 10%. 
The agency has four employes, 
and expects 1959 volume to be 
about the same as in 1958. 


Gadsby Advertising, San Fran- 
cisco, billed $200,000 in 1958, of 
which $170,000 represented capi- 
talized fees. The agency added 
Duplex Corp. during the year. It 
places 90% of its billings in busi- 


ness papers, 5% in newspapers 


This study might change 
Your Entire Thinking 
about Industrial 

Media Selection 


It surprised us . . . it may amaze you. In any event, 


it is illuminating . . . perhaps even instructive. 


This study tells precisely what men who buy indus- 
trial products think about “tabloids’—PRODUCT 


NEWSpopers. 


national PRODUCT NEWSpaper 
covering 


THE SOLID MINERALS INDUSTRIES MARKET 


Do they like the format? Does it impress—or depress 


—them? Does an advertiser lose “prestige’’ when he 


uses this type of publication? Does it increase—or 
decrease—his chances of making sales? 


conan on are, hUMe 


You can have the answers to these and many other 


questions in exchange for about 20 minutes of your 


time .. . just by inviting your nearest MINING and 


QUARRYING representative to call. 


This study might change your entire thinking about 
industrial media selection. Why not look it over? 


Returning the coupon is a convenient first step. 


Mining ~ Quarrying 
NEW YORK 22—18 East 60 St. 
PITTSBURGH 22—101 Investment Bidg. 
CHICAGO 1—333 N. Michigan Ave. 

ST. LOUIS 1—706 Chestnut Ave. 
KANSAS CITY 6—Sharp Building 
DALLAS 1—505 N. Ervay 

LOS ANGELES 5—439 S. Western Ave. 
SAN FRANCISCO 5—605 Market St. 


--—-----~-~ 


MINING AND QUARRYING 
18 East 60 St., New York 22, N. 


CO bring it 
( arrange 


Name 


sme T8ee 


er 


® Panny aed Light Sqripment + Maskiany » Parts + Supplies » Somes 


Y. 


I'd like to see the study that might change my entire thinking about industrial 
media selection. Have your representative 


around 
for an appointment 


Title. 
Company or agency 
Address 
City, Zone, State. Phone. 


and 5% in farm publications. It 
has three employes and expects 
volume to rise 40% in 1959. 


Gardiner Advertising, Salt Lake 
City, billed $222,838 in 1958, of 
which $58,315 represented capital- 
ized fees. Comparable figures in 


1957 were $215,438 and $46,043. 
|During the year it added Dee’s 
Hamburger Drive-Ins, Lelis Auto- 
motive, and Midas Muffler. Me- 
dia breakdown: newspapers 19%, 


farm publications 5%, production 
10%. It has one office with four 
employes and expects 1959 volume 
to rise 15%. 


| General Advertising Agency, 
|Hollywood, billed $650,000 in 
1958, up from $500,000 in 1957. 
No significant change in the ac- 
count list. Media billing break- 
down: newspapers 60%, maga- 
zines 15%, radio 10%, television 
5%, outdoor 10%. It has ten em- 
ployes, and believes 1959 volume 
will be down. 


Gent Advertising, Toronto, billed 
| $883,350 in 1958, of which $33,350 
represented capitalized fees. Com- 
parable figures in 1958 were $733,- 
340 and $13,340. During the year 
it added Galt Metal Industries, 
Woelfle Shoe Co. and Canadian 
Watercraft Industries. Media 
breakdown: newspapers 18%, 
magazines 18%, radio 3%, outdoor 
2%, business papers 50%, farm 
publications 4%, point of sale 5%. 
It has one office with 14 employes, 
and expects 1959 volume to in- 
crease 20%. 


Geren Advertising, Chicago, 
billed $153,371 in 1958, of which 
$46,690 represented capitalized 
fees. No comparable figures are 
available for 1957. During the year 
it lost National Restaurant Assn. 
and added Peoples Federal Sav- 
ings & Loan, Mayer Mfg. Corp., 
California Products of Chicago, 
Aegis Laboratories Inc., and Tri- 
Par Mfg. Co. Media breakdown 
was: newspapers 20%, magazines 
10%, outdoor 20%, business pa- 
pers 40%, point of sale 10%. It 
has two employes. It expects its 
1959 volume to be up 50% or more. 


Getz & Sandborg, Beverly Hills, 
Cal., billed $675,393 in 1958, of 
which $497,101 represented capi- 
talized fees. In 1957, comparable 
figures were $560,511 and $411,195. 
During the year, it added Daystrom 
Pacific, Del Mar Engineering Lab- 
oratories, and Statham Instru- 
ments; it lost none. Media break- 
down: newspapers 2%, business 
papers 98%. It has 10 employes in 
one office and expects 1959 volume 
to rise 70%. 


Gibney & Barreca, Springfield, 
Mass., billed $760,000 in 1958, 
compared with $679,000 in 1957. 
It makes 1:0 report on capitalized 
fees. During the year it added 
Treadway Inns Corp., Holyoke 
Card & Paper Co., and the Belfab 
Corp., and reported no accounts 
lost. Media breakdown was: news- 
papers 4%, magazines 4%, radio 
12%, television 2%, outdoor 6%, 
business papers 20%, farm publi- 
cations 6%, point of sale 6% and 
direct mail, promotion and cata- 
logs 40%. The agency has 13 em- 
ployes, and expects 1959 volume 
to rise 10%. 


Gislason-Reynold Ltd., Toronto, 
billed $427,000 in 1958, of which 
$40,000 was in capitalized fees. 
Comparable figures in 1957 were 
$428,000 and $18,000. No account 
losses or gains were reported. Its 
media breakdown was: newspa- 
pers 30%, radio 22%, television 
18%, point of sale 12%, transit 3%, 
outdoor 2%, business papers 2% 
and “other” 11%. It has 14 em- 
ployes in one office, and sees 


business up 30% this year. 


magazines 5%, radio 23%, tv 38%, | 


Advertising Age, February 23, 1959 


Roy C. Goettsche Advertising, 
Jacksonville, Fla., billed $118,344 
in 1958, of which $86,584 repre- 
sented capitalized fees. No com- 
parable figures are available for 
1957, when the agency billed $24,- 
619 in commissionable space only. 
It reports no additions or losses of 
accounts in ’58. Media breakdown 
was: newspapers 10%, magazines 
50%, television 10%, business pa- 
pers 20%, transit advertising 10%. 
|The agency has two employes and 
expects 1959 volume to be about 
the same as in ’58. 


Nate Goldberg Advertising 
Agency, Flint, Mich., billed $115,- 
050 in 1958, of which $100,050 
represented capitalized fees. No 
comparable figures are available 
for 1957, but the agency reported 
commissionable fees that year of 
$4,000. During 1958 it added CMS 
Enterprises. Media breakdown 
was: newspapers 80%, radio 10%, 
television 5%, business papers 5%. 
The agency has three employes, 
and expects its 1959 volume to 
rise 25%. 


Goodis, Goldberg, Dair Ltd., To- 
ronto, billed $585,600, including 
$338,200 in capitalized fees, in 1958. 
Its 1957 total was $335,000, in- 
cluding $144,050 in fees. The agen- 
cy gained Federal Pacific Electric 
Co., Macmillan Co. of Canada and 
LaPrairie Brick & Tile. It report- 
ed no lost accounts. Billings were 
invested as follows: 39% in news- 
papers, 38% in magazines, 6% in 
radio, 4% in outdoor, 4% in busi- 
ness papers, 7% in transit adver- 
tising and 2% in telephone direc- 
tories. Goodis employs 12 persons 
in two offices. It expects a 25% 
gain in volume in 1959. 


Gorchov Advertising, Miami 


$561,520 in 1957. During 1958 it 
added Aristocrat Motel and At- 
tache Motel, Hollywood Beach, and 
Delmonico Hotel, Miami Beach, 
and lost no accounts. Its media 
breakdown was: newspapers 90%, 
magazines 4%, outdoor 2% and 
other 4%. It has four employes in 
one office, and expects business 
to be up 20% in 1959. 


Ted Gravenson Inc., New York, 
billed $513,450 in 1958, its first 
year in business, including $123,- 
665 in capitalized fees. The agency 
added three new accounts, Raw- 
plug Co., Valjean Pearl Corp. and 
Willor Mfg. Corp., while losing 
none. Billings breakdown by me- 
dia was: magazines 90%, newspa- 
pers 5% and supplements 5%. 
The agency employs nine people 
in one office and expects 1959 
volume to increase 20%. 


Griffith & Rowland, Jameston, 
N.Y., billed $151,745 in 1958, of 
which $67,957 represented capital- 
ized fees. Comparable figures for 
1957 were $208,648 and $99,913. 
No important accounts were gained 
or lost during the year. The agen- 
cy placed 70% of its billings in 
magazines, 16% in radio and 14% 
in newspapers. It expects volume 
to rise 30% in 1959. 


Grimm & Craigle, Chicago, billed 
$634,382 in 1958, including $58,696 
in capitalized fees. The agency 
gained Garden City Plating & Mfg. 
Co. and Great Lakes Paint & 
Varnish. It lost the Turner Brass 
Works. Billings were invested: 
5% in newspapers, 5% in maga- 
zines, 5% in radio and 85% in 
business papers. The agency em- 
ploys 13 persons in one office. It 
expects a 10% gain in 1959 vol- 
ume. 


Gottschaldt & Associates, Coral 
Gables, Fla., billed $795,378 in 
1958, of which $586,960 repre- 
sented capitalized fees. Compa- 


rable figures for 1957 were $940,- 


Beach, billed $433,908 in 1958 and , 
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You can tell how the pulling power of 
Washington, D.C. newspapers is rated by these 


| 1958 figures of 


he Washington Star 


Again in 1958, The Washington Star was the overwhelming 
choice of Washington’s biggest and most successful adver- 
tisers...and The Star’s emphatic leadership in a 3 newspaper 
market was achieved despite the fact that The Star was 
on strike for four days—three of them during the peak 
Christmas advertising season. 


62. % TOTAL LINAGE LEADING SPECIALTY STORES 


vs. 32.2% for Post-Times Herald & 5.1% for Daily News—a lead of nearly 1 million lines 


51 4% TOTAL LINAGE DEPARTMENT STORES 


vs. 35.7% for Post-Times Herald & 12.9% for Daily News—a lead of over 2% million lines 


50.5 % TOTAL LINAGE WASHINGTON’S 25 LARGEST ADVERTISERS 


vs. 37.3% for Post-Times Herald & 12.2% for Daily News—a lead of over 4 million lines 


4. by of % TOTAL LINAGE RETAIL DRUGS 


vs. 35.7% for Post-Times Herald & 14.6% for Daily News—a lead of over 300,000 lines 


4 “5 “a % TOTAL LINAGE RETAIL CHAIN GROCERS 


vs. 39.5% for Post-Times Herald & 11.4% for Daily News—a lead of over 12 million lines 


: 


SSN eh oe 


- 


It’s been happening month after month for years and years because 
it’s a family habit in The Nation’s Capital to shop the ads at home in 
The Washington Bening | ater. 


‘The Washington Star 


EVENING AND SUNDAY * WASHINGTON, 


Represented nationally by: O'Mara and Ormsbee, Inc., 342 Madison Ave., NYC 17; Chicago — Detroit — Los Angeles — San Francisco 
Special Florida representative: McAskill, Herman & Daley, Inc., 1205 Lincoln Rd., Miami Beach, Fla, 
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STORY 
BOARD 


WTRF-TV 


The group of ancients 
were gathered on the 
benches around the court- 
house square for their usual 
Saturday morning discus- 
sions of weather, politics 

ond such. 


Ad "i bl d £ 


9 pped by, every 

one of her curvaceous assets quivering 

in perfect harmony, and the conversation 
came to a halt. 

“| wonder,” gasped one of the younger 
men finally, ‘how old a man is before he 
loses interest in things like that." 

“Well, | don't rightly know," spoke up 
one of the others, ‘but | can sure tell 
you it must be older than 841I"' 

@ Conversation-stopper where business is con- 
cerned is the booming 3é6-county morket 
served by WTRF-TV [NBC], from Wheeling, 
W. Va. It's the nation’s 37th TY market, 
where 2 million people have a spendable 
income of $214 billion annually. Ask the 
George P. Hollingbery Company about it. 


CHANNEL 
SEVEN 


WHEELING, 
WEST VIRGINIA 


{215 and $713,690. The agency 
jadded Executive Service, Sunray 
Chairs, Sunray Plastics and Gron- 
/er-Youngerman while dropping 
Lawnlite Co. The media break- 
down was: magazines 28%, news- 
papers 27%, radio and television 
24% and outdoor 21%. The agency 
has 11 employes and expects a vol- 
ume increase of 5% in 1959. 


Art Gruber Associates, Minne- 
apolis, billed $450,000 in 1958, the 
same as in 1957. The agency nei- 
ther lost nor added an account 
during the year and billings broke 
down this way: newspapers 10%, 
magazines 10%, radio & television 
65%, outdoor 5% and business 
papers 5%. The agency employs 
eight persons in one office and 
expects no change in 1959 volume. 


Bob Hairston & Associates, 
Memphis, billed $125,000 in 1958, 
including $40,000 in capitalized 
fees, as against $116,000 in ’57, 
including $44,000 capitalized. The 


agency neither lost nor gained an 
account. Media breakdown was: 
newspapers 15%, magazines 35%, 
business papers 40%, point of sale 
5% and “other” 5%. The agency 
employs five persons in one office 
and expects 1959 volume to in- 
crease 25%. 


John T. Hall & Co., Philadel- 
phia, billed $451,000 in 1958, in- 
cluding $156,000 in capitalized 
fees. This compared with 1957 
billings of $467,000, including 
$160,000 in fees. The agency nei- 
ther lost nor added an account. 
The billings breakdown: newspa- 
pers 12%, magazines 6%, radio 
1%, television 5%, outdoor 2%, 
business papers 73%, and farm 
publications 1%. The agency em- 
ploys seven persons in one office 
and expects 1959 billings to in- 
crease 8%. 


Hall & Thompson, Oklahoma 
City, billed $511,745 in 1958, of 
which $144,229 represented capi- 


talized fees. Comparable figures 
for 1957 were $509,210 and $353,- 
500. The agency lost no important 
accounts and gained four: Okla- 
homa City Downtown Assn., Okla- 
homa City Home Builders Assn., 
Hudiburg Chevrolet Co. and El- 
sing’s of Oklahoma. The media 
breakdown was: newspapers 20%, 
television 20%, magazines 15%, 
radio 15%, business papers 15%, 
outdoor 5%, point of sale 3%, farm 
publications 2%, transit advertis- 
ing 2% and “other” 3%. The agen- 
cy has seven employes and looks 
for a 25% gain in volume in 1959. 


The Harper Co., St. Paul, billed 
$118,502.50 in 1958, including $5,- 
002.50 in capitalized fees, as 
against 1957 billings of $132,371. 
During the year the agency added 
an account, Markley Laboratories, 
while losing Minnesota Fence & 
Iron Works. The billings break- 
down: newspapers 46%, radio 2%, 
outdoor 0.8%, business papers 
24% and farm publications 20%. 


Assistant plant manager Stanley 

T. Murphy, in charge of night 

operations at the Long Island City 
plant, checks the status of a job 
at the control desk. 


Go to 


the busy man.. 


to get something done, the old proverb 


has it... which may be another good 
reason for going to Intaglio Service 
for your gravure production, 

Oldest, largest, and busiest gravure 
processor, last year Intaglio handled 
more publication and packaging jobs 
than any other rotogravure engraver. 

Intaglio’s volume requires four 


plants in New York, Chicago, Detroit 


and Cincinnati. The continuous work 
flow, and nearness to customers, helps 


in time and costs. 


Only Intaglio has the capacity for 


such volume... with a working force 
of more than 500 skilled personnel, 
35% of whom have been with Intaglio 
for ten years or more... four brand 
new plants in the last three years, 
... with every available control for 
quality, air and light. Also more, and 
more varied, experience in gravure 
than anybody in the world! 


The advertisers who use gravure 
most, in print and packages, depend 


on Intaglio for the best in gravure. 


You can, too! 


America’s First Gravure Servicers 


305 East 46th St., New York, New York—731 Plymouth Court, Chicago— 
1828 Lewis Tower Bldg., Philadelphia—40 Hague Ave., Detroit— 
369 Pine St., San Francisco—1932 Hyperion Ave., Los Angeles—2264 Bogen St., Cincinnati 


Intaglio Service corroration 


Advertising Age, February 23, 1959 


The agency employs six persons in 
one office and expects 1959 vol- 
ume to decrease by 12%. 


M. W. Hartung & Associates, 
New Holland, Pa., billed $141,633 
in 1958, of which $134,516 repre- 
sented capitalized fees. Compa- 
rable figures for 1957 were $307,- 
237 and $297,950. The agency 
added Singing Needles Inc. and 
dropped Hubbard Farms. Its media 
use broke down as follows: mag- 
azines 30%, business papers 20%, 
point of sale 20%, newspapers 15%, 
farm publications 10% and radio 
5%. It has five employes and ex- 
pects volume to be up by 30% in 
1959. 


Headen, Horrell & Wentsel, 
Chicago, billed at the rate of 
$850,000 in 1958. The agency was 
formed June 1, 1958. Its accounts 
included J. P. Gits Molding Corp., 
Decatur Pump and Charles F. 
Clark. The agency employs seven 
persons in one office. It expects a 
25% gain in ’59 volume. 


Hemsing Advertising, Detroit, 
billed $86,260 in 1958, including 
$20,355 in capitalized fees, com- 
pared with 1957 billings of $81,651, 
including $20,715 in fees. The 
agency neither lost nor added an 
account in 1958. Business papers 
accounted for 98% of billings, 
with farm publications amounting 
to 2%. The agency expects 1959 
volume to remain about the same 
as 1958. 


Scott Henderson Advertising, 
Tucson, billed $131,298 in 1958, 
including $55,920 in capitalized 
fees, as against 1957 billings of 
$133,295, including $57,350 in fees. 
During the year the agency added 
three accounts, Arizona Inn, Ari- 
zona Employment Service and EPF 
Tool & Mfg. Co., while losing 
three, Corbett Lumber Co., Medco 
Discount House and Ramada Shop. 
The agency hires three persons in 
one office. 


Heritage Advertising Agency, 
Bridgeport, Conn., billed $358,333 
in 1958, of which $333,333 repre- 
sented capitalized fees. Compa- 
rable figures for 1957 were $562,- 
000 and $467,000. The agency 
added Consolidated Molded Prod- 
ucts Corp. and dropped Nettle 
Creek Industries. Magazines took 
50% of billings, business papers 
25%, newspapers 15% and radio 
10%. The agency has four em- 
ployes and sees 1959 about the 
same as 1958. 


John B. Hickox Inc., Cleveland, 
was involved in a three-way mer- 
ger in October of last year and is 
now the Hickox-Donnelley divi- 
sion of Clark & Bobertz Inc., 
Detroit. Prior to the merger, Hick- 
ox Inc. billed $500,000 in 1958, as 
compared with $550,000 in 1957. 
It lost one account, Lamson-Ses- 
sions Co. 


Ralph W. Hobbs _ Associates, 
Minneapolis, billed $400,000 in 
1958—the same as 1957. It neither 
gained nor lost any important ac- 
counts during the year. Media 
breakdown was: newspapers 20%, 
television 30%, farm publications 
40%, radio 5%, printed materials 
5%. It has seven employes and 
sees 1959 about the same as 1958. 


E. T. Holmgren Inc., St. Paul, 
Minn., billed $538,200 in 1958, as 
against $598,000 in 1957. During 
the year the agency neither added 
nor lost an account. Media went 
this way: newspapers 5%, maga- 
zines 35%, radio 5%, television 
10%, farm publications 12% and 
point of sale 15%. The agency 
employs 11 persons in one office 
and expects a 20% increase in 
1959 volume. 


Hood, Light & Geise Inc., 
Harrisburg, Pa., billed $322,368.02 
in 1958, including $231,223.09 in 
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will be the concern of the entire fifth annual merchan- 
dising issue of HOUSE & HOME, May, 1959. Every 
major kind of quality building product — from base- 
ment to roof — will be discussed fully in the more than 
100 feature editorial pages of this issue, with answers 
to these basic marketing problems: 


what does quality mean for this product? 

what does quality cost for this product? 

why is quality important in this product? 

how can quality be exploited for this product? 
Here is the first such industry-wide marketing study 
of quality housing ever undertaken —with an analysis 
of quality standards and original display techniques 
for exploiting quality at the point of sale. 


A major announcement for manufacturers of quality 
building products and their advertising agencies. 
The first complete report to the housing industry on 


Here is an unparalleled opportunity for you to focus 
attention on the quality features of your — or your 
client’s — products, and to point out to the entire in- 
dustry how these quality features can contribute to 
better housing — better and more profitable sales. 


For complete information about this major reference 
issue, contact your local HOUSE & HOME representa- 
tive today. Reservations for HOUSE & HOME’s May is- 
sue close on March 12 for multi-color advertisements, 


on Mar. 19 for black & white & 2-color advertisements. 


House .Home 


housing’s only industry magazine. Time-Life Building, New York, New York 


OFFICES: New York JU 6-1212, Los Angeles DU 7-5391, San Francisco YU 6.0647, 
Cleveland SU 1-1212, Chicago AN 3-2860, Denver KE 4-4669. Seattle MA 3-3766 
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IT HAPPENED 
IN MEMPHIS! 


by 
Bert Ferguson 


Exec. Vice-President, 


WDIA 


Not New York—not Philadelphia 
—not Chicago! This ng puseaep ony 
began right here in Memphis, jus 
ton ~he ago! That’s when WDIA 
began to program exclusively to Ne- 
groes. WDIA is now America’s only 
50,000 watt Negro radio station ... 
only 50,000 watt station in the Mem- 
phis area! And ... WDIA reaches— 
and sells—1,237,686 Negroes. That’s 
almost 10% of the nation’s entire 
Negro population. It’s the biggest 
market a its kind in the entire 


country! 


SALES UNLIMITED! 


It’s a ready-made, high volume | 
market. And nothing sells it like | 
WDIA! Through a unique combina- 
tion of personal appeal and high 

wered salesmanship. WDIA’s all- 
a staff commands the Memphis 
Negro’s loyal listenership. What's | 
more, by a program of active public 
service and civic leadership, WDIA 
has become an integral part of its 
listeners’ daily lives. This euinane- 
in ublic service program has 
omens for WDIA the title “Goodwill 
Station.” 


And, this fabulous success story 
can mean high volume sales a 

ofits for you. Negroes in WDIA's 

ig listening-buying audience 
brought home paychecks totaling 
$616,294,100 last year. And they spent, | 
on the average, 80% of this income | 
on consumer goods. Negroes bought 
48.7% of the salad dressing sold in 
Memphis last year . . . 68.5% of the 
canned and powdered milk and 
cream .. . 54.5% of the deodorants 
. . » 61.3% of the flour! 


And it’s not just a big market. It’s 
a healthy, growing market. Negroes 
—who make up over 40% of the 
Memphis market area—have con- 
tributed greatly to the region’s stead- 
ily prospering economy. They have 
a greater income than ever before. 
They have the means to trade them- 
selves up... and they’re doing it! 


FUTURE UNLIMITED! 


Only WDIA reaches—and sells— 
this enormous audience. Only WDIA 
induces this concentrated, high vol- 
ume Negro market to buy more 
goods, in specific brands. Proof? 
WDIA consistently carries more na- 
tional advertisers than any other 
radio station in Memphis! To name 
just a few: 


B.C. HEADACHE REMEDY ... 
WONDER BREAD .. . PROC- 


TER & GAMBLE .. . CAR- 
NATION MILK .. . CAMEL 
CIGARETTES . . . BRER RAB- 
BIT SYRUP . . . FOLGER’S 
COFFEE ... NATIONAL 
BISCUIT CO. 


In the past 10 years, national and 
local advertisers have invested 
$4,396,854.81 in WDIA. That’s a lot 
of money. That’s a lot of satisfied 
advertisers! 


Why don’t you stake out a claim 
in this ready-made gold mine now? 
Drop us a line . . . we'll send you 
facts and figures about success stories 
in your own field! Let us prove to 

ou: If you want acceptance—and 

meena pesien-—tn the Memphis 
Negro Market, you want WDIA! 


TOP RATED BY NIELSEN 
AND ALL OTHER AUDIENCE SURVEYS! 


WDIA IS REPRESENTED 
NATIONALLY BY 
JOHN E. PEARSON COMPANY 


EGMONT SONDERLING, President 
ARCHIE S. GRINALDS, Jr., 
Sales Manager 


capitalized fees, as against ’57 
billings of $278,436, including|6%, tv 5%, business papers 42%, 
$212,038.40 in fees. In ’58 the|transit advertising 2% and point 
agency neither lost nor gained an|of sale 3%. The agency employs 
account. Billings broke down|eight persons in one office and 
this way: newspapers 40.2%, radio|expects °59 volume to increase 
2.9%, television 11.4%, outdoor|10%. 

8.3%, business papers 15.3%, farm 
publications 6.0% and catalogs, 
brochures and other print adver-| Advertising, Fresno, billed $300,- 
tising 15.9%. The agency employs | 001.15 in 1958, of which $93,927.78 
six persons in one office and ex-|represented capitalized fees. Com- 
pects 59 volume to remain about|parable figures in 1957 were 
the same as ’58. $305,171.99 and $89,980.57. During 
the year it gained Security First 
Lloyd S. Howard Associates,| National Bank; it reported no lost 
New York, billed $754,800 in 1958,|accounts. Its media breakdown 
including $158,200 in capitalized|was newspapers 27%, magazines, 
fees. This compared with ’57|business papers and farm publica- 
billings of $525,400, including|tions 7%, radio-tv 29%, outdoor 
$116,400 in fees. The agency|7%. It has one office with six 
picked up three accounts, Sono-|employes, and expects 1959 vol- 
ramic and Brand 5 recording tapes | ume to be about the same as ’58. 
made by Ferrodynamics Corp., 
Stephen Laurie Mfg. Co. and 
Fellman Ltd. men’s shoes. Billings 
were divided this way: newspa- 


pers 30%, magazines 12%, radio 


Hunter Scott, Findley & Lake 


International Advertising Co., 
Denver, billed less than $250,000 
in 1958, its first full year in busi- 


DMCP. . . the first, really 
NEW concept in Direct Mail 
in twenty five years! 


ALL THE SALES POWER OF A 
NATIONAL CREATIVE AGENCY! 


ALL THE PERSONAL SERVICE 
OF A LOCAL LETTERSHOP! 


A bold, fresh approach to direct mail 
programing and production has 
emerged from DMCP’s (Direct Mail, 
Creation, Production) Toledo, Ohio 
headquarters! Its national-yet-local 
service idea is so new, yet so cre- 
atively and economically sound, that 
it has already established offices in 
25 large cities. 


Physically, DMCP is a_ national 
network of local, franchised direct- 
mail shops . . . capable of perform- 
ing a responsible, creative job of 
preparing complete mail campaigns. 
Under this unique DMCP franchise 
organization, you benefit from the 
counsel and creativity of a national 
agency, and enjoy the production 
benefits of dealing locally. To ac- 
complish these objectives, DMCP 
has the EXPERIENCE (already 
producing more than $10 million of 


direct mail annually) ; the ORGAN- 
IZATION (a large headquarters staff 
of experienced artists and copy 
writers); and the RESOURCES (a 
growing library of highly successful 
direct mail campaigns) ... all work- 
ing for you, as part of DMCP’s di- 
rect mail service program for your 
company. 


There’s more too, that is part and 
parcel of every DMCP-produced 
campaign. You will enjoy the bene- 
fits of national supervision, creation 
and list compilation, originating at 
DMCP’s national headquarters . . 
and at the same time, have local 
representation, local direct mail pro- 
duction, and local control of your 
entire program. Remember—DMCP 
offers you a service that cannot be 
duplicated by any company, any- 
where! 


get ALL the facts about 
DMCP ... send for your 
copy of “DMCP Associates.” 


x CLIP... MAIL 
— THIS COUPON TODAY! 


le eee el eee | 
| Please rush me my FREE copy of “DMCP § 
i Associates.” 4 
i ] 
a Nome Tithe 4 
x DMCP Associates 1 
| 1814 Jefferson Ave a me A 
t Toledo, Ohio t 
i Address | 
' | 
i ] 
; City. Tone State. 1 
iT ttt ft tf LLL 


ness. The agency added two ac- 
counts, Truck Equipment Co. and 
Traffic Equipment Co., while los- 
ing none. The agency reported 
that all billings were in business 
papers. The agency employs four 
persons in one office and expects 
1959 volume to increase 20%. 


Iversen-Ford Associates, New 
York, billed $304,725 in 1958, of 
which $6,667 represented capital- 
ized fees. Comparable figures in 
1957 were $279,035 and $6,667. 
During the year, it added Protes- 
tant Episcopal Seminary of Vir- 
ginia and Voice of Tangier; it lost 
none. Media breakdown: newspa- 
pers 1%, radio 24%, business pa- 
pers 54%, point of sale 18%, other 
3%. It has eight employes in one 
office, and expects 1959 volume to 
rise 10%. 


Max H. Jacobs Agency, Hous- 
ton, billed $519,807 in 1958, of 
which $449,798 represented capi- 
talized fees. In 1957, comparable 
figures were $613,503 and $463,- 
503. Media breakdown: newspa- 
pers 75%, magazines 10%, radio 
5%, tv 5%, outdoor 5%. The 
agency has nine employes in one 
office, and expects 1959 volume to 
be up 20%. 


Don Jenne Advertising Agency, 
Los Angeles, billed $132,500 in 
1958, including $64,500 in capital- 
ized fees, compared with 1957 
billings of $123,000, including $63,- 
000 in fees. During the year the 
agency added three accounts, Fal- 
con Plastics, Bulman Corp. and 
Hydil Co., while losing none. Busi- 
ness papers accounted for 90% of 
billings, while newspapers ac- 
counted for 10%. The agency 
employs four persons in one office 
and expects a 20% increase in 
1959 volume. 


Jonethis/Larson Advertising, 
Jameston, N.Y., billed $83,500 in 
1958, including $69,500 in capital- 
ized fees, as compared with 1957 
billings of $55,500, including $47,- 
500 in fees. The agency added two 
accounts, Dahlstrom Metallic Door 
Co. and Warren Mfg. Co., while 
losing none. Billings in media 
were invested like this: newspa- 
pers 5%, magazines 1%, outdoor 
2% and business papers 92%. The 
agency employs five people in one 
office and expects no change in 
1959 volume. 


Gerald Keller Co., New York, 
billed $107,500 in 1958, including 
$67,500 in capitalized fees. This 
compared with 1957 billings of 
$103,000, including $58,000 in cap- 


_|italized fees. The agency gained 


Glen Oaks Mfg. Co. while losing 
no accounts. Billings were invest- 
ed this way: newspapers 30%, 
magazines 5%, business papers 
10% and production fees 55%. 
The agency employs five person: 
in one office and expects no 
change in 1959 volume. 


J. H. Kennedy Advertising, Chi- 
cago, billed $175,663 in 1958, with 
no fees. In 1957 billings were 
$240,000. During the year, it added 
Typex Products Co.; it lost no ac- 
counts. Media breakdown: news- 
papers 50%, magazines 7%, busi- 
ness papers 43%. The agency has 
three employes in one office, and 
expects 1959 volume to be about 
the same as 1958. 


C. F. Kern Advertising Agency, 
Philadelphia, billed $72,778 in 1958, 
down sharply from the $209,995 
billed in 1957. Two accounts were 
lost—Sunshine Art Studios and 
Grover C. Scott. Newspapers got 
50% of the agency’s billings, out- 
door 20%, farm publications 20% 
and magazines 10%. The agency 
has two employes and expects 
1959 volume to be about the same. 


Keystone Advertising, Minneap- 
olis, billed $222,595 in 1958, com- 
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pared with $290,478 in 1957. Dur- 
ing the year it lost Hol-Dem Elec- 
tric Fencer. Media breakdown: 
newspapers 21%, radio 7%, busi- 
ness papers 67%, farm publications 
5%. It has six employes in one of- 
fice, and expects 1959 volume to 
be up 30%. 


W. S. Kirkland Advertising, Chi- 
cago, billed $389,000 in 1958, of 
which $122,000 came in capital- 
ized fees. In 1957 the agency re- 
ported $435,000 in total billing, 
including $100,000 in fees. Kirk- 
land had no account gains or losses 
in ’58. Newspapers got 2% of its 
billings, radio 12%, television 1%, 
business papers 76% and direct 
mail 9%. The agency employs six 
persons in one office. It antici- 
pates a 20% gain in 1959 volume. 


Albert A. Kohler Co. Old 
Greenwich, Conn., billed $279,838 
in 1958, including $145,998 in cap- 
italized fees, as against 1957 bill- 
ings of $249,334, including $83,450 
in fees. The agency added two ac- 
counts, Iso-Sol Co. and World 
Wide Rent-A-Car Inc., while los- 
ing none. Media breakdown was: 
newspapers 35%, magazines 5%, 
radio 5%, outdoor 4%, business 
papers 35%, transit advertising 
1% and phone directories 15%. 
The agency employs five persons 
in one office and expects 1959 vol- 
ume to increase 10%. 


Russell Kolburne Inc., New 
York, billed $253,650, with $6,631 
capitalized. In 1957 billings were 
$211,340, with $6,670 capitalized. 
The agency picked up _ Scott 
Mitchell House, International 
Marble and Subo Glue, all in Jan- 
uary. Business papers got 50% of 
the billings, magazines 30%, 
newspapers 18%, radio and tele- 
vision %% each and point of sale 
1%. There are four employes in 
one office and a 20% rise is antic- 
ipated in 1959. 


S. J. Kossack & Associates, 
Tucson, billed $362,019 in 1958, 
including $156,278 in capitalized 
fees, as compared with 1957 bill- 
ings of $212,503. The agency add- 
ed two accounts, Shoe Corral and 
Oro Valley, while losing two, 
Mitchell Furniture Co. and Cres- 
cent Jewelers. Media breakdown 
was: newspapers 20%, magazines 
10%, radio 15%, television 30%, 
outdoor 5%, point of sale 10% and 
other media 10%. The agency em- 
ploys six persons in one office 
and expects a 6% gain in 1959 
volume. 


Phyllis Lacey Advertising, Tam- 
pa, Fla., billed $583,400 in 1958, 
of which $133,400 represented cap- 
italized fees. Comparable figures 
in 1957 were $490,050 and $100,- 
050. During the past year the 
agency added International Bank, 
Plant City Steel and Wakeman 
Construction, and lost no accounts. 
Media breakdown was: newspa- 
pers 30%, radio 15%, television 
25%, outdoor 5%, business papers 
10%, point of sale 5% and dealer 
literature 10%. The agency has 
seven employes, and expects its 
1959 volume to rise 15%. 


Ted Lamb & Associates, Little 
Rock, billed $700,000 in 1958, of 
which $200,000 represented capi- 
talized fees, compared with $650,- 
000 and $150,000 in 1957. It added 
the National Bank of Commerce, 
Pine Bluff, and Phoenix Federal 
Savings & Loan Assn., Muskogee, 
in December, and Guaranty Fed- 
eral Savings & Loan Assn., Pine 
Bluff, in November. It lost none. 
Media breakdown: newspapers 
30%, television 20%, outdoor 20%, 
radio 9%, magazines 7%, business 
papers 4%, point of sale 5%, “oth- 
er” 5%. It has nine employes in 
two offices, and estimates 1959 
volume will be up 10%. 


Raymond I. Lang Advertising, 
San Francisco, billed $218,210 in 
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1958 w -ti i i 
ne as a belt-tightening year in construction advertising as well as bu 
ness in general. It was a year in which advertisers too 


dollar. That's why it is especially significant to note that of every dollar invested in the 9 lead- 
re magazines in the field, almost 27¢ went into Engineering News-Record. A remarkable 
emonstration of advertiser approval and confidence in EN-R’s editorial and selling power - 


McGRAW- 
MALL PUBLICATION » 330 WEST 42nd STREET, NEW YORK 36, N.Y. + 
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Pages of Total Adv. 
Publication Advertising-1958 Revenue 


ENGINEERING 
NEWS-RECORD .. oer $4,710,285 


ARCHITECTURAL 
RECORD ..... set . sonl. . . $2,843,335 


CONTRACTORS & 


‘ ENGINEERS . m wee . $1,729,910 
i CONSTRUCTION 
METHODS & EQUIP. .......1826........$1,606,880 
PROGRESSIVE 
ARCHITECTURE . ... 1613....... SHERBCRO 
ARCHITECTURAL 
FORUM ...<%- vere | Cg ' $1,932,315 
CONSTRUCTION 
CORIPONEIED 9. bas vt oe 2 ee ee re $1,247,400 
ROADS & STREETS . yy ss . . $1,082,160 
CIVIL ENGINEERING ...... 920. .--@ 651,360 
Source: Industrial Marketing and Standard Rote and Data 


) 
Revenue totals are based on current one-time b&w page \ 


rate times total pages , \ 


si- 
k an extra close look at every advertising 


You sell the men who build America in ENGINEERING 


NEWS-RECORD © 
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1958, of which $154,650 represent-;|68% of its billings into newspa-| 


ed capitalized fees. In 1957, the 
agency billed $208,862, of which 
$144,362 represented capitalized 
fees. Scott-Atwater California Co. 
was added in May. The agency 
placed 38% of its billings in out- 
door, 28% in radio, 21% in busi- 
ness papers, 7% in magazines and 
6% in newspapers. It has three 
employes and looks for a 45% vol- 
ume gain in 1959. 


Laurel Advertising Inc., New 
York, billed $711,102 last year as 


compared with $528,317 in 1957. | 


The agency added divisions of the 
Waltham Watch Co. and MacLevy 


Equipment & Sales, and lost Mor- | 


ris Struhl Inc. The agency put 


DO YOU WANT THE ACCOUNT? 
++» Reach for BRAD-VERN’S! 


Over 10,000 reconstructed ad schedules 

In '58 BLUE BOOK of Business Paper Ad- 
isers. 50,000 more available to sub- 

scribers. 

Write: V. H. Van Diver, Sr., Woolford, Md. 

Phone; Cambridge 171 or 2980. 


supplements and 3% into business 
papers. Laurel employs five per- 


10% gain in the 1959 volume. 


Clint. Leap Ine., Cincinnati, 
billed $250,108 in 1958, of which 
|$158,342 represented capitalized 
fees. Comparable figures for 1957 
were $235,850 and $135,647. The 
agency added General Tool Co. 
and dropped Cincinnati Butchers’ 
Supply Co. It reports 37% of bill- 
| ings in business papers and the 
‘remainder in “other” media. It 
has three employes and expects 
volume to be down 10% in 1959. 


Lenhart & Co., Princeton, N. J., 
billed $212,736.65 in 1958. The 
agency did not report billings for 
|1957. During the year the agency 


|added one account, Princeton Uni- 


versity Store. It employs two 
persons in one office and esti- 
mates a 25% increase in 1959 


volume. 


Millions of good impressions 


begin here — 


Photoengraving skill, imagination, pride of achievement 


and plenty of genius, are the ingredients combined with 


modern precision equipment that go into making mil- 


lions of good impressions for you. Production-wise ad- 


vertisers know that printed reproductions of their adver- 


tising copy can be no better than the quality engraved 


into their master plates. Through experience, scores of 


them have proved that ROGERS master-craftsmanship 


and conscientious service consistently deliver “maximum 


mileage” of good impressions in their master plates. 


ROGERS 


engravi 


ng company 


2001 calumet avenue « chicago 16 


master-craftsmen of photo-engraving 


sons in one office and expects a/| 


| 


| 


Levinger Advertising Agency, 


‘pers, 21% into magazines, 8% into|Santa Rosa, Cal., billed $144,040 


in 1958, including $96,700 in capi- 
talized fees. This compares with 
1957 billings of $135,225, including 


$84,605 in fees. The agency added | 


three accounts, California Wood 
Products Co., Kaaawa Farm Ltd. 
and Samuele Sebastiani Win- 


iery, while losing one, Tempera- 


ture Appliance Mfg. Co. Billings 
went like this: newspapers, 19%; 
magazines, 11%; radio, 1%; out- 
door, 22%; business papers, 28%; 
farm publications, 9%; point of 
sale, 2%, and direct mail and 
other media, 9%. The agency em- 
ploys five persons in one office 
and sees a 30% volume increase 
for 1959. 


Ted Levy, Richard Lane & Co., 
Denver, billed $307,781 in 1958, of 
which $42,874 represented capital- 
ized fees. Comparable figures in 


| Leokout Advertising, Chatta- 
nooga, billed $322,867 in 1958, 
with $48,410 capitalized fees. In 
1957 the -agency billed $301,296, 
| with $58,129 capitalized. Lookout, 
in keeping with its name, invested 
'56% of its billings in outdoor, 
114% each in television and news- 
| papers, 5% in radio and 11% in 
other media. The agency expects 
|a 5% rise in 1959 billings. 


| Bert Lundmark Advertising, 
Kansas City, billed $236,250 in 
1958, of which $233,450 was in 
|capitalized fees. Comparable fig- 
ures for 1957 were $303,150 and 
$300,150. The agency reported no 
|account gains or losses. Media 
‘breakdown was: business papers 
,80%, newspapers 10% and point 
|of sale 10%. It has four employes 
in one office, and expects business 


to be about the same in 1958. 


1957 were $253,110 and $31,710. | 


During the year the agency added 
Superior Brand Meats, T.V. Dis- 
tributing, and Miller Furniture, 
and lost White Spot Restaurants. 
Media breakdown was: newspa- 
pers 38%, magazines 2%, radio 
30%, television 20%, business pa- 
pers 1%, farm publications 1%, 
transit advertising 3%, point of 
sale 5%. The agency has seven em- 
ployes, and expects 1959 volume to 
rise 20%. 


Lindeman Advertising, Holland, 
Mich., billed $457,247 in 1958, of 
which $253,650 represented cap- 
italized fees. Comparable figures 
for 1957 were $487,920 and $278,- 
143. The agency neither gained nor 
lost any important accounts. It 
placed 67% of billings in maga- 
zines, 26% in business papers, 2% 
in newspapers, 1% each in radio, 
television and farm publications 
and 2% in “other” media. It has 
five employes and expects a vol- 
ume increase of 7% in 1959. 


Litman-Stevens Inc., Kansas 
City, formerly Litman-Stevens & 
Margolin, billed $498,786 in 1958, 
of which $159,193 represented 
capitalized fees. Comparable fig- 
ures in 1957 were $486,740 and 
$96,761. During the year the agen- 
cy added Evans Industries and 
Youtheraft Mfg. Co. Media break- 
down: newspapers 13%, maga- 
zines 9%, radio 15%, tv 30%, out- 


| door 4%, point of sale 29%. The 


agency has nine employes in one 
office, and expects 1959 volume to 
be up 8%. 


THE ASBURY 


PARK PRESS 
In Central Jersey 


Is the LOCAL 
NEWSPAPER 


FOR 35,635 
FAMILIES DAILY 


And For These 
People Nothing Takes 
the Place of Local 
News! 


Write for Market Data. 


‘lf You Prefer, We Will 
Call at Your New York 
or Philadelphia Office. 


Aspury Park Press 


ASBURY PARK, N. J. 
TEL. PRospect 4-7000 


Member of Audit Bureau 
Circulations 


MacLaughlin Advertising Agen- 
|ey, Buffalo, billed $86,512, includ- 
\ing $43,700 in capitalized fees, in 
11958. The 1957 figure was $87,852, 
jincluding $44,852 in fees. The 
agency neither gained nor lost an 
account last year. It put 5% of its 
billings in newspapers, 6% in 
magazines, 11% in radio, 7% in 
television, 4% in outdoor and 
72% in farm publications, Mac- 
Laughlin has one office and ex- 
pects 1959 volume to be about the 


| Same as last year. 


Madison Advertising, Madison, 
Wis., billed $110,310 in 1958, in- 
cluding $11,673 in capitalized fees. 
This compared with $105,401 and 
$12,006 in 1957. It added Purity 
Cheese Co. in April, lost Wiscon- 
sin Farmco Service in June. 
Newspapers and radio billed 20% 
each, farm publications and mag- 
azines 15% each, television and 
business papers 10% each, point 
of sale 8% and direct mail 2%. 
There are seven employes in one 
office and a 40% increase is ex- 
pected in 1959 billings. 


Maercklein Advertising Agency, 
Milwaukee, billed $342,000 in 1958, 
of which $30,000 was in capitalized 
fees. It added Kelley Co., Walker 
Mfg. Co., Chocolate House and 
Engineering Products. No account 
losses were reported. It has eight 
employes, and expects business to 
be up 25% in 1959. 


Magna Advertising, Los Angeles, 
billed $138,000 in 1958, of which 
$37,000 represented capitalized 
fees. During 1957, comparable fig- 
ures were $74,000 and $6,000. Dur- 
ing the year, Magna added Relax 
A Cushion Inc. and Kent Sporting 
Goods; it lost none. Media break- 
down: newspapers 12%, maga- 
zines 62%, radio 2%, tv 1%, busi- 
ness papers 5%, direct mail 19%. 
The agency has three employes in 
one office, and expects 1959 vol- 
ume to be up 50%. 


Mahool Advertising, Baltimore, 
billed $433,500 in 1958, of which 
$350,000 represented capitalized 
fees. Comparable figures for 1957 
were $428,800 and $337,800. The 
agency added Newman Press, 
Statton Furniture Co. and the Oil 
Heat Institute of America; it 
dropped Straus, Royer & Strass 
and the Cumberland Fair Assn. 
It put 40% of its billings in news- 
papers, 30% in radio, 15% in mag- 
azines and 15% in outdoor. The 
agency has seven employes and 
sees 1959 about the same as 1958. 


Malcolm Advertising Agency, 
Cleveland, O., billed $170,000 
in 1958, including $20,000 in capi- 
talized fees. This compares with 
57 billings of $230,000, including 
$30,000 in fees. The agency added 
two accounts, Ohio Rod Products 
Co. and Johnson Furnace Co., and 
reported that four accounts tem- 


| 


Advertising Age, February 23, 1959 


porarily ceased advertising. Bill- 
ings were entirely from magazine 
advertising. The agency employs 
four persons in one office and 
expects ’59 volume to increase 
30%. 


Nicholas Masso Advertising, 
Cleveland, billed $40,020, of which 
$34,020 represented capitalized 
fees. Comparable figures during 
1957 were $63,360 and $53,360. 
During the year the agency gained 
Epco Mfg. Co.; it lost none. Media 
breakdown: business papers 16%, 
direct mail 84%. It has one em- 
ploye in one office, and expects 
1959 volume to be up 50%. 


Arnie Matanky, Chicago, billed 
$104,950 in 1958, of which $100,- 
050 represented capitalized fees. 
Comparable figures in 1957 were 
$81,090 and $80,040. During the 
year the agency added Chicago & 
Suburban Ash & Scavenger 
Assn., and part of the City of Chi- 
cago account. Media breakdown: 
newspapers 50%, magazines 20%, 
radio 10%, point of sale 20%. Ma- 
tanky has four employes in one 
office, and expects 1959 volume 
to be up 25%. 


Jack Mathis Advertising, Chi- 
cago, billed $225,000 in 1958, up 
from $200,000 in 1957. In 1958, 
capitalization of fees accounted 
for $150,000 of the total, the same 
as in 1957. It added Tibma’s Bak- 
eries of Northern Indiana, lost 
none. Media breakdown: bulletins 
60%, business papers 40%. It has 
two employes, and expects 1959 to 
be about like 1958. 


Early Maxwell Associates, Mem- 
phis, billed $202,000 in 1958, in- 
cluding $66,000 in capitalized fees. 
The agency did not report its 1957 
billings. No accounts were gained 
or lost last year. Billings were in- 
vested: 20% in newspapers, 5% in 
radio, 60% in television, 2% in out- 
door, 2% in farm publications, 1% 
in transit advertising and 10% in 
point of sale. Maxwell employs 
nine persons in one office. It ex- 
pects 1959 volume to be about the 
same as the 1958 total. 


Chas. H. Mayne Co., Los An- 
geles, billed $272,338 in 1958, in- 
cluding $110,254 in capitalized 
fees, as against 1957 billings of 
$287,874, including $87,039 in fees. 
The agency added one account, 
Commonwealth Savings & Loan 
Assn., while losing none. Media 
breakdown was: newspapers 21%, 
magazines 27%, radio 15%, tele- 
vision 0.5%, outdoor 0.2%, busi- 
ness papers 28% and farm publi- 
cations 0.2%. The agency employs 
three persons in one office and 
expects 1959 volume to increase 
25%. 


McCaffrey Advertising Agency, 
Minneapolis, billed $402,263 in 
1958, compared with $306,048 in 
1957. The agency has 28 clients, 
the largest account billing $108,- 
000. It had six political accounts 
in 1958, including the Republican 
State Central Committee. Its me- 
dia broke down as follows: news- 
papers 49%, radio 16%, television 
14%, magazines and business pa- 
pers 8%, outdoor 5%, brochures 
3.5%, publicity 3% and telephone 
directory advertising 1.5%. The 
agency has three employes. 


R. J. McFarlin & Co., Cleveland, 
billed $100,000 in 1958, all in com- 
missionable space for clients. The 
comparable figure in 1957 was 
$118,000. The agency reports no 
major account changes during the 
past year. Its media use was 100% 
in business papers. It has two 
employes, and expects its 1959 
volume to be up a minimum of 
15%. 


McNeill & McCleery, Los An- 
geles, billed $872,000 in 1958, in- 
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TRIB READERS BUY MORE 
BECA USE THEY’ VE GO T MORE. # s Surveys rate the Herald Tribune top in the New York market 


...among the quality families who buy quantity at a profit! The latest Herald Tribune 
Home Study shows that one-half of Trib families own stocks and bonds... 

63°, are in the $7,000-plus income bracket ...73°% of Trib males have executive 

and managerial positions. So naturally they have more wants and needs 

...more disposable income... buy more! It adds up. Get full facts today! 


«Slerald Tribune 


Today's VITAL Newspaper/ 


a 230 West 41st Street New York 36 N Y 
fue @ A European Edition of the Herald Tribune is published daily in Paris 
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Seats, 


Sad 


cluding $221,000 in capitalized fees. | count gains or losses. Billings were|tising 1% and point of sale 8%. 
Billings for 1957 were not pro-|invested: 80% in newspapers, 5% | The agency has 15 employes, and 


vided by the agency. Two accounts 
were added in 1958: Hoffman Mo- 
tors and Ventura Processors lemon 
oil. None were lost. Billings went 
like this: newspapers 40%, maga- 
zines 5%, supplements 5%, radio 
20%, television 20%, outdoor 5%, 
business papers 3%, and point of 
sale 2%. The agency employs 10 
persons in two offices and expects 
1959 volume to increase 10%. 


John Meck & Staff, Chicago, 
billed $225,000 in 1958, of which 
$64,000 represented capitalized 
fees. Comparable figures in 1957 
were $136,000 and $47,000. Media 
breakdown: newspapers 5%, radio 
10%, business papers 80%. The 
agency has five employes in one 
office, and expects 1959 volume to 
be up 40%. 


Ellison L. Meier Advertising, 
Sacramento, billed $242,000 in 
1958, compared with $180,000 in 
1957. The agency reported no ac- 


99 
; with no Navel, 


ee 


Is unlike another. 


We call it complete 
Rejection of mother. 


Frequently, of late, a great deal of 
mass media are being sold on the 
basis of psychological analysis 
of audience composition. Soap 
operas are said to appeal to the 
housewife taking her libido out 
for a trot. Some media claim they 
sell through reaching the mass id. 
Others use ego-gratification to 
capture audience. 


Through it all, like a beacon, 
shines the good old idea of build- 
ing a better mouse-trap. For more 
than 36 years, KHJ Radio, Los 
Angeles, has been baiting the trap 
with FOREGROUND SOUND. It beats 
cheese as our advertisers will 
readily testify. One thing is cer- 
tain ...a listener’s conscious 
attention will sell more, more 
quickly than anything else. 


Whether the people you want to 
reach reject mother because of 
sibling rivalry, an Electra com- 
plex or a childhood trauma... in 
Los Angeles, FOREGROUND SOUND 
sells them all. 


KHJ@¢ 


RADIO i>, 
LOS ANGELES 
1313 North Vine Street 

Hollywood 28, California 


Represented ee “4 
H.-R Representatives, Inc. 


in television, 10% in business! 
papers and 5% in other media. 
Meier employs five persons in two 
offices. It expects a 50% gain in 
1959 volume. 


Mohawk Advertising Co., Ma- 
son City, Ia., billed $73,198 in 
1958, including $57,758 in capital- 
ized fees, as against 1957 billings 
of $37,000, including $28,000 in 
fees. The agency added four ac- 
counts, Farmers Mutual Reinsur- 
ance Co., Rolfe Products Co., 
Vance Distributing Co. and Deyo 
& Stume Mfg. Jewelers, while los- 
ing one, Lakeaire Marine. Media 
breakdown was: newspapers 5%, 
magazines 6%, radio 4%, televi- 
sion 5% and “other” advertising 
80%. Mohawk employs three per- 
sons in one office and expects 
1959 volume to increase 50%. 


R. B. Moreland & Co., Dallas, 
billed $211,054 in 1958, up from 
$186,000 in 1957. It added General 
Travel Society in August, and 
Climatic Air Sales and Laurel 
Land Parks in February; it lost 
none. Media breakdown: television 
30%, business papers 25%, news- 
papers and radio 15% each, out- 
door 10%, transit advertising 3%, 
point of sale 2%. It has four 
employes, figures that 1959 will 
be up 10%, and appends a note 
that “expect 1959 to be the best 
year ever—seven years in own 
business. Four new accounts al- 
ready signed!” 


Morrison Advertising (formerly 
Morrison-Greene-Seymour), Mil- 
waukee, billed $603,000 in 1958, 
compared to $621,000 in 1957. The 
agency changed its name in 1958 
to the name under which it began 
business in 1933. No important 
accounts were gained or lost. The 
agency placed 40% of its billings 
in business papers, 30% in maga- 
zines, 10% in newspapers, 6% in 
outdoor, 4% in farm publications, 
1% in radio and 9% in point of 
sale. It has 10 employes and ex- 
pects volume to rise 10% in 1959. 


Mullican Co., Louisville, Ky., 
billed $978,374 in 1958, of which 
$241,184 represented capitalized 
fees. Comparable figures in 1957 
were $960,416 and $207,081. Dur- 
ing the year the agency added 
Kitchen Kompact, Louisville Paper 
Co. and Bancredit Service Agency. 
It lost Gamble Bros., Creco Ad- 
vertising Associates, Royal Crown 
Bottling Co. and Burdorf Furni- 
ture Co. Media breakdown was: 
newspapers 35%, magazines 2%, 
radio 25%, television 14%, outdoor 
6%, business papers 8.5%, farm 


publications 0.5%, transit adver- 


expects its 1959 volume to be 
about the same as 1958. 


Howard W. Nareau Advertising, 
Buffalo, billed $37,672 in 1958, of 
which $18,382 represented capital- 
ized fees and $753 represented 
business done outside of the US. 
The agency placed 60% of its 
billings in magazines and 40% in 
brochures and catalogs. It has one 
employe and expects a 25% in- 
crease in volume in 1959. 


Nattall & Maloney Ltd., Cal- 
gary, Alberta, Canada, billed $816,- 
171 in 1958. Capitalized fees rep- 
resented $304,265 of this total. The 
agency added Street Robbins & 
Morrow Ltd. (Caterpillar) and 
was re-appointed by Calgary Ex- 
hibition & Stampede Ltd. Radio 
got 36% of the agency’s billings, 
newspapers 26%, weekly papers 
12%, outdoor 10%, television 8%, 
farm publications 3%, transit ad- 
vertising 24% and business papers 
%%. The agency has 19 employes 
in two offices and expects 1959 
volume to run about the same as 
1958. 


Neale Advertising, Los Angeles, 
billed $756,127.32 in 1958 with no 
capitalized fees. The comparable 
figure in 1957 was $742,454. Dur- 
ing the year it added Buty-Wave 
Products Co., California Redi-Date 
Co., Maryland Pacific Cone Co., 
and Freeman Certi-Fresh Foods; 
it lost none. Its media breakdown 
was newspapers 15%, magazines 
10%, radio 10%, tv 20%, outdoor 
5%, business papers 20%, produc- 
tion 20%. It has one office with 
14 employes and expects 1959 
volume to be up 10%. 


Neds & Wardlow Advertising 
Agency, Columbia, Mo., billed 
$205,472 in 1958, of which $40,- 
656 represented capitalized fees. 
Comparable figures for 1957 were 
$178,388 and $28,016. The agency 
added La Crosse Lumber Co., 
Capital Savings & Loan Assn. and 
Columbia Baking Co.; no impor- 
tant accounts were lost. The agen- 
cy reports 22% of its billings in 
fees, 31% in printing, direct mail 
and production, 22% in radio and 
television, 17% in magazines, busi- 
ness papers and farm publications, 
7% in newspapers, 1% in outdoor 
and 1% in point of sale. It has six 
employes and expects volume to be 
up 10% in 1909. 


Carl Nelson & Associates, Mil- 
waukee, billed $857,000 in 1958, of 
which $275,000 represented cap- 
italized fees. Comparable figures 
of 1957 were $950,000 and $200,- 
000. The agency added two ac- 
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counts—Mutual Savings & Loan 
and Lambrecht Foods. It had 45% 
of its billings in newspapers, 25% | 
in television, 15% in radio, 10% 
in farm publications, 2% in out- 
door, 2% in business papers and 
1% in transit advertising. The 
agency has 11 employes and ex- 
pects volume to be up 20% in 1959. 


Nemarow Advertising Agency, 
Vineland, N.J., billed $645,411 in 
1958, including $258,000 in cap- 
italized fees, as against 1957 bill- 
ings of $503,155, of which $202,- 
500 were in fees. The agency added 
three beer accounts—Camden Beer, | 
Lord Camden Ale and Bohio beer | 


—while losing none. The billings! 
breakdown: newspapers 20%, 

magazines 35%, outdoor 15%, 
business papers 10%, and point 
of sale 5%. The agency employs 
11 persons in two offices and sees 
a 10% increase in 1959 volume. 


Emmet J. Newman Advertising, 
Chicago, billed $332,899 in 1958, 
of which $244,151 represented 
capitalized fees. Comparable fig- 
ures for 1957 were $135,087 and 
$99,734. The agency added three 
accounts: Parade Fashions Inc., 
Wolber Duplicator and Harbil Mfg. 
Co. The media breakdown was 
magazines 50%, newspapers 40%, 
supplements 5% and business pa- 
pers 5%. The agency sees 1959 
about the same as 1958. 


Michael Newmark Agency, New 
York, billed $800,000 in 1958, in- 
cluding $50,000 in capitalized fees, 
as against $600,000 in 1957, in- 
cluding $100,000 in fees. During 
the year the agency lost no ac- 
counts and added three: Grum- 
man Aviation, Madigan Corp. and 
Filtron Inc. Media breakdown 
was: newspapers 65%, magazines 
5%, supplements 2%, radio 3%, 
television 3%, outdoor 1%, busi- 
ness papers 20% and other media 
1%. The agency employs 16 per- 
sons in one office and expects 1959 
volume to increase 20%. 


Nyburg Advertising Inc., Balti- 
more, Md., billed $224,882.18 in 
1958, including $219,136 in capital- 
ized fees, as against 1957 billings 
of $258,707.73, including $251,794 
in fees. The agency added two 
shopping center accounts, Prince 
Georges Plaza and Harundale Mall 
while losing two, Laurel and West 
Shore shopping centers. Billings 
went like this: newspapers 64%, 
magazines 2%, radio 8%, televi- 
sion 6%, outdoor 4%, business pa- 
pers 3%, transit advertising 7%, 
and direct mail 6%. The agency 
employs two persons in one office 
and expects 1959 volume to go up 
10%. 


Oster Advertising Agency, Dan- 
ville, Ill, billed $100,000 in 1958 
and $40,000 in 1957. During 1958 
it added Continental Filling Corp., 
May Homes and Lawn Gro and 
lost Danville Jackets. Its media 
breakdown was: magazines 90% 
and other 10%. It has five em- 
ployes in one office, and expects 
business to be about the same this 
year. 


Pace, Root & South, Danville, 
Ill., billed $175,005 in 1958, of 
which $146,785 represented capi- 
talized fees. In 1957, comparable 
figures were $237,404 and $186,- 


|955. The agency added Danville 


Jackets in July, and lost Consoli- 


|dated Products Co. in March. Me- 


dia billings breakdown: newspa- 
pers 33%, magazines 8%, radio 
2%, television 7%, business pa- 
pers 34%, farm publications 16%. 
It has four employes, and foresees 
1959 volume about the same as 
1958’s. 


Charles Palm & Co., Bloomfield, 
Conn., billed $407,488 in 1958, of 
which $124,455 represented capi- 
talized fees. Comparable figures 
in 1957 were $543,845 and $218,- 
775. During the year the agency 
gained Capewell Mfg. Co. and lost 
Flexangle Corp. Media _ break- 
down: newspapers 3%, magazines 


5%, radio 3%, business papers 
88%, farm publications 1%. The 
agency has one office with six 


employes, and expects 1959 vol- 
ume to be up 25%. 


Park Advertising, Minneapolis, 
billed $74,275 in 1958, including 
$16,675 in capitalized fees, com- 
pared with 1957 billings of $78,012, 
including $8,837 in fees. The agen- 
cy neither lost nor added an 
account during the year. News- 
papers accounted for 75% of bill- 
ings, with the remaining 25% from 
business papers. The agency em- 
ploys four persons in one office 
and expects 1959 volume to in- 
crease by 15%. 


Park Lane Advertising Associ- 
ates, Hackensack, N.J., billed 
$250,000 in 1958, as compared with 
$289,750 in 1957. The agency lost 


|two accounts, Print-o-Tube Corp. 


and Slender-Ease Mfg. Co., while 
adding none. Billings broke down 
this way: newspapers 75%, mag- 
azines 5%, radio 2%, business 
papers 7%, point of sale 3% and 
other media 8%. The agency em- 
ploys five persons in one office 
and expects ’59 volume to go up 
10%. 


Parsons, Friedmann & Central, 
Boston, billed $856,000 in 1958, of 
which $687,000 represented cap- 


NATION-WIDE SERVICE 


es records 


NEW YORK: 
BOSTON: 
CHICAGO: 
SAN FRANCISCO: 
MONTREAL: 
TORONTO: 


* 


R. & s data processing of your sales will give you all-inclusive pene a almost as 
soon as the sales take place— 


BY TERRITORY —national, state-wide, city .. . by customer, class of outlet, 
product (including size or color range)—and by salesman. 


ef You get week to week, or month to month break-downs and comparisons in dollars 
} . or percentages, plus quarterly and year to year analyses. You quickly spot trends, pin- 
point weaknesses and measure advertising effectiveness of local and national campaigns. 


R & S can handle every sort of data processing—in any volume—CALL AN R & S 
REGIONAL CENTER TODAY for consultation and estimates—no obligation. 


RECORDING & STATISTICAL CORPORATION 


100 SIXTH AVENUE, NEW YORK 13, N. Y. WOrth 6-2700 
566 ATLANTIC AVENUE, BOSTON, MASS. Liberty 2-5365 
223 WEST JACKSON BOULEVARD, CHICAGO 6, ILL. HArrison 7-7357 
560 SACRAMENTO STREET, SAN FRANCISCO 11, CAL. EXbrook 2-4341 
407 McGILL STREET, MONTREAL, CANADA. PLateau 3831 

439 WELLINGTON STREET, WEST, TORONTO, CANADA. EMpire 3-4951 
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With the March, 1959. issue at 
66,600" net paid 


highest in history...and with more operating management men in plants at lower 
cost than any other business paper. | 


FACTOR 


continues to expand its: service to its readers, the operating management men who 
plan — equip — operate - maintain the manufacturing plants of America. 


FACTOR 


BETTER PRODUCTION AND MAINTENANCE THROUGH BETTER MANAGEMENT 


A McGraw-Hill Publication (ABC-ABP) 330 West 42nd Street, New York 36, N. Y. 
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*Publishers Estimate of March, 1959, Issue. 
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italized fees. Comparable figures in 
1957 were $1,135,384 and $939,537. 

During the year, the agency 
added Reiss Associates, Northeast 
Laminates and General Electric 
Supply of N.E. One principal left 
the agency at the end of the year, 
taking with him Dunham Bros. Co., 
Mahler’s, and General Electric 
Supply of N.E. Media breakdown: 
newspapers 10%, magazines 20%, 
radio 10%, tv 3%, outdoor 1%, 
business papers 40%, farm publi- 
cations 1%, point of sale 3%, 


“other” 12%. The agency has eight | 


employes in one office, and ex- 
pects 1959 volume to be about the 
same as ’58. 


The Patten Co., Bloomfield Hills, 
Mich., billed $127,432 in 1958, as 
against $410,011 in 1957. During 
the year the agency added no ac- 
counts, but lost 11 industrials, 
not identified. Media breakdown 
was: radio 10%, television 80%, 
business papers 2% and “other” 


PLAIN-VU | 
STANT SELF-LAMINATING 


Pp 


PERMANENTLY PRESERVE AND PROTECT 

* IMPORTANT PAPERS 

* ADVERTISNG MATERIALS * SIGNS 

* DOCUMENTS *« DRAWINGS « CERTIFICATES 

* PHOTOS + CARDS AND PASSES « LICENSES 
WITHOUT NEED FOR MACHINES, CHEMICALS OR HEAT 
You can actually imbed any flat object of 
any paper, board or fibre composition in 
clear, flexible plastic for permanent protec- 
tion against moisture, wear and grime. 
Protect, preserve and beautify for a life- 
time. Available in a wide range of sizes. 
Write for free brochure. 

PLAIN-VU, THE CARR CORP. . F-2 
3407 Prospect Avenue + Cle 15, Ohio 


media 8%. The agency employs! 


two persons in one office and ex- 
|pects 1959 volume to decrease 
10%. 


Maurice Paulsen Advertising, 
Sioux Falls, S.D., billed $309,928 
in 1958, of which $18,042 repre- 
sented capitalized fees. In 1957 
the agency billed $187,454, with 
$23,541 in capitalized fees. It add- 
ed Weedmaster (Western Ltd., 
|Calgary); Nationwide Trailer 
Rental, Wichita; Design Research 
Corp., Anoka, Minn. It lost none. 
[paper billings breakdown: news- 


papers 45%, magazines 3%, radio 
8%, television 25%, outdoor 1%, 
|business papers 10%, farm publi- 
cations 8%. It has five employes 
jand figures 1959 volume will be 
up 30%. 


Robert Peterson Advertising 
Management, Riverside, I1l., billed 
$100,000 in 1958, of which $9,750 
represented capitalized fees. In 
1957, total billing was $105,000, 
and capitalized fees $10,000. No 
changes were reported in the ac- 
count list. Media breakdown: busi- 
ness papers 75%, magazines 10%, 
|direct mail 10%, newspapers 5%. 
The agency has three employes, 
and foresees 1959 about like 1958. 


Pfaus-Finkle, Trenton, N. J., 
billed $700,200 in 1958, of which 
$573,116 was in capitalized fees. 
Comparable figures for 1957 were 
$604,543 and $499,568. It added 
Epicure Inc., Circle F Mfg. Co. and 
Magna-Bond. No account losses 
were reported. Its media break- 
down was: business papers 40%, 
newspapers 34%, radio 21%, mag- 
azines 2%, farm publications 2% 
and other 1%. The agency has 10 
employes in two offices, and ex- 
pects business to be up 10% in 


1959. 
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To many of your customers, the printed matter you send out is the 


first impression you make, 


you may never get a chance 


If the impression is bad, 
to make another. 


Take a look at your collateral and mailing pieces. 
How do they leok to you? 

If they came from Johnson Printing, Inc., they look good. 

The colors are clean and brilliant, the registry sharp and clean. 
That’s because our Eau Claire plant is filled with the finest of 
modern equipment—most of it under two years old. 

And this equipment is in the hands of skilled and dedicated 
craftsmen; men who know and love their work. In the work done by 
Johnson Printing, Inc., quality tells . . . and the things it tells are good. 

Some of America’s best-known companies have discovered the 

unique combination of quality workmanship, 
dependable service and moderate cost that characterize 
Johnson Printing. That’s why Johnson has grown into one of the finest 
and most complete printing plants in the Midwest. 
For facts and figures, write: 


JOHNSON PRINTING, ENC. 
2215 Galloway Street, Eau Claire, Wisconsin. Phone: TEmple 2-6692. 
Better Printing Through Quality Control 


Joseph Porro Associates, New | 
York, billed $446,800 in 1958, of 
which $266,800 was in capitalized 
fees and $11,000 in foreign billings. 
Comparable figures for 1957 were 
$145,040, $80,040 and $2,000. The 
agency added Man Products, Med- 
ford Products and Golf Research 
Institute and lost Airkem Inc., 
Simplex Typewriter 
Metal Products. Its media break- 
down was: newspapers 40%, mag- 
azines~ 25%, point of sale 18%, 
business papers 8%, 
supplements 2% and farm publi- 
cations 2%. Porro has 23 employes, 
including free lance personnel, in 
one office, and expects business 
to be up 25% in 1959. 


Richard C. Proctor Advertising, 
Montgomery, Ala., billed $117,000 
in 1958, of which $45,000 repre- 
sented capitalized fees. 
rable figures for 1957 were $76,000 
and $26,000. The agency added 
American Mfg. Co. and the Mont- 
gomery Municipal 
important accounts were lost. Tele- 
vision took 80% of billings, news- 
papers 8%, magazines 2%, radio 
2% and “other” 8%. The agency 


pects volume to be up 50% in 1959. 


cago, billed $333,000 in 1958, of 
which $173,000 represented capi- 
talized fees. In 1957 the agency 
billed $374,776, of which $218,776 
represented capitalized 
added Rusman Mfg. Co., 
makes a steam iron cleaner, in 
reports no _ losses. 


magazines 10%, radio 10%, and 
business papers 20%. It has seven 
employes, and foresees a 1959 up 


Reilly, Brown & Tapply, Boston, 
billed $694,017 in 1958, of which 
$228,000 represented 
fees. Comparable figures for 1957 
were $501,718 and $174,506. The 
agency added P. W. Minor Co. and 
Hugo as accounts while drop- 
ping Robert Bentley. Media use 
broke down as follows: magazines 
newspapers 21%, 
papers 24%, radio 6%, television 
2%, transit advertising 2%, point 
of sale 2%, “other” 6%. The agen- 
cy has 14 employes in two offices 
and expects business to be down 


Revere Advertising, Minneapo- 
billed $471,300 
which $13,300 represented capital- 
ized fees. In 1957, it billed $414,- 
000, with no fees. It has 11 em- 
ployes in two offices, and expects 
1959 volume to rise 10%. 


Fred Riger Advertising Agency, 
Binghamton, N.Y., billed $485,52( 
in 1958, including $296,226 in 
capitalized fees. In 1957, the agen- 
cy’s total was $389,434, including 
$165,402 in fees. Riger added 
Young Cole of California and 
Stickley-Siver last year while 
losing no accounts. Media break- 
down was: newspapers 40%, mag- 
azines 10%, radio 2%, television 
2%, outdoor 2%, business papers 
40% and point of sale 2%. The 
agency employs nine persons in 
one office. It expects 1959 volume 
to be about the same as 1958. 


Roark & Colby Advertising Inc., 
Chicago, billed $205,000 in 1958. 
No figures for 1957 were available 
from the agency. It added three 
accounts, Ingersoll Kalamazoo di- 
vision of Borg-Warner Co., Scaife 
Co. and Chicago Airways Hotel, 
while losing none. The agency in- 
vested 80% of billings in business 
papers and 20% in other media. 
The agency employs five persons 
in one office and expects a 100% 
increase in 1959 volume. 


Root Advertising Agency, Chi- 
cago, billed $56,375 in 1958, of 
which $17,840 was in capitalized 
fees. Comparable figures in 1957 
were $46,192 and $2,902. Root 
reported no account losses or 
gains. Its media breakdown was: 
business papers 96%, magazines 
3% and newspapers 1%. The 
agency has one employe in one 


up 5% in 1959. 


Enyart E. Rose Advertising, Los 
Angeles, billed $875,000 in 1958, of 
which $450,000 represented capi- 
talized fees. Comparable figures in 
1957 were $700,000 and $400,000. 
During the year it added Hollytex 
Carpet Mills, California Metal 
Enameling Co. and Coastal Valley 
Canning Corp.; it lost Belco Prod- 
ucts Corp. Media breakdown: 
newspapers 25%, magazines 5%, 
radio 10%, business papers 45%, 
tv 5%, outdoor 5%, point of sale 
5%. It has 11 employes in one of- 
fice, and expects 1959 volume to 
rise 25%. 


Gordon Rosholt & Co., Minne- 


which $64,206 represented capital- 
ized fees. Comparable figures in 
1957 were $84,719 and $54,500. 
During the year it added Electric 
Service Systems, Gresen Mfg. Co. 
and Minnesota Airmotive; it lost 
Neubauer Mfg. Co. Media break- 
down: newspapers 9%, radio 3%, 
business papers 48%, farm publi- 
cations 40%. It has two employes 
in one office and expects 1959 
| volume to be up 10%. 


office, and expects business to be | 


apolis, billed $95,072 in 1958, of | 
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Ed St. Aubin Associates, Man- 
chester, N. H., billed $264,802 in 
1958, of which $96,295 represented 
capitalized fees. Comparable fig- 
ures in 1957 were $218,577 and 
$115,994. 

During the year the agency add- 
ed R. H. Llewellyn Co., Man- 
chester Sand, Gravel & Cement 


'Co., R. Theodore Inc. and Union 


Leader Corp.; it lost Manchester 
Narrow Fabrics Co. and Pembroke 
Boats. Media breakdown: news- 
papers 24%, magazines 7%, radio 
40%, tv 14%, outdoor 8%, “other” 
7%. It has six employes in one 
office, and expects 1959 volume to 
be up 21%. 


Saks & Grinnell, Minneapolis, 
billed $95,454 in 1958, of which 
$27,613 represented capitalized 
fees, up from 1957 when total bill- 
ings were $91,910 and capitalized 
fees were $24,912. It added P. N. 
Cardozo Co., Allied Products Co., 
Minneapolis Evangelistic Auditori- 
um; it lost Queen Anne Kiddie- 
land. Media billings breakdown: 
television 56%, radio 35%, news- 
papers 4%, magazines 3%, and 
“other” 2%. It is a “one-man 
shop,” and believes 1959 will be 
about like 1958. 


M. L. Samson Co., Chicago, 
billed $328,543 in 1958, of which 
$244,663 represented capitalized 
fees. Comparable figures for 1957 
were $344,695 and $230,497. The 
agency added Cloud Oak Flooring 
Co. and Leggett & Platt. It puts 
80% of its billings in direct mail, 
8% in business papers, 5% in point 
of sale, 5% in newspapers and 
2% in magazines. It has four em- 
ployes and expects a volume gain 
of 20% in 1959. 


George S. Sandler Inc., Chicago, 
billed $633,400 in 1958, of which 
$133,400 represented capitalized 
fees. Comparable figures in 1957 
were $399,105 and $99,105. During 
the year Sandler added Alexander 
Construction Co. and Forward Mo- 
tors; it lost none. Media break- 
down: newspapers 87%, magazines 
2%, radio 5%, outdoor 2%, “other” 
4%. The agency has seven employ- 


/es in one office, and expects 1959 


volume to be up 20%. 


G. R. Sauviat & Associates, 
Montreal, billed $783,335 in 1958, 
of which $33,335 represented cap- 
italized fees. Comparable figures 
for 1957 were $615,000 and $15,- 
000. The 1958 total includes $18,- 
000 of billings outside Canada. The 
agency added Bellani Foods Ltd., 
Opera Diamond Co., Gray Rocks 
Inn and Omega Laboratories dur- 
ing the year. Media use broke 
down as follows: newspapers 19%, 
radio 11%, television 11%, maga- 
zines 11%, business papers 10%, 
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FOOD FIELD _REPORTER | 
708 Thicd Avenue, New Yorrt7,.M¥. 


This year, food and 
grocery firms launched 
16,500 promotions — an 
average of 300 per week! 
Backing these drives was 
almost $500,000,000 

in advertising! 


Food men everywhere turn 
to Food Field Reporter for 
news, previews and evaluations 
of food advertising and 
promotions. It is the one 
publication that focuses 

its editorial content 

on all aspects of food 
marketing. Beyond any other 
it is the publication food 
men quote, reprint, carry 
into plans meetings and 

use in their field selling! 
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For food and grocery manufacturers 
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The worlds..biggest 
cook-out 


There once was a Texan named Edgar B. Davis. 
He did everything in the biggest way possible. 


# 
He made several million dollars several i amg 


times over...and spent all of them. 
RAO RR LACS 


One fine day in 1926, Edgar B. had a little old cook-out. 
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A trainload of friends—including half the Metropolitan Opera—came down from New 


York on a Special, hired by Edgar B. Two dance bands were imported. In all, 15,000 
friends were there. 


S. 


They did away with: 
17,180 lbs. of meat and fowl; 
28,000 bottles of soda; 

8,700 bricks of ice cream. 
And because there’s nothing like a 
good cigar, Edgar B. gave away 7,500 


... as well as 100,000 cigarettes. 
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Biggest cook-out in the B vortd? Not a bit of it. When American Home 
invites its readers to join in back-yard barbecues, a big part of its 
3,200,000 families is likely to show. (That’s 10,250,000 mouths to 
feed). Cook-outs or cook-ins, American Home families look to their 
favorite home-service magazine for exciting, practical ideas on meal 
planning. But they find more than food ideas. Every issue is packed with 
bright suggestions on building, remodeling, home furnishings, decorating, 
gardening. The perfect atmosphere for selling. NOW A CURTIS MAGAZINE 


AMERICAN 
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transit advertising 4%, supple- 
ments 3%, outdoor 3%, farm pub- 
lications 3%, point of sale 3%, 
“other” 22%. The agency has 14 
employes and expects volume to 
gain 50% in 1959. 


Schnell & Associates, Chicago, 
billed $333,000 in 1958, of which 
$143,000 represented capitalized 
fees. Comparable figures in 1957 
were $350,000 and $150,000. During 
the year the agency neither lost 
nor gained an account. Media 
breakdown: business papers 95%, 
farm publications 5%. The agency 
has one office with four employes, 
and expects 1959 volume to be up 
10%. 


Mark Schreiber Advertising, 
Denver, billed $615,000 in 1958, 
compared to $559,000 in 1957. The 
agency placed 33% of its billings 


in newspapers, 22% in television, 


17% in radio, 5% in magazines, 
5% in supplements, 3% in transit 
advertising, 2% in outdoor, 2% in 
business papers, and 11% 
where. It has nine employes and 
expects 1959 volume to be about 
the same. 


J. B. Sebrell Advertising Agen- 
cy, Los Angeles, billed $400,000 in 
1958, of which $300,000 represent- 
ed capitalized fees. The compara- 


ble figures for 1957 were $550,000| The agency expects 1959 volume | 


and $275,000. The agency reports 


else- | 


waukee, billed $546,187 in 1958, 
including $218,350 in capitalized 
fees. This compared with 1957 
billings of $699,955, of which 
$282,084 was in capitalized fees. 
The agency added three accounts 
in ’58 while losing one. Acquired 
were Lawnmaster Co., Mayville 
Engineering Co. and Keiding Pa- 
|per Products Co. Lost was Johns- 
|ton Lawn Mower Co. Media break- 
| down went like this: newspapers, 
20%, magazines, 55%; radio, 18%; 
| television, 10%, and outdoor, 2%. 
|The agency employs nine persons 
|in one office and expects 1959 
volume to increase 20%. 


| James C. Seix Co., New York, 


billed $725,000 in 1958, up from| 


$650,000 billed in 1957. It placed 
50% of its billings in business pa- 
pers, 35% in magazines, 10% in 
|newspapers, 3% in radio and 2% 
|in transit advertising. It has 20 
employes in three offices and ex- 
pects this year’s volume to be 
about the same as 1958. 


Shaffer, Lazarus & LaShay, Chi- 
cago, which opened shop last Sep- 
tember, billed $69,600 in the last 
‘four months of 1958. Of this $31,500 

represented capitalized fees. The 
| media breakdown was: newspapers 
|10%, magazines 30%, supplements 
|5%, radio 45% and outdoor 10%. 


| to rise 50% to 100%. 


no important accounts gained or | 


lost during the year. Direct mail 


Shlakman Advertising Co., 


got 70% of billings, business Pa- | Brooklyn, N.Y,, billed $550,000 in 


pers 20%, 


newspapers 5% and 1958 including $200,000 in capital- 


farm publications 5%. The agency|i,4q fees as agai . iene 
, gainst '57 billings 
has 20 employes and expects 1959 | 5¢ $525,000, including $160,000 in 


volume to be down 10%. 


fees. The agency added no new 
business and lost one account, 


Ken Seitz & Associates, Mil-|U.S. Home Products Inc. Billings 


“NOW YOU CAN REACH THIS” 
PROSPEROUS ILLINOIS MARKET WITH 


@ 2nd largest evening 
circulation in Illinois 


@ 5th largest newspaper 
market 


@ 5th largest in 
automotive sales 


@ 7th largest in food sales 
@ 7th largest in drug sales 


(these figures exclude Chicago) 


The Pantagraph is the only 
newspaper that will give you 
full coverage of this $233 mil- 
lion retail market. And now 
through the added strength of 
full, lifelike color you can get 
50°, to 150°) greater reader- 
ship at only a fraction more 
in cost. 

R.O. P. spot color — plus full 
color (black and 1,2 or 3 colors 
available Daily and Sunday). 


AREA INTERESTS 


e 
BLOOMINGTON, 


é St. Louis 


AN AREA 
NEWSPAPER 
EDITED FOR 


were invested this way: news- 
papers 55%, magazines 25%, radio 
5%, television 10% and direct 
mail 5%. The agency employs 10 
persons in two offices and expects 
no change in '59 volume. 


John Shrager Inc., New York, 
billed $227,000 in 1958, of which 
$187,000 represented capitalized 
fees. Comparable figures in 1957 
were reported approximately the 
same. It reports no accounts added 
or lost in ’58. Most of its billings 
are concentrated in newspapers 
and magazines. It expects 1959 
volume to be about the same as in 
58. 


Siegel Colgrove & Associates, | 
Louisville, Ky., billed $481,488 in 
1958, including $153,820 in capi- 
talized fees. This compares with 
57 billings of $370,713, including 
$92,770 in fees. The agency added | 
five new accounts while losing 
three. Added were Palmer Asbes- 
tos & Rubber Corp., Goodson Steel 
Corp., Dixie Manor shopping cen- 
ter, regional advertising for 
Borden ice cream and Golden Ear | 
Hi-Fi. Lost were Aluminum Home 
Products, O’Daniel Motors and 


Shelbyville Road Plaza shopping 
center. Billings were broken}! 
down as follows: newspapers | 
27.1%, radio 283%, television) 


} 
| 


transit advertising 2.18%. The 
agency employs five persons in 
one office and expects ’59 volume 
| to increase 30%. 


Simmons Advertising Agency, | 
Grand Forks, N.D., billed $112,- | 
530, including $51,468 in capital- 
ized fees, compared with $107,691, 
including $54,532 in fees. The 
agency added one account, | 
Bridgeman Creameries’ western 
division, while losing none. Bill- 
ings went like this: newspapers 
40%, magazines 2%, radio 5%, 
television 40%, farm publications 
7% and other media 4%. The 
agency employs two persons in 
one office and expects 1959 vol- 
ume to remain about the same as 
in 1958. 


James L. Smith, Waterloo, Ia., 
billed $5,712 in 1958, of which $2,- 
702 was in capitalized fees. Com- 
parable figures for 1957 were $4,- 
458 and $2,383. The agency added 
Waterloo Unloader Corp. and lost 
no accounts. Its media breakdown 
was: business papers 99% and 
farm publications 1%. It has one 
employe and sees business up 50% | 
in 1959. 


E. L. Speer Advertising Agency, 
Racine, Wis., billed $158,000 in 
1958, including $28,000 in capital- 


ized fees, as against total 1957 
billings of $90,000. During the 
year the agency added one ac- 
count, Heinrich Tools Inc., and lost 
none. Media breakdown’ was: 
newspapers 1%, magazines 73%, 
radio 1%, farm publications 5% 
and “other” 20%. The agency em- 
ploys five persons in one office 
and expects a 20% increase in 
1959 volume. 


J. W. Spellman Inc., Boston, 
billed $417,682 in 1958, including 
$200,000 in capitalized fees, as 
against 1957 billings of $78,500, 
including $3,500 in fees. During 
the year the agency added three 
accounts, John H. Breck Inc., Mas- 
sachusetts Turnpike Authority and 
Tuna Products Corp., while losing 
none. Media breakdown’ was: 
newspapers 30%, magazines 10%, 
radio 8%, television 12% and out- 
door 40%. The agency employs 
eight persons in one office and ex- 
pects 1959 volume to increase 25%. 


Stern, Newman & Hayes (for- 
merly Newman, Stern & Mandell), 


Miami Beach, Fla., billed $972,247 | 
in 1958, of which $53,633 repre-| 


sented capitalized fees. In 1957, 
comparable figures were $773,000 
and $13,000. During the past year 
the agency added Deauville Hotel, 
Singapore Resort and ten smaller 


40.2%, business papers 2.21% and | Clients, and lost Diplomat Hotel & 


Country Club. Media breakdown 
was newspapers 84%, magazines 
9%, supplements 1%, radio 2%, 
television 1%, outdoor 1%, busi- 
ness papers 2%. The agency has 
22 employes, and expects 1959 
volume to rise 7%. 


Stevenson & Associates, Min- 
neapolis, billed $309,000 in 1958, 
compared with $280,000 in 1957. 
The agency gained the Durkee- 
Atwood Co. while losing no ac- 
counts. Its billings went to media 
this way: 2.8% in newspapers, 
10% in magazines, 10.7% in televi- 
sion, 2.5% in outdoor, 58.7% in 
business papers, 4.1% in telephone 
directories and 11.2% for produc- 
ion. The agency employs four per- 
sons in one office and expects 1959 
volume to go up 40%. 


Stewart Associates, 
billed $43,000 in 1958, of which 
$35,000 represented capitalized 
fees. Comparable figures in 1957 
were $38,000 and $34,000. Ac- 
counts added during the year 
were Detroit Flower Growers and 
Jet Products Co. Its media break- 
down was newspapers 20%, mag- 
azines 50%, supplements 5%, 
direct mail 25%. It has one office 
with four employes, and expects 
1959 volume to be up 30%. 


R. M. Stocking Co., New York, 


Detroit, | 
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billed less than $50,000 in 1958, 
unchanged from 1957. The agency 
neither added nor lost an account. 
Media breakdown was newspa- 
pers 35%; radio, 25%, and busi- 
ness papers, 40%. The agency 
employs two persons in one office 
and expects a 100% gain in vol- 
ume in 1959. 


Stral Advertising Co., Chicago, 
billed $395,000 in 1958, including 
$45,000 in capitalized fees. In 1957, 
the agency billed $275,000, includ- 
ing $35,000 in fees. Stral gained 
Perma-Power Co. last year. Its 
billings were invested as follows: 
5% in newspapers, 5% in radio 
and 90% in business papers. It 
employs six persons in one office. 
It expects a 15% gain in 1959 
volume. 


Sutnar-office, New York, billed 
$186,000 in 1958, of which $156,000 
represented capitalized fees. Me- 
dia breakdown: magazines 20%, 
business papers 40%, design serv- 
ices 40%. It has one office, and 
expects 1959 volume to be up 20%. 


Tames Advertising Agency, To- 
ronto, billed $101,000 in 1958, in- 
cluding $26,000 in capitalized fees. 
This compares with $34,000 in 
billings for six months in 1957, 
including $9,000 in fees. During the 
year the agency added three ac- 
counts, while losing none. Media 
breakdown was: newspapers 17%, 
radio 8% and business papers 75%. 
The agency employs one person 
in one office and expects 1959 vol- 
ume to rise 20%. 


Ralph Martin Tell, Clifton, N.J., 
billed $400,000 in 1958. No changes 
reported in account list. Media 
breakdown: business papers 40%; 
newspapers 30%; radio 10%; 
“other” 20%. The agency has 
eight employes, and thinks 1959 
will be “up.” 


Terry, Gray, Schwartz & Harris, 
Chicago, billed $500,000 in 1958, 
all in commissionable space and 
| time for clients. The comparable 
‘figure in 1957 was $300,000. Dur- 
|ing the year the agency added 
Wolch Nut & Candy Co., and Dale 
Dance Studios, and reported no 
account losses. Its media break- 
down was newspapers 30%, radio 
15%, television 40%, outdoor 5%, 
production 10%. It has ten em- 
ployes, and expects its 1959 volume 
to be up about 100%. 


Thorpe Advertising Agency, 
Milwaukee, billed $195,000 in 1958, 
including $40,000 in capitalized 
fees. In 1957 the agency billed 
$152,000, including $27,000 in fees. 


Thorpe gained Squirt-Nesbitt- 


| 
| 


The Eugene Register-Guard delivers 
an exclusive sales route for you.... 
9 out of 10 families in the Eu- 


gene city 


Represented 


oe You Can't Reach Oregon's 


of every 10 families 
throughout the 
metropolitan Lane 


\ 


Pa 


zone... 7 out 


county area. 


Nationally by Sawyer @ Ferguson @ Walker Co, 


2nd Market From Portland 


In fact Portland advertis- 
ing media barely nibbles 
the fringes of this able-to- 
buy area of more than 161,- 
000 customers . . . 5th in 
population, buying in- 
come and retail 
sales in the 
entire Pacific 
Northwest. 


Bi ee: Ne aa ie an i 3 sie = fs ¥ ¥ a a) ag “a Ea 2 en ee. . ae oe ey ig we Po 
eam: ll ada “i ore e Nis Se Be uae z fe ie “ 3 ee aa 4 P ate ‘ a eS ee wee hes ot ee Sige Aten oF ee RR ae amet dhe oe = = i. : a ge Eg eS we 
ee ee Sone el er oer eee at a a oe pelea rae” ean 9 eee re ke ee eS be ole a: cg & ee ie ees a eo eae i ae Fa? 

at roll a eee pels S: i em a vee MA ir vi / sat ri iti a, eee See rae A 
Se Sane Se ve esc a 7800 Oa ey on tee ae ites, oS LES ae ie Sila Re a eee Smee ge ee = fo Jere tak 
a 1 
me = ee | 
1 
4s ‘ 
ek 
ace, \ 
‘ee i 
ala 
peceihian | 
ate i 
ae 
te K 
Sec ’ 
ce , 
: PO 
- 
{ 
ee : 
h 
owe q 
ces 
‘ soda 
.t 
rR a 
sae a 
Secor en 
aS we. 4, — 7 js) a eas a ¢ 
7 oy 4 i e i , / ri 
q 
0 Nea | 
ret Sad a pehciade s ie o i; ohttge 
op Tu caine : 
, in this Exceptional ' 
1 s Exceptional 
abil 7 County Market — 
aoe ba u i arke sibs: Chicago * 
eee). , r 
ie eee Fy 
ore / 4 
ines ee: ‘ 4 
5 rae f | y 
Wires 
ey | Aaa eee 
moe , : ; ‘>. 
wor / | = ee i 
ies / See 
: — / x 
Rae ai , 
re asus Q 
ie Pare easl wah iY 
ia Mie / % i 
ane a | — | 
eal " 
oe | D ( § 
ee ny 
ae ie de 
4 
y 
’ | ‘) 
‘ } ) 
Bee | 
i w SY | ee. DY Li | 
Bes oe SE 4 
e = : | SS Puucaaenbeee ‘ 
ik. FF a \ 
ula | TF b, 
a Pore ghd nae Aus : Sasa Sonia 
2 . za ce Pp o ees ~ 
ie, . SEE ae (©) } 
ef f pears ER ey OR RR RRR y 
7 a i a: a a Eugene Regisiter Guarn — ~~ 
Bea) *  BLOOMINGTON-NORMAL, ILLINOIS ; Bee Suite smens eee meme 
‘oi ace eg —- - : Rie RR MRR RENN I eR 
# eee ; ° ‘ SERRE eee ene n 
Eee 

: - ; ”: EAs c Weegee a5 So Se eerie Bee . 2. eal ‘ S poets ite kare oa ee a at ae . 
Dn egeets OT em ae | ean 4! «95, Caer ceea ie acme Si Ge ge pee Lee sree RE ec the PE i, Ao pcg eC ee 
tp ee Sen poeta es ee ‘sueRmaae Pipi ae he Sat ata ee rh ap irate aon : Pre tana ee ers 3 teen. tS ig Nig Sas toa spas Cae i ve ' Pose meclanraS8 oe a ae i‘ io ede Nc i. oes ae a ORM EL RE ‘hath cae Pie isp pp etd ne Hemi hare 


olan 


ee ee 


The sign going up on the door means that NBC 
TeleSales has added a whole new dimension to 
its tape operations. From now on, giant, modern, 
conveniently-located studio 67A (Columbus Ave- 
nue at 67th Street — Mid Manhattan) will be 
NBC TELETAPE CENTER — devoted exclu- 
sively to commercial tape recording. 

NBC TeleSales is now ready to serve the en- 
tire industry with: black-and-white and color 
facilities on both coasts . . . a fleet of mobile units 


strategically spotted throughout the country to 
make “location shooting” possible for you...a 
production staff with five solid years experience, 
and creative producer-salesmen specialists wait- 
ing to carry your tape commercial or production 
through from concept to final air copy. 

For full information you are invited to call 
NBC TeleSales at Circle 7-8300 in New York or 
THornwall 5-7000 in Hollywood. 


NBC TELESALES COO) 


a ee ae ae a 
bs fs sa Be. = 
oe sg me pee Peed Sa ae ee — 
L Pay oe Me Paha eee ST ae a 5 Be cs ere ‘ 7 : ee wg eS ag 
emma! ae a 2 a ae ae os 3" etfs) See 
. Pt oo Bae a a ee : i ba ie ae Sea ot ot 51, a i m 
S a ae ee ete be | ber: MS aery js Met pont Cae ae ae 
. c a — oS Agee as ae citi esi eee Chee eee ae 
: 7 aes Begs sshd aie aa «ig ea oe eS pie te > a 
} : igen Be rei Seine <1 oa rrr JS a eid ot Sa F. 
t ; lasrioet ak 2 so idee ‘ee ae s i ae Pi: Riper nts gies een py Seng MI EE lg ge Parry? 
9 ' 2 Be is eek abe ae Reet ey ad HL SES (raat a oid 
: = cae id joie aaa cimeton Leer re ie Pe os ee . ee ee ory 
ia iE Rae a ee CDS. ia hast al Pay Bae Savers = et ; 
8 em ma a Se ies ing js 
i cope eae Ee Sp es pat ae iad sigh et < 
, ; a a: es lis er a aaa 
f 4 é = i ; Fis ai eS ig SS 
cy “a / E. nie care & e ie, ees ec at Hige SEZ 
4 ] = a “ anes : : 
i= ‘ ae és sisi acs a 
Fs : : ; nee as: 
ce Fs ; rr eee nee 7 
)]- \ 5: Ge ee iy ne Ja eae ‘ . E ; , RAPA NNN RNAI BRBNORS OSORIO DOPOD OPPO PPOREL ANA AAO : | 
\ ge = a Pe fae Pilg Sas may. i ce a “ wi 7 i 
E Be, a ee ee ek ere BS a eaten, sal ga E = 
3 Be pe ae re eco me eae fk BS ah 0g anne nanan Ren 
¥ ae aaa ee oe gy 4 ae: A tae Ps ee dh a ee ke re cchaiatnesdtocabecconnatintice. ; 
3 fe Sp ae gE eae ey ee es ee ie a a «dhs ee Oranges Si aes Becirye a ‘ 
0, 3 Mac an pee Rs re eae ie ae : ee Saas ee... ares so +e ena ate ek Stet me, Se ee olay Je ™ = m 
’ - hs RN ec rates vi a “Tagg ge SON et ee a ek ae ye ie rer , es ia eae a are 3 a 
3 ied cave 3 SS Sing oa “cr : ‘ Bie? 1 eee Thee ert es ot oi ee TCA Rone. wets oo i yeas - = tN 
ng 4 a aa es sate alata pode ee ie cae “ois : Seat, Oe ee Ba «Tee 5 ae eo Sree eae PS aed ae sr Peas me) a ooo tl nai Macs te aaa = 
Yi 3 CER na es 7 fae eg me 2 7 waa ee ae eee a, ee aes: Ps ee Re ee, imap At, See es ee ee 3 ‘ 
, 3 ee. ae ee ee aaah 5 EP ee ae oS. ae Ro tee eat -; eee pearson es. St cles eee : 
: ate! 2 eg 3 — ee =e ve ee: ms ad a ee . F Sees: + Be Lee Po Efe a a : e oy 2 oe. : 3 Wg 
d ES Si rl Ne ae ae alt v=4 ce Viiee soe. aes graces. i. oe ee a ners ihc ae a papain se em : f 
_ a Sete en SR a es a * Foe te sae at i ae ee. Be ad ae Resi? Seis ia Bayh s Rape a ig ae sta 3 eS 
f % ees hes Rie. ee tiple WEES Pl es BRE Pe co ad eke t ace Be o's pee ie SOS oes. ae ea MS Tae peep ey Ks rT Newgate, Rt ae ee PEs : z 
ed ! f ¥ aii * F ee PA 6 eee ae eter sae SEs Mes. Sea ae yh RR ae an se SAR ae tere Shs Fnigeld ae ee Sees 3 fi 
‘ ar ee ee he eae ae? Os eee * er oy Golo. Sains geo ae Sa a ae ie”. Spee > 3 i 
ts i : ere, a ‘aod eee Marre: Tie Sen me 3 ee rm meet Nn, oa mur gous eS x a: eae : ; 
: ee. or = bo Se ere, gs ik eee oe Bp a OE ee eR CEN ee a 
ef ee D : i whe eS See Seas pe ae Dp Nnn Noe ome NE 4 paseo cess Soe nae oneares ate Me ae) cae : i 
1S: BS: ce. o as a Be? a pene Nera sng DRS 8 Se oS SoS aon eh Soe 3 a 
a K- Prana . pare Bg eS a ae PES Se Re is sigue EN Lager ne egg 3 ing 
io 3 oN ae ey, Rae ey Ce ete Pcie as pccnicis © 97 SS ec Selo eee ee 3 
7 3 Ree ete +g “cade at oes aot it eee i ieee, SS Pace ets hota Bais tes “ “2 & 
It $ fe oe + ga hess oN sc erg vk cena as ie baa 3 
2 Mie os? ee ope & Pag er Aaa 3 oe 
e (| $ ae $ eas wees: ae i= . eee Bree s at 
59 : 5 ‘ emery eh an } aie i ew! . —y a bie 3 =f 
uy 4 a ne ; : ide, 15 Came aad ee 3 Sy 
% tis é oe Tie Ree, & Fe 4 ‘ ae . as 
i 3 ee : oe Neri ¢ evo. Ae aneoe Se aa 
3 alo 7. ae et Bie . . = ie ¥ i 
; ae tan An eee J wet] Mayet} a3 yy ‘i 
4 Bh tsote 2 i Se pec atc ¢ hag ies i ee : B 3 
od 3 - Mahia ¥ Bale a — oy RP 4 me erred pee, ’ ries Be “ 3 “4 
0 ! E. Ree at i acs Se saa cro lenyen es an tence: * sais 7 a 
e- 4 an alae ale ener 2 a ee pers ose —— si : Beir sens. vie 4 
= ee: oe ae Se ae SGN . So aaa we Ke as ; fs = cea Pies nes ; 
0 1 % ie os Dera en ee a me 2 2 ee, a i ae & , ic pie lee 3 
, i % er ee os Laren, a es: Bs ee meatier: ; aca 2 yh a Sore : Stine 
y= | % sae: pa 6S a tS ; : at fa ae soy eg ae 3 in 
f 3 a eos aa Peart ee 3 + en ao ‘rin as eae , 3 
id = — nis css we ae es ee Wa ee 2 Teper ri Rear ¥ a prea i 3 
A Y 3 iti : ‘ aie ie FS nas a ae my Ro oats goes ve Eat 3 . 
, 3 ae aS ee a le ‘Seeman f ae eee ee 7 é a ae : 
. 2 . ea _ eos i : Bes, aera ie wt igi ee ae < i re or pee 
) 3 i ee ay oa " a3 a eS ae eed a me caren SE mae : 
n= 3 HERE Se ae a pe Be 1 re St 3 
. \ 3 a aera = SRS Be Bes c50 Seana Ena hie cae Bs ie 3 ; 
°S. 3 gor ; Se Ba bee ee ues; ween hs eh RTS ; 3 A 
: 3 a 3 Bite, SS taceete 3 BI aa Gas 5 raed es . BS } 
in 3 faa fe ah ha, ogame 5 SS. : en . Sp ee ss 3 i 
3 ae ang cae a iy a ee Bs 3 Se hum. «SS Bs tae ae Pas ; me A Bet ea : 
7, ; B rate Besta aye i Sy eee cag 3 Re eo eee Mee ig Pig oie Sots Ye ee bby Sak eo 3 ; 
> Bel a8 Ho a a . 7 er a ie de eRe oe Seay Bcc: ene Soe ae oe” P 3 tire © “f Z 2 . : 3 
' : 3 a ees 2 8) a Laces ; ee ee pa Basi vo ie Cer Peay as re ns ae eee ¢ ee ‘i ' 
. = Sita en es se ae Slee. Soa a ~y ee PATER Vesa aes 4 
la = a> d fac Oe kt TS Ge Bee. tine So es —: | ie a tse . set. ae ee eae 3 Bish 
oy De ee SOT ast aie ee SS eae Repco ee, i 3 prt Bs aie F a c . x eee ‘ 3 
. = eee 1 : Pe Paras oe esto Se RSS a 5: 9 re ena eos pena ate sea ee iat : ey i 3 
3 St a ae wal ae ta Sa 2S ne : Sa ee. a eee RS ee wea VR ea Beek ea a yaad’ 2 ee cae . =A 3 
0, : 7 ei eee gn ees ees Bea “tea Dae eS Se ere, ee ae ¥ is Rae Se : pubes 8 ee ome neon Dowesie i’ We rare “ 
0 3 Re ae Re eo ae SiMe ge ea Recs - ae: a j be Se pace ig = nea ae fee ta q 
° = 4 RY Bere Gra ya Bearcats Ce Sc re - RRS and a Pate i ahaa va ; Cena ene ge as: 
, $ i? mee i oie. eee ae 5 ee By eee aes : 5 AGS Ome Re = 4 
n se pee aie if Nae ROO RS Re rere Bi ow 7 es a ee : ra aba 3 He : 
l- Hf ¥: LEE eg pent a as Shit. eemerenar os ei. ae oe a 4 ner aS Raat : ' 3 
a x espns a> Ss; a asecanenemten ene eees | Seapets i Raa 23 i co hee OP a Hel Sioa a eon Tere pet 3 is 
wy = SE Dae SRY aia aaa SSaeacea es ce eo aaa es Cee Be eee i ae: eee Marcas saogaranton: * Po ae i eae i's q ; 
q 3 Pete : ee Se Sat en ii aioe ; 3 see SMa eter Fo aca ee ee ee eta, ; 7 : 
, § 7 A _ eer ae ree a Poe Fe | 
) 3 a ¢ : RPO Sesh eae 4 " re ar tp a ere. a he aes Fea eae & ‘ ; 
i bs ; BB EE eT ee acca a atin : Se Hk ana PP IO“ Meena seseateas Ct ay me : ; 
Se iyi Se Me os See etna ba eae i ve ee , : ; ee eo er z ee ae tee Geri Se aes Si 4 
a ee ee raise SS Soot LS Beacon: SBE ES ; ia ; peal a ones: Oe Bee ee : ee ee eine ay These 0 2 Bm 
., \) : me Bea ie Stat ore j fin ; $ : i ae Ree = a eee ee) a cai 2 eat ES k fe 
25 ES is TR recat Bescon ae shi See ae Soe : ‘ ; $3 : eg —— ; . Pie ana Tee a ae : ssh tee sing 3 we 
la Be ip eas Tela et ms Ve SERS Sy oS eae See Saeed otis aes Fees os BS E Beet — : Saas Se oes Mer iat iid aaa 8 : ee 
, BS i ts a a oH a es. Sak: ee pie Ns Bomawern  * Ses oS Z Sa oe ‘ein aes Ra ore naen basin ; sR 
D5 oe i ae ee SS | RBRRSRE Cor onic Rane ee Nis See Be . or 5 : hoe lcs aoa Ye abies : ¢ 
5: $e: SSS re eee ey eee OSs Saas Bosnia. ea x: Bos : i Se 3 Bad « ee ak ; maa Bi ie 
) : ( ; INT a ee ai Ne ie emmy ct ; : " St 2 re seer pla) e i ie ae pores be 
3 ( Ss i ee ee eee —— : oe coer reese A OO a i 2 : 
aS : a nye att ee ay Rpe ee Re nie isaac ini is Sie = : ; Bees? Beatie fo Say ee: he. i Cae aa ‘ Bs a a 3 
19 bas eae Teter aes pa eee ae ee ONE RE: 4 $ 3 Bene ay ani AS. SR ae Sete z ‘ Pom ae 3 
“” Be ie Sache ee oe BO eae a, ae a Sains ee a Oe ia alia aes : a $ 4 Bato tee. a See ate Re ee Men eel ’ ; 
bas 2 ale amet Se ee ee so Sars Biers css oe piace Bet: 3 ig : = RB ie as Brel Wakes eee i oe sniie ee al pn REN a Ra : ‘% 
’ Bee ei . eee es Ranemnceninnsr cst cn . Besser in See on PE 3 = ) : $ pe (ha Wee. Cee eae Ke Ba ach i Sonia ae aaa 9 Sie n x ess 
et e As Tee gE ccs seein eae Ee A eek bee 4 : 9 aa ‘ ay Ce 252 ies ace a Bienen ee ee ke potas aicos ats ‘ 3 a 
y Ree : eine Sena oe pi ae Bc : : 4 i Saw Sete i ERE ets Pei ae <n ce: ee See en 3 
I oe3 aes = Ohi oe SS aie ition sate cea ES eae , ; + 5 ; Svar ; ie ee ae Sonne 4 pee Se . eS ie c.. ie ae eA sites * ies 
ee peers aoe plemematilia 650 ansssmnenias geste dee citi ian ea } Se ey : : crs ne ae Pere eV ic sn Site fe) sere pee a ise ; ; 
SB: Vo val ae ‘ > cosh tates ana oe aa potions aeceatraae nat Ba ee. Se ; re Rem eeet Sal Sibe game © Reo ee ces ey rr aD Beer AiG PE 8 gs ay be ; : 
i 5 faa at tla | ae aa Si ae SSE eee mambaunniatenete si meagre . "" % : 3 Jt RRR ae peat oe pura ss Aa iy aes oe Oo py Sgn he cial 3 
bas Sere Se aS Berens ts Seen 2 cia Sie aes ; E 3 ae : a eee alee re. ee ik ie aes er eee So EE a <a 3 in 
: ae ae Paseo ee ee eS iy | RE es ao oe urs ; a : : roan | s Wei cile bs Les toact sche! ne Gee j ai rere : Baar 2 a 
Se ae anh eee eis) Bess iano sineinn iat aan Se eas earch bate By ef fae hie) ep EO ie sega itn Peete OD Woe lace : 2 : ~ 
Re See ge he REE Cee Sunstein Big sa pte went Berens. Pg. cha x —_ Sista als ihe mcg catia: age : ne = ‘ eC 
Bs as ag a ok aa Sa eae Bas suntan parca Ronen 2}. < Sa - a : ge 6 a A 5 Gio wth salen is 6 : : amt 
\ Se ie Se oa a al a a eae Se encore sas Sie ae Gianna wee 4 a. aa aan etc ae ; pin TON tego naeee te hy 3 a 
{ Re Pee ae ae BP Se ak ie Bee Sen ORR Siapeiengsn ann ees Bate oe a Tiny a ss ee rs ; ae, : i meat ye ee et ee. ae 
9 Bs BR A ak oh ge ee Reale 3 eae me Oa a a : te p Saat Mi ; Be Sneaks eoab wiih Naa aoe : es: 
33 ate Ae ss prone sushi sacar Sista serpentine sites , , 7 Rrrinn nih Beg ’ ri MP ea se. = i a iteaae a ae 3 a 
t 38 By ewer omar : ae Ss cee tise aera re seach Se a scat a ss ce i aie aes “an wets es ; : 3 i—3 
5 <i RS Bcd Se ic SRI : Ht : kt ie Boi i CS 8 Hh eh iar eee ae ae epee ee aay b ; ea 
Ps " ee sy pai pecan Se Bates mags se a SE 5 ae eee ae Been eo Sc lees Se Ree pat 3 we 
y, Re } : ae ecm ipo ne a SO SCAR RR Be ee Bide? ed PINES Mere yas an 5 Sigs ae fh ean tes pe ee geet : Becher <A ela ph a 3 ‘= 
\¢ = ee Reais a oe 4 se aucenareenn sever es Yas geo Bi. ler Sead pl maT aR TR a a ot ait pci tere ae Rn sss email em ee ‘ee : e w 
; ae Saas SS aa ane a ay pee. ieee =n in saa ae nye ere icanaee Wane ert Aer Oe ge aaah on oe aay Apso ik PER We et pie pene 3 7 
= . ; Pc ee ee See Bie ea res : SRS eee ae . a er Bae eae yt Seite tee ea Lehi oie ice ee —e Pen dl omens pai a4 pe Line Meg Lo eee PS rei ee ee eee : £ 
Fs Na 3 eg ae lip ee Ste ;: Seance See meena si SeeNN. So seta te arate Vs ta iri. ene Aen Ee ke gies [De ie tse Weare erg Seta Wy a ee ees To igusigaent nica ie Se ae ae o 2 
E: = ee Sigenataensenanss See ee Rae ae ie EN bier aaes (ei ae ee eS Beret ah PO 2 RES ca ee 3 ore 
3 4 ' etter oases Sika ‘ Se a : ek aS ee Oe Mics ; ni She ae 3 e 
3 wg Saunas eee mecinenawatanraae  wiges aa Bene i ms raed y i Oe ames Serene ee Me 2 wheat se aeeS is, TU am ae Saha e aot 
: = sie Meee, peices oe > eens eater? eats aes : PERE RON SIE Cem See es Sener i) se ae bpiiete = pee 
3 : aieeparrns Cece SERRE ec ees fas ‘ oats on Poser Ratna See Re ty et TaN ae eT ee ett 4 Fe 
'» : ee = “= ee ; ies SEO eons Sat aon ee FET Te 3 la 
. $ we aero Sea eeRD ae Mie at * : “ Sftat ea piiirecnnecnccen ae dao ‘ spake Sy a 
¢ ® ie a? See ae Mabie Wesaee ce Beet Beaute oe aiuto Maan oe Sonennaey ee : ee 
C = : pe aa se aie es ete PRE Eee pee en ‘s : ae oe sie eee teen Rh Mons sce ses ze oe ‘ 
| e: : Sosa S COTTE eatin eR Peas : MMR Co, cage Gas ite sch a aie ge : i 
seo a oe) . a ‘ n EROS hae Pee eae tec pests RSS ROR Be sc cana ilo Soreates soem. 4 
3 fn ee ca is : asta f es see UES SAS RIC NR aetna ere spi nna : 
rs ae ie a i Ree Bry os ; Be SRB eats atime a aes eae 4 : 
= or Sear ee B Be ne ey ae 7 “ Seca ea gabe ca a Cra eae ae e 
ee ie Saat lee Si meg Shatitasenegontte eee Speciini eet Rettrcar oon ts i a een o Ly 
a Be sabi Cae oa TE. on RE — . eereaeae: a Site ROHL Be es e3 
Be hy oI pe a teal saanonereanin tans: AAD. i Baers ts igi . “i od aa 
iF oe 4 > So: sees eit a Oe | DSSS cag bain Pine ‘ oe im Wis 
, ; Ce sesinensin 4 Ee Recah) toe me ae : Soames oo é 4 i 5 
> a ee a Sees RS Bugs soon ee : eat 2 ES aera see Se oo en Pe et ae se 3 
nS . B Bees Se Sieuenaans rian shanna Sabena : : ones : Sir a : ; 
‘fl as ae Boise Sea eon Ergun Soiree sae Rosen : 4 f 
- 48. ee ee Be ee See 2 
( 33 Sones : : sorb sea aaa ints & iat 4 a 
ps : Sie Saas mos ee So : 3 se 
4 i 38 eae Se be : : 3 a 
BS 3 % . % : g eT 
| be : Be ; ee : 4 eg: 
3 : : : £3 : is ie 
j : Seo : 3 ‘ 3 cy 
# Ee 4 me 
| & ' . | 4 2 : 4 a 
hy Se Soiiricecneonnencpenn : 3 : a ? # , es 
) SOR Sikes me sees : es 
a eae : sa 
j a 
3 
iF ey * ~ 
{ . or ad ie 
ee 
} fe 
1 oa — 7 i 
] — \— oa ube Pa 
he eee 5. ee ibe bae teriegee SOSps : - : 
¥) a : “ue ad ee Map i 4 
a ca” Oe gy i t * 
h ro ee Z Be. WH. a i pa “ 4 a 
fs, = ae ee | * ip Ogg nae fae 
k ~—anmes mtAe 4k le _ : 
1M a ee Fay es ws 2 : 
os OT ie Me se y 4 Fe : 4 
} —. = ? 
ak eee a LCE ge Pot 
<a P ¥ ma j F a 
ad ie aad ty ms 2 ae : 
ee Be ; J ret, Mega wer bi 
2 Beh sere. te ee le ery. . . ae 4 Pe 
ne Br ES Me % y EE ee 
" eae ieee ee Pn 4 “an i iy 2. 
M Ren gl yamine ar ate Te ” er 
sty alla jee oe ete Rae. ” eae ¥ } he ad 
ere i on eee fi; oo ig ia das 3 : bs 
tt en Baan ee Be ie Sol 
' Fes va Cae Re pe ie by 4 ; x. 
| Fee a pene cig ae Riri. ee nettle os ee - ern Su 
tipi. Sorta: Uae ge Cee Lettie Tamas oa ae =f é ' 
Biletey eonin an | TEE om ee H 
Pr eee Bs ae b. Gee - 
“ BEEBE is sia ee ii ie a 
: : EEE REE * is a 
ures ‘ ° rn ’ ; ee 2 a 
oa ae es ie ere ag yore wu ' oe 
aie aia aoe lat a eh ag Rtg ah Pie te ea 
ey Nor C ee cg terse eerie ae 
De ren Seca team Mya) weit 
vie Sh cree): par eee tay RE Meese enn s 
mye CS Pi) ea SNe Neeley ano hay -8e i 7 
ad pe eR stile Ee oe, re Tae iA eee , 
Re ot ea ae ae 
De 0 ota a : 
: gee ; 
hig ene Ca oe : os 
i ee ae | " 
i : i ee 
e py ae - 
a ear. . 
: ay fia 


168 


Hires Bottling Co. and the Getzen 
Co. last year. It reported no ac- 
count loss. Newspapers got 10% of 
the billings, magazines 5%, radio 
10%, television 5%, business pa- 
pers 60% and transit advertising 
10%. Thorpe employs three per- 
sons in one office and expects 
1959 billings to advance 30%. 


Torobin Advertising, Montreal, 
billed approximately $500,000 
since opening its doors in March 
1958. It has added 12 accounts 
since then. Its media breakdown 
was tv 60%, radio 15%, with 25% 
equally divided among the other 
media. It has one office with six 
employes and expects 1959 volume 
to reach $800,000. 


Town Crier Agency, Council 
Bluffs, Ia., billed $468,788, in- 
cluding $105,417 in capitalized 


fees. This compares with 1957 bill- 
ings of $461,361, including $79,- 
426.36 capitalized. The agency 


neither lost nor gained an account. 
Media breakdown was: 


newspa- 


IDEA NO. 149 
Sales-Stimulatin’ Sticker 


Even the simplest printed piece can 


become a “‘standout,”’ result-wise, 
by using modern, moistureless 
Kleen-Stik. Here’s one that 
National Cleaners Chemical Mfg. 
Co., Chicago, uses to remind cus- 
tomers to phone for rush service. 
Art Saltz, National’s “peppery” 
Sales Manager, had his agency, 
Burlingame-Grossman, design 
this bold reminder. Thanks to 
Kleen-Stik’s easy peel-an’-press 
application, salesmen can place one 
near every customer's one —on 
desk-top, stockroom oll. or other 
handy spot. Simple . . . but it stim- 
ulates extra sales! Larry Berland, 
of Berland Printing Service, 
Chicago, gets the nod for a neat 
print job. 
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The World’s Most Versatile 


Self-Sticking Adhesive 
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IDEA NO. 150 
Kleen-Stik Sells Everything— 
— including the kitchen sink! When 
Youngstown kitchens Division of 
American-Standard, Salem, Ohio, 
wanted to stress the many advan- 
tages of their new Servi-Centersink 
unit, they designed this large (11 
x 15) label to go right on the product. 
Attractively fitho d in three colors 
on Kleen-Stik 800-V, it plainly 
shows all the new “‘gadgets’’, lists 
cleaning instructions, etc. After in- 
stallation, it p-e-e-l-s off clean and 
easy. Ad Mgr. Frank Kautzmann 
worked with Bill Matthews, Sales 
Mgr. for Great Lakes Lithograph 
Co. of Cleveland, to produce this 
effective “silent salesman’”’. 
Your sales won't sink if you 
get “in the swim” with versa- 
tile, long-lasting Kleen-Stik 
displays. See your regular 
printer, lithographer, or silk 
screener for ideas...or write for 
our free“ Idea-of-the-Month” 
service, 


- kleen-sti 


PRODUCTS, INC. 
7300 West Wilson Avenue 
Chicago 31, Illinois 
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pers 45%, magazines 7%, radio, 
10%, television 20%, outdoor 10% | 
and “other” media 8%. The agen- 
cy employs five persons in one 
|office and expects 1959 volume to 
drop 10%. 


Tri-State Advertising Co., War- 
saw, Ind., billed $329,502 in 1958, 
including $161,854 in capitalized 
fees. This compares with 1957 
billings of $276,963, including 
$110,122 in fees. The agency added 
three accounts, Warsaw Furniture 
Mfg. Co., Wilkens-Anderson Co. 
and Wall-Away Corp., while los- 
ing two, Wells Chair Corp. and | 
Flagler Corp. Media breakdown 
was: newspapers 1%, magazines 
2%, business papers 56%, farm 
publications 1% and “other” me- 
dia 40%. The agency employs nine 
persons in one office and expects 
a 15% gain in volume for 1959. 


Van Brunt & Co., New York, in 
its first year of operation, billed 
$600,000, of which $150,000 repre- 
sented capitalized fees. The agen- 
cy put 50% of its billings in 
newspapers, 20% in magazines, 
20% in direct mail, merchandising 
and promotion and 10% in busi- 
ness papers. It has 10 employes 
and expects a 50% increase in 
volume in 1959. 


Charles E. Vautrain Associates, 
Holyoke, Mass., billed $654,757 in 
1958, including $528,510 in cap- 
italized fees, as against 1957 bill- 
ings of $468,993, including $345,- 
184 capitalized. During the year 
the agency added six accounts 
losing none. Added were 
|Morin Mfg. Co., Clark Bros. Rus- 
tic Fences Inc.; New York Dia- 
mond Tool Co., Radding Sign Co., 
Hampden Glazed Paper & Card 
Co. and Perkins Machine Co. Me- 
dia breakdown was: newspapers 
5%, magazines 90%, radio 2%, 
television 1%, outdoor 1% and 
farm publications 1%. The agen- 
cy employs eight persons in one 
office and forecast a 7% increase 
in 1959 volume. 


W. L. Vomack Inc., Brooklyn, 
N. Y., billed $513,758.17 in 1958 
including $320,160 in capitalized 
fees. The agency did not report 
|1957 billings. Three accounts were 
jadded, KOR-X and SHIM, both! 
|hair preparations, and the P. S.| 
|/Bureau. Media breakdown was 
|direct mail, 80%; newspapers, 5%; 
magazines, 10%; radio, 2%; farm 
publications, 1%, and point of sale, 
2%. The agency employs nine 
persons in one office. 


Harold C. Walker Advertising, 
Minneapolis, billed $450,000 in 
1958, including $225,000 in capital- 
ized fees. This compared with 1957 
billings of $500,000, including 
$250,000 in fees. During the year 
the agency lost two accounts, 
Durkee-Atwood Co. and Dispatch 
Oven Co., while adding none. 
Billings were invested this way: 
newspapers 15%, business papers 
75% and farm publications 10%. 
The agency employs seven persons 
in one office and expects a 25% 
increase in 1959 volume. 


Watson-Manning Advertising, 
Stratford, Conn., billed $720,223 in 
1958, including $692,916 in capi- 
talized fees. This compares with 
1957 billings of $397,655, including 
$390,708 in fees. The agency added 
two accounts, Miniclutch Co. and 
the standard hardware division of 


sale 10%. The agency employs 
two persons in one office and ex- 
pects a 40% increase in 1959 vol- 
ume. 


E. Taylor Wertheim Advertising, 
New York, billed $269,000 in 1958 
of which $14,000 represented capi- 
talized fees. Comparable figures 
last year were $265,500 and $13,- 
000. During the year, it added the 
Presbyterian Foundation. Its 
media breakdown was newspapers 
30% and magazines 70%. It has 
one office with four employes, and 
expects 1959 volume to be up 5%. 


Bill West Advertising, Los An- 
geles, billed $128,000 in 1958, in- 


cluding $100,000 in capitalized fees, 
jas against 1957 billings of $87,- 
| 000, including $69,000 in fees. The 
agency neither added nor lost an 
account during the year. Media 


New Haven Malleable Tool Co.,|breakdown was: newspapers 2%, 


while losing none. All 


billings|radio 2%, business papers 20% 


went to magazines. The agency | and other media 76%. The agency 


employs six people in one office 
and expects a 10% increase in 
1959 volume. 


Robert E. Weissman Associates, 
New York, billed $67,579 in 1958, 
of which $60,030 represented capi- 
talized fees. Its media breakdown 
was newspapers 30%, magazines 
50%, supplements 2%, business 
papers 18%. The agency reports 
these figures “do not include art, 
copy and printing bills.” It has 
one office with three employes. 


Wendt Advertising Agency, 
Great Falls, Mont., billed $416,358 
in 1958, including $106,698 in cap- 
italized fees, compared with 1957 
billings of $405,297, including $97,- 
996 in fees. The agency added one 
account during the year, Great 
Falls First National Bank, while 
losing one, New American Life 
Insurance Co. Billings were in- 
vested this way: newspapers 43%, 
magazines 6%, radio 10%, tele- 
vision 30%, outdoor 6%, farm 
publications 4% and transit adver- 
tising 1%. The agency employs six 
persons in one office and expects 
a 7% increase in 1959 volume. 


George Wern Advertising Agen- | 


cy, Canton, O., billed $75,021 in 
1958, including $42,021 in capital- 
ized fees, as against 1957 billings 
of $58,000, including $46,000 in 
fees. The agency added four ac- 


|counts, not identified, and report- 
jed no account losses. Billings were 


invested as follows: newspapers 
40%, radio 20%, outdoor 5%, 
business papers 25% and point of 


| employs one person in one office 
‘and expects 1959 volume to in- 
| crease 20%. 


Weston Associates Inc., Man- 
chester, N.H., billed $365,360 in 
|1958, including $53,360 in capital- 
ized fees, as against 1957 billings 
of $267,000, including $23,000 in 
fees. The agency gained four ac- 
counts while losing none. Added 
were the New Hampshire division 
of Grand Union supermarkets, 
WMTW-TV, John Geyer Co. and 
Hinsdale Co. Billings went like 
this: newspapers, 22%; magazines, 
12%; radio, 17%; television, 3%; 
outdoor, 4%; business papers, 
40% and point of sale, 2%. The 
agency employs ten persons in 
one office and predicts a 25% 
increase in volume for 1959. 


Frederick G. Williams & Associ- 
ates, Chicago, billed $341,159 in 
1958, of which $50,000 was in 
capitalized fees. Comparable fig- 
ures in 1957 were $354,152 and 
$71,200. No account losses or gains 
were reported. Media breakdown 
was: magazines 60%, business 
papers 25%, newspapers 10% and 
radio 5%. The ageny has four 
employes in one office, and ex- 
|pects business to be about the 


| same in 1959. 


Herbert Willis & Associates, 
Minneapolis, billed $487,334 in 
1958, of which $93,013 represented 
capitalized fees. The comparable 
figures for 1957 were $376,193 and 
$59,203. The agency added seven 
accounts—Moorhead Mfg. Co., 
Schweigert meat products, Kooiker 
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Mfg., Twin States Broadcasting 
Co., Displaymasters Inc., Neatway 
Products and North Central Life 
Insurance Co.; the agency dropped 
Clay Equipment Corp. Media use 
broke down as follows: newspa- 
pers 25%, farm publications 20%, 
television 15%, radio 15%, busi- 
ness papers 5%, outdoor 3%, pro- 
duction materials and “other,” 
17%. The agency has seven em- 
ployes and expects volume to be 
up 35% in 1959. 


Thomas C. Wilson Advertising, 
Reno, billed $841,248.88 in 1958, 
of which $405,938.13 represented 
capitalized fees. Comparable fig- 
ures in 1957 were $723,376.59 and 
$374,373.11. During the year it 
gained Harrahs Club and James 
Canyon Ranch Creamery; it lost 
Harolds Club. Its media break- 
down was newspapers 64%, mag- 
azines 1%, radio 8%, tv 10%, out- 
door 11%, business papers 2%, 
farm publications 1%, transit ad- 
vertising 1%, other 2%. It has 
one office with 17 employes, and 
expects 1959 volume to be up 20%. 


Wilson-Seylor-Ware, Chicago, 
billed $250,000 in 1958, its first 
full year of operation (formed 
July 1, 1957), of which $100,000 
represented capitalized fees. It 
added Jensen-Salsbery Laborator- 
ies, Kansas City, in December, 
lost none. Media breakdown: busi- 


ness papers 40%, newspapers 
10%, radio 3%, television 10%, 
farm publications 2%, point of 
sale 15%, “other” 20%. It has 


five employes, and forecasts a 
gain of 100% in 1959 volume. 


Winn-McLane Associates, Aus- 
tin, Tex., billed $182,000 in 1958, 
of which $2,000 represented cap- 
italized fees. Comparable figures 
for 1957 were $124,400 and $1,400. 
The agency added Continental- 
Belton Co. and Texas Nuclear 
Corp. while dropping Polarmatic 
Corp. Media use broke down as 
follows: television 35%, radio 15%, 
newspapers 15%, magazines 10%, 
business papers 3%, farm publi- 
cations 2%, “other” 20%. The 
agency has five employes and ex- 
pects a volume increase of 15% 
in 1959. 


Womack-Snelson Advertising, 
Odessa, Tex., billed $161,500 in 
1958, of which $8,000 represented 
capitalized fees. Comparable fig- 
ures in 1957 were $178,000 and 
$8,000. The agency reports no ac- 
count changes. Its media break- 
down was: newspapers 56%, radio 
3%, television 12%, outdoor 12%, 
business papers 15%, other 2%. It 
has 11 employes in two offices, 
and expects 1959 volume to be 
about the same as ’58. 


Ben Woodhead Advertising, 
Beaumont, Tex., billed $209,790 in 
1958, of which $54,540 represented 
capitalized fees. Comparable fig- 
ures for 1957 were $190,400 and 
$50,400. The agency added four ac- 
counts—Beaumont Village Shop- 
ping City, Hobo Medicine Co.; 
M & P Portable Buildings, and 
McIntosh Electric Supply; no im- 
portant ones were lost. Television 
got 45% of billings, newspapers 
24%, radio 15%, outdoor 4%, busi- 
ness papers 1%, transit advertis- 
ing 0.7% and “other” media 10.3%. 
The agency has three employes 
and expects volume to be down 
5 or 10% in 1959. 


Woodrum & Staff, Honolulu, 
T. H., billed $418,000 in 1958, com- 
pared with $365,000 in 1957. Dur- 
ing the past year it added Ameri- 
can Security Bank, the Economic 
Planning & Coordination Author- 
ity, and the export division for 
Hawaii of the Chrysler Corp. 
It reported no lost accounts, has 
eight employes and expects 1959 


volume to rise 10%. 
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never miss an issue 
of Ad Age...’ 


a 


says ROBERT LLEWELLYN 


Advertising Manager, Taystee-Grennan Divisions 


a 


American Bakeries Company 


at 


“How many times we end a discussion of 
some current advertising news with this 
phrase: the whole story's in Ad Age! 

It's a tribute to Ad Age's thoroughness and 


timeliness—what better recognition can 


a 


there be? | never miss an issue.” 


2 Bee. <a ms 


SS 5 


a naval aviator aboard a carrier. With several years of copywriting experience 

to his credit, he was named an account manager for Henri, Hurst & McDonald, 
; Inc., and later (1951-1953) an account executive for Tatham-Laird, Inc. At the 
American Bakeries Company, which he joined in 1953, he handles all adver- 
i tising and sales promotion for two of the company’s three divisions. 


c ROBERT LLEWELLYN started his business career after World War Il service as 
4 
4 
. 


| Outside the field of advertising, Mr. Llewellyn’s interests include barbershop 
i quartet singing and photography. In the latter art, he describes himself as an 
| “advanced amateur.”’ As a University of Illinois alumnus (B. A. in journalism), 


f he keeps in touch with his alma mater through the Illini Club of Chicago. 
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G. Wilfred Wright, Elizabeth, 
N. J., billed less than $25,000 in 
1958, the same as reported for '57. 
Media breakdown was newspa- 
pers, 50%; business papers. 25% 
and transit advertising, 25%. No 
change in 1959 volume is expected 
by the agency. 


Gene Wyble Advertising, Mill- 
ville, N.J., billed $250,000 in 1958, 
compared with $190,000 in 1957. It 
has eight employes, and expects 
1959 volume to rise 15%. 


Wyckoff & Associates, San 
Francisco, billed $313,953 in 1958, 
of which $229,237 represented 
capitalized fees. Comparable fig- 
ures in 1957 were $322,981 and 
$214,374. During the past year it 
added Northbrae Travel Service 
and its affiliate, Piedmont Travel 
Service, and the public relations 
division of the Salvation Army, 
San Francisco. It lost City Sav- 
ings & Loan Association, and At- 
las Fish Fertilizer Co. Media 
breakdown was: newspapers 
17.5%, magazines 30%, radio 28%, 
television 19%, outdoor 2.5%, 
business papers 1%, farm publica- 
tions 2%. The agency has five 
employes and expects 1959 volume 
to rise 5%. 


The Wyman Co., San Francisco, 
billed approximately $700,000 in 
1958, of which $200,000 represent- 
ed capitalized fees. Comparable 
figures in 1957 were $600,000 and 
$100,000. During the year it added 
Koret of California and McAlister 
Buick; it lost no major accounts. 


papers 20%, radio 10%, tv 10%, 
business papers 10%, direct mail 
and point of sale 50%. It has one 
office with 13 employes and ex- 
pects 1959 volume to be up 30%. 


Chris Yaneff Ltd., Toronto, 
billed $336,000 in 1958, of which 
$146,000 represented capitalized 
fees. In 1957, the agency billed 
$216,000, of which $66,000 repre- 
sented capitalized fees. Parkdale 
Wines Ltd., Cortini Furniture Mfg. 
Ltd. and James Howden & Co. of 
Canada were added during the 
year, while one account—Jubi- 
lee Brewery Ltd.—was dropped. 
Business papers got 55% of the 
agency’s billings, newspapers 10%, 
magazines 10% and_ television 
10%. The agency has seven em- 
ployes and looks for a 20% gain 
in volume in 1959. 


Yount Co., Erie, Pa., billed $525,- 
764 in 1958, of which $17,342 rep- 
resented capitalized fees. Compa- 
rable figures in 1957 were $524,531 
and $17,342. During the year it 
neither gained nor lost an account. 
Media breakdown: newspapers 
20%, radio 29%, tv 20%, outdoor 
25%, business papers 5%. The 
agency has five employes in one 
office and expects 1959 volume to 
be about the same as 1958. 


Zam & Kirshner Co., New York, 
billed $522,000 in 1958, of which 
$160,000 represented capitalized 
fees. Its media breakdown was 
newspapers 5%, magazines 64%, 
radio 4%, business papers 27%. 
It has two offices with seven 


Its media breakdown was news- 


employes, and expects 1959 vol- 
ume to be up 10%. 


72 Foreign Agencies 
Report 1958 Billings 


AA Presents Ist Report 
on Foreign Agencies, 
37 Are British 


New York, Feb. 17—For the 
first time, billings of advertising 
agencies outside of the U.S. and 
Canada are reported in ADVERTIS- 
1nG AGe’s annual survey. 

This report, which AA plans to 
expand and present annually, 
covers 1958 billings of 72 agencies 
in 22 countries. 


# Volume of individual agencies 
varied from a low of $40,000 for a 
Greek shop to an impressive high 
of $101,000,000 for the giant Jap- 
anese agency, Dentsu Advertising. 

Dentsu, which reported 2,400 
employes in 24 offices, noted that 
while it added many accounts in 
1958 none was—or could be—of 
major importance since “nearly 
all the important accounts in Ja- 
pan are already with us.” 


s The foreign agencies fell into 
four broad groups. Thirty-two 
agencies—or almost half of the 
ones covered here—billed be- 
tween $1,000,000 and $5,000,000. 
Eighteen agencies billed between 
$5,000,000 and $10,000,000. Thir- 
teen reported billings below $1,- 
000,000. 

Eight titans of the non North 
American advertising world billed 
$10,000,000 in 1958. In addition to 
Dentsu, this select group included 
Publicis in France and six British 
agencies—Colman, Prentis & Var- 
ley, London Press Exchange, S. H. 
Benson Ltd., Mather & Crowther, 
Masius & Fergusson and W. S. 
Crawford Ltd. 

Of the 72 agencies whose bill- 
ings are reported below, 37 are 
British. Britain is the only coun- 
try outside of the U.S. where ad- 
vertising volume now exceeds $1 
billion annually and for this coun- 
try alone AA has tried to include 
every agency believed to be billing 


more than £1,000,000 ($2,800,000) . 


® The phrase “estimated” is thus 
used in connection with the bill- 
ings figures of a number of Brit- 
ish agencies. In all cases, how- 
ever, this estimate is based on a 
careful investigation by AA’s 
London correspondent, working 
with the best available data and 
consulting with executives of the 
agencies concerned. 

Eight British agencies—as well 
as the 34 from the other 21 coun- 
tries—reported their billings di- 
rectly to AA. 


# Several other points to be kept 
in mind about this foreign report 
are: 

1. The dollar figures used are 
based on current markets rates of 
exchange. In some cases—Brazil 
and Argentina, for example—this 
results in considerably lower fig- 
ures than conversions at the offi- 
cial rates. 

2. Billings of individual agen- 
cies should be regarded in their 
national contexts, not in compari- 
son with figures of U.S. agencies. 
Agencies billing less than $1,000,- 
000 may still rank among the 
leaders in their respective coun- 
tries. 

3. No attempt was made to re- 
port the billings of foreign 
branches of U.S. agencies. Inter- 
national billings of U.S. agencies 
are reported elsewhere in this is- 
sue. 


® The following are the reports 
on each of the agencies, in alpha- 
betical order: 


ARGENTINA 

Ricardo de Luca—Publicidad 
Tan, Buenos Aires, billed $500,000 
in 1958, of which $55,000 repre- 
sented capitalized fees. Compa- 
rable figures for 1957, $385,000 and 
$37,000. The agency added three 
accounts—Pedro Domecq cognac, 


Thor washing machines and Can- 


ada Dry. The media breakdown 
was newspapers 24%, radio 18%, 
magazines 16%, television 13%, 
point of sale 11%, outdoor 9% and 
9% for business papers, farm pub- 
lications, transit advertising and 
other media. The agency has 41 
employes and expects a volume 
increase of 30% in 1959. 


Yuste Publicidad, Buenos Aires, 
billed $775,000 in 1958, compared 
with $535,000 in 1957. The agen- 
cy added five accounts—Gurmen- 
di S.A., Cia. Sud Americana de 
Telefonos L. M. Erickson, Viplastic 
(Telas Neoflex), Dubarry and 
Ciba (Binaca toothpaste); Hijos 
de Ybarra was dropped. The me- 
dia breakdown was print media 
43%, radio and television 33%, 
outdoor 13% and point of sale, 
direct mail and printed materials 
11%. The agency has 85 employes 
in two offices and looks for a vol- 
ume gain of 20% in 1959. 


AUSTRALIA 

Canny, Paramor & Canny Pty., 
Sydney, billed $2,255,485 in 1958, 
of which $114,754 represented cap- 
italized fees. Comparable figures 
for 1957 were $1,837,235 and $67,- 
115. The agency reports 70 em- 
ployes in two offices and sees 
1959 about the same as 1958. 


Noel Paton-Warwick Advertis- 
ing Services Pty., Melbourne and 
Sydney, reports billings of $2,035,- 
000 in 1958. 


BELGIUM 
Publicontrol S.A., Brussels, 
billed $1,872,000 in 1958, of which 
$22,000 represented capitalized 


fees. Comparable figures for 1957 
were $1,689,000 and $14,000. The 
agency added three accounts: Lib- 
bey’s, Chrysler and Bayer (Dra- 
lon). It has 51 employes in two 
offices and expects volume to be 
up 20% in 1959. 


BRAZIL 

Norton Publicidade, Sao Paulo, 
billed 252,000,000 cruzeiros (equiv- 
alent at current exchange rates to 
$1,700,000) in 1958, of which 38,- 
000,000 cruzeiros represented cap- 
italized fees. Comparable figures 
for 1957 were 237,000,000 and 32,- 
000,000 cruzeiros. The agency add- 
ed Companhia Financiadoro Bra- 
sileira, Industria de Produtos 
Quimcos Gete and Imobiliaria Civ- 
ia. It placed 72% of its billings in 
newspapers, 10% in magazines, 
10% in television, 3% in point of 
sale, 2% in outdoor, 1% in radio 
and 2% in other media. The agen- 
cy has 200 employes in four of- 
fices and expects a volume gain of 
15% in 1959. 


BRITAIN 

Alfred Bates & Sons, London, 
billed an estimated $3,360,000 in 
1958. Among its accounts are 
Cambrian Air Services, Kilvert’s 
lard and Randora wine. It added 
Smoothedge carpet fitter during 
1958. The agency has branches in 
Liverpool, Manchester, Newcastle 
and Glasgow. 


S. H. Benson Ltd., London, one 
of Britain’s largest agencies, billed 
an estimated $32,000,000 in 1958, 
of which $23,500,000 represented 
billings of the Benson agency it- 
self. Included in the total are es- 
timated billings of three Benson- 
owned agencies: Longleys & Hoff- 
man ($3,700,000), Keymer Adver- 
tising ($2,400,000) and Spottis- 
wood Advertising ($2,400,000). 

Benson has some 640 employes 
servicing a wide variety of ac- 
counts, including Johnnie Walker 
whisky, the Tea Bureau, Marmite, 
Guiness, Pimms’ No. 1 Cup, Mur- 
raymints and Camp coffee. 

During 1958 it added Southern 
Television, the British Trawler 
Federation and a big slice of the 
Dunlop account; Macprin head- 
ache tablet was dropped. 


Keymer Advertising, which for- 


merly operated as D. J. Keymer & 
Co., one of Britain’s big overseas 
agencies, changed its name in Oc- 
tober and now has a new manage- 
ment. The agency added 15 major 
national accounts in 1958. Among 
them were Smedley frozen foods, 
Lilia-White, Akers Hair & Scalp 
Clinics and White-Hudson Co. 
Benson is one of the founding 
partners of Ogilvy, Benson & 
Mather, New York. 


Clifford Bloxham & Partners, 
London, billed an estimated $3,- 
360,000 in 1958. The agency added 
Radiation solid fuel and Ultra- 
Electric radio and television dur- 
ing 1958. It also services Hoover 
steam irons, Colgate shaving pre- 
parations, Apollinaris soft drinks. 
H. P. baked beans and Cow & Gate 
dairy foods. 


T. B. Browne Ltd., London, 
billed an estimated $3,080,000 in 
1958. It employs some 150 persons. 
Among its accounts are: Philco, 
Mackintosh toffees, Highland 
Queen whisky, Buckingham furni- 
ture and Mason’s OK sauce. 


Colman, Prentis & Varley, Lon- 
don, billed $39,200,000 in 1958, of 
which $26,600,000 represented 
business done outside of Britain. 

CPV, now in its 25th year, has 
offices in Belgium, France, Italy, 
Canada, Trinidad, Columbia, Ven- 
ezuela, Singapore and Iran. It 
handles such major accounts as 
British European Airways, Austin 
Motors, J. Lyons, Shell Oil, Philip 
Morris and Elizabeth Arden. Dur- 
ing 1958 it added Orlon fiber, Neo- 
prene fiber, Associated Television, 
Spirella corsetry, Sherwood paints 
and two new products, Lyons 
Lonzade soft drink and Highlight 
wave set. It became the center of 
controversy in 1958 as a result 
of its work for the Conservative 
party. This was the first time a 
British political party had hired 
an advertising agency. 


W. S. Crawford Ltd., London, 
billed an estimated $10,360,000 in 
1958. The agency added the Road 
Haulage account and Sykes Ma- 
chine Tools; it dropped KLM Roy- 
al Dutch Airlines, Chemstrand 
and Maconichie’s Foods. Among 
its leading accounts are: Yardley, 
Tootal, Formica, Vauxhall, Van 
Houten, General Electric and Bay- 
er. It employs 322 persons. 


Dolan, Ducker, Whitcombe & 
Stewart, London, billed $5,200,000 
in 1958, of which $1,900,000 rep- 
resented capitalized fees. Compa- 
rable figures for 1957 were $4,100,- 
000 and $1,650,000. The agency 
added Linzi dresses, Nesquik and 
another new product to be mark- 
eted in 1959 by Nestle, and a new 
product from Unilever; it dropped 
the British Trawler Federation 
and it lost the newly-acquired 
Corona soft drink account when 
Beecham took over Thomas Evans 
& Co. The media breakdown was 
newspapers 24%, television 22%, 
magazines 20%, outdoor 10%, 
business papers 7%, farm publi- 
cations 5% and “other” 12%. 
Headed by American adman Pat 
Dolan, the agency has 99 employ- 
es in two offices and expects a 
20% gain in volume in 1959. 


Dorland Advertising, London, 
billed an estimated $6,440,000 in 
1958. The agency added Slender- 
ella, Optilon, Playcraft toys, Eldo- 
rado ice cream, Johnson’s photo- 
graphic products and a new 
product—Rolls Royce Foamatic 
washing machine; it dropped Car- 
ling’s lager. On its account roster 
are: Rolls Royce, Morris cars, 
Walter’s Palm toffee, Twining’s 
tea, Booth’s distilleries, Pirelli 
tires and Shulton. 


Everetts Advertising, London, 
billed an estimated $3,920,000 in 
1958. The agency added Trix 
Model Constructor and dropped 
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Kardomah tea during the year. 
Older accounts are Organon Lab- 
oratories, Ferranti, British Drug 
Houses and Imperial Chemical 
Industries (fertilizers). 


S. T. Garland Advertising Serv- 
ice, London, billed an estimated 
$3,080,000 in 1958. The agency lost 
the Coleman Vitacup health drink 
account during the year. It serv- 
ices Shaeffer pens, Heavenly 
sherry, Berry’s electrical products 
and part of the Thos. Hedley ac- 
count. 


Greenlys, London, billed an es- 
timated $5,600,000 in 1958. The 
agency has some 200 employes on 
such accounts as Australian but- 
ter, Crosse & Blackwell canned 
foods, Ever Ready, Pernod, Gen- 
eral Electric, Westminster Labo- 
ratories and Sans Egal lipstick. 


John Haddon & Co., London, 
billed an estimated $5,600,000 in 
1958. The agency handles a num- 
ber of cigaret and tobacco brands 
for Imperial Tobacco Co., includ- 
ing Seven Player’s cigaret brands. 
It has 150 employes. 


Charles F. Higham Ltd., Lon- 
don, billed an estimated $3,360,000 
in 1958. The agency added new 
business on Lastex yarn and Rap- 
ido hair treatment during the 
year; it dropped HMV radio and 
television and part of the Dunlop 
account. It has 160 employes. 


John Hobson & Partners, Lon- 
don, billed an estimated $3,640,000 
in 1958. The agency had a good 
new business year, adding Kavli 
cheeses, Total oil, Black & Decker 
power tools, Colgate’s Ola, Fab, 
Lustre Creme and Cue hair cream, 
Scandinavian Airlines System, Bo- 
water-Scott’s Andrex paper towels, 
Cadbury’s Chocolate Squeeze and 
Johnson & Johnson’s first aid 
cream. 


Lambe & Robinson-Benton & 
Bowles Ltd., London, created last 
Oct. 31 by a merger of Britain’s 
Lambe & Robinson with Ameri- 
ca’s Benton & Bowles, billed an 
estimated $5,500,000 in 1958. B&B 
acquired a substantial portion 
of L&R shares and Robert Lusk, 
president of the U.S. agency, 
joined the board of the British 
agency. The two agencies had pre- 
viously worked closely together on 
Procter & Gamble business which 
they have in common. Thomas 
Hedley & Co., P&G’s British sub- 
sidiary, pulled Gay detergent out 
of the agency during 1958 and as- 
signed it a new product, Mr. 
Clean. Hedley also announced that 
L&R-B&B would be handling new 
product development. L&R-B&B, 
like Benton & Bowles in the U.S., 
services Tide. The agency also ac- 
quired Ful-O-Pep and Poultry 
Foods from Quaker Oats during 
the year. 


Legget Nicholson & Partners. 
London, billed an estimated $3,- 
080,000 in 1958. The agency added 


Berlei brassieres and Prima 
Scooters during the year; it 
dropped Scandinavian Airlines 


System. It services Player’s Bach- 
elor and Weights cigarets, Dormy 
blankets, English Electrical Co., 
Berkshire nylons and General & 
Industrial paints. The agency has 
117 employes. It opened an office 
in Frankfurt in 1957. 


Lintas Ltd., London, regardec 
as a house agency for Unilever 
billed an estimated $9,800,000 ir 
1958, although on the basis o 
space bookings, the estimated bill- 
ing would appear to be about 
$15,680,000. The difference is ex- 
plained by the fact that Lintas 
block books space for Unilever 
products while the advertising 
may be handled by one of nine 
other agencies. Lintas deduct: 


part of the 15% commission or 
these accounts for its space anc 
time booking activities. The agen- 
cy has 470 employes and service: 
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such Lever brands as Birds Eye, 
Wall’s, Surf, Lifebuoy, Puritan, 
Quix, Rinso and Sunlight. Hudson 
& Knight, one of the many Uni- 
lever companies, assigned Silver 
Dew soap to the agency in 1958. 


Cc. J. Lytle (Advertising) Ltd., 
London, billed an estimated $5,- 
320,000 in 1958. The agency added 
the Trill Budgerigar seed account 
during the year. It has a staff of 
145 and handles Regent oil, Pal 
razors, State Express cigarets, 
Coldrator refrigerator, Gordon’s 
gin and South African Airways. 


London Press Exchange, Lon- 
don, sometimes described as the 
“largest advertising and market- 
ing organization in Europe,” billed 
$32,425,000 in 1958, of which $2,- 
820,000 represented business done 
outside of Britain. In 1957, it 
billed $27,170,000, of which $2,- 
185,000 represented overseas busi- 
ness. 

The LPE organization consists 
of a number of associated compa- 
nies. Among them are: Intam 
Ltd., an international advertising 
agency operating through its own 
offices in South Africa and Rho- 
desia and through affiliated agen- 
cies in other countries; St. James’s 
Advertising & Publishing Co., 
Britain’s largest financial adver- 
tising agency; Technical & Gen- 
eral Advertising Agency, a fully- 
staffed agency servicing industrial 


were $4,540,000 and $990,000. The 
agency placed 35% of its billings 
in newspapers, 23% in magazines, 
14% in business papers, 10% in 
television, 7% in outdoor, 6% in 
cinema advertising and 5% in 
other media. It has 143 employes 
and looks for a volume increase of 
25% in 1959. 


Osborne- Peacock, London, bill- 
ed an estimated $6,000,000 in 1958, 
compared with $5,500,000 in 1957 
—excluding fees. The agency add- 
ed Fourways Travel Agency and 
David Whitehead fabrics during 
the year; it began billings on Cus- 
son’s toiletries in January, 1959. 
It has 240 employes in four of- 
fices. 


Allardyce Palmer, London, | 
billed $3,060,000 in 1958, of which | 
$260,000 represented capitalized 
fees. Comparable figures for 1957 
were $2,910,000 and $250,000. The | 
agency points out that these fig- 


clients; Research Services Ltd., a 
market research company; Out- 
door Publicity Ltd.; Publicity Arts | 
Ltd.; Fanfare Press; LPE Televi- | 
sion Ltd.; and an independently | 
operated public relations division. 

Founded in 1892, LPE reached a 
billings level of £2,200,000 in 1939 
and came out of World War II 
with billings of £1,250,000. The 
agency currently has capital and 
reserves of $3,000,000. During 
1958 it added three important ac- 
counts: Remington Rand shavers, 
Beecham’s Corona soft drinks and 
Beecham’s Maclean’s toothpaste 
overseas. The agency has 1,200 
employes and looks for a billings 
gain of 10 or 15% in 1959. 


Mather & Crowther, London, 
one of Britain’s largest agencies, 
billed an estimated $20,000,000 in 
1958. 

The agency had a notable new 
business year, adding two milk 
marketing boards in Scotland (the 
agency is particularly strong in 
the dairy field), Tetley tea, Brazil 
pies and sausages, Singer sewing 
machine, Encyclopedia Britannica, 
James Pascall Ltd. and the East- 
ern Electricity Board; in addition, 
Jaeger woolens and Gray Dunn 
biscuits were acquired as of Jan. 
1. Older accounts include Ronson, 
Bachelor’s canned vegetables, J. 
Wix cigarets, Associated Electrical 
Industries, Shell Oil, I. C. I. Tery- 
lene fiber, Aspro and Goya toilet- 
ries. The agency has 520 employes 
and is one of the founding partners 
in Ogilvy, Benson & Mather, New 
York. 


Masius & Fergusson, London, 
successor to Lord & Thomas’ Lon- 
don office, billed an estimated $15,- 
400,000 in 1958. The agency added 
Capstan cigarets and dropped Van 
Heusen during the year. Among 
its major clients are Colgate-Palm- 
olive, Beecham Foods, KLG, spark 
plugs, Brown & Polson, Kiwi shoe 
polish, Coates cider and Innox 
toiletries. It has 335 employes. 


Napper, Stinton & Wolley, Lon- 
don, billed an estimated $2,800,- 
000 in 1958. The agency added 
Loxene medicated hair cream, 
Moulin Rouge toothpaste, Mentho- 
latum and Coleman _ Vitacup 
health drink during the year; it 
dropped the Chas. Pfizer pharma- 
ceutical account. 


Notley Advertising, London, 
billed $4,920,000 in 1958, of which 


ures do not include the operations | 
of its Paris office, which is organ- | 
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MEDIA RECORDS 


Now Confirms It... 
Ranked SIXTH in the Nation, (1958 Media Records) 
with 1,038,689 total lines gained— 
TH 


Atlantic City Press 


justifies its position as FIRST in Southern New Jersey's Big Rich Growing 
Market of Atlantic, Cape May and Cumberland Counties. 

Here is positive proof that the best way—the only way—to cover this great 
concentration of buying power, representing $521,423,000 in annual retail 
sales, is to place your message in the Atlantic City Press. 


Atlantic City Press 


Southern New Jersey’s “Good Morning” Newspaper 
Rolland L. Adams, President 
Scolaro, Meeker & Scott, Inc., National Representatives 


$990,000 represented capitalized 
fees. Comparable figures for 1957 
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MARKET DATA and 
DIRECTORY NUMBER? 


... Ever thought how many different ways the MARKET DATA 
BOOK can be used? Here are a few of the many ways readers are 
now using this market and media directory . . . 


®@ MARKETING 


To identify and select “new markets” for established products 

To select test markets 

To identify specific buying influences within a given market 

To evaluate relative importance of respective markets for a given product 
To match markets with media serving that market 

As a source of additional market data currently available 

To plan product research and development—within a given market 


© ADVERTISING 


To select appropriate media for coordinated ad campaigns 

To compare media covering the same market 

To prepare preliminary ad budgets 

To schedule copy and art deadlines, based on media closing dates 

To determine copy slants most appropriate for reaching specific markets 


@ SELLING 


To prepare sales forecasts 
To estimate sales quotas 
To map sales territories 
To locate sales weaknesses 


. || e PROMOTION 

To prepare mailing lists for publicity releases 

To prepare speeches 

As a source of presentation and/or display materials 
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ALL NEW & ENLARGED 
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The magazine of selling and adveiliaing lo business and andikiy 


200 EAST ILLINOIS STREET - 


CHICAGO 


ILLINOIS 
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ized as a separate company. 
During the year the agency 

added Trollope & Colls, Henry 


Sykes, Chilton electric products 
and “21 small accounts.” No im- 
portant accounts were lost. The 
media breakdown was business 


papers 40%, newspapers 31%, 
magazines 15% and 14% for other 
media, including supplements, 


outdoor, television, farm publica- 
tions, point of sale and transit ad- 
vertising. The agency has 110 em- 
ployes in three offices and expects 
volume to increase 10% in 1959. 


S. C. Peacock Ltd., London, 
billed an estimated $3,640,000 in 
1958. The agency, which has 200 
employes in five offices, is linked 
with the Brunning group of mark- 
eting companies, which includes 
mobile sales forces and circular 
distributors. The Brunning group 
has a reported volume of $11,200,- 
000. Among the Peacock accounts 
are Avro corsetry, Red Heart pet 
foods, Guy Motors, Rope & An- 
chor rum, Pifco electrical prod- 
ucts, Mayfair canned meats and 


ic leader 
dynamic industry 


MINING 


asTn, 


dynami 


COAL 


Feeling the coal industry's 
pulse, comparing it to busi- 
ness in general, evaluating 
new developments and then 
making accurate projections 
of future trends—that'’s been 
Coal Mining's editorial policy 
since 1898. 

In 1944, for example, Coal 
Mining was already giving 
authoritative data on the ef- 
fects that automation would 
have on methods, equipment 
and personnel. Then, as today, 
Coal Mining was look- 
ing ahead... providing 
vital information to the 
men who plan, specify 
and buy your products. 

Write today for circulation 
facts and rates. 


AA-4744 


COAL MINING 


4575 Country Club Drive © Pittsburgh 36, Pa. 
the cool indwstry since 1898 
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Standard Brands. The agency re- 
|signed from the Institute of Prac- 
titioners in Advertising (British 
equivalent of the American Assn. 
of Advertising Agencies) at the 
end of 1958 on the ground that 
the association’s by-laws re- 
stricted new business activity. 


Alfred Pemberton, London, 
billed $5,564,526 in 1958, com- 
pared with $4,547,602 in 1957. The 
agency added five accounts—Bur- 
roughs Wellcome, Perrier, East 
Midland Allied Press, Solartron 
Electronic Group and Langeberg 
Kooperasie Beperk; it dropped 
Armstrong Siddley Motors. The 
media breakdown was magazines 
and newspapers 54%, television 
36%, point of sale 5% and the re- 


Liquid detergent, a new product| 
marketed by Domestos Ltd. It} 
services Viota cake mixes, Ecko 
electrical products, Kenwood ap- 
pliances, Cherry Heering liqueur 
and Parke-Davis. 


F. C. Pritchard Wood & Part- 
ners, London, billed an estimated 
$9,800,000 in 1958. The agency 
dropped Churchman cigarets and 
tobacco and Wills’ Capstan ciga- 
rets during the year. Among its 
clients are Kelvinator, Boots phar- 
maceuticals, Hammond’s beers, 
Summer County margarine, Glaxo 
Laboratories, Westclox, Rover cars 
and British Oxygen. It has some 
300 employes. 


maining 5% in outdoor, transit 
advertising, cinema advertising | 
and other media. The agency has 
156 employes and expects volume | 
to be up 25% in 1959. 


Raynor Webber & Stiles, Lon- 
don, billed $420,000 in 1958, com- 
pared with $168,000 in 1957. The 
agency added National Spastics 


| dles Ford Motor, Baker & Dobson 
1| chocolates and Cartier jewels. 


and Pan Britanicca. The media 
breakdown was television 25%, 
magazines 22%, newspapers 20%, 
|business papers 15%, point of sale 
10%, outdoor 4% and “other” 4%. 
The agency reports 40 employes, 
“including studio,” and looks for a 
75% gain in volume in 1959. 


G. S. Royds Ltd., London, billed 
an estimated $7,560,000 in 1958. 
The agency has some 250 employ- 
es servicing such accounts as 
Brylecreem, Bristol-Myers, Beech- 
am, British Celanese, Electrolux, 
Cutes, Peggy Sage and Courtauld’s. 


Rumble, Crowther & Nicholas, 
London, billed an estimated $3,- 
360,000 in 1958. The agency han- 


Samson Clark & Co., London, 
billed an estimated $3,360,000 in 
1958. Among its accounts are Cal- 
ifornia Cottons, Hunting Clan Air 
Transport, Emu wines, Ronuk 
floor polishes and _ Biro-Swan 
pens. 


Saward, Baker & Co., London, 
billed an estimated $4,760,000 in 
1958. The agency added Relay Ex- 
changes Ltd. and Youthcraft foun- 
dations during the year; it dropped 
a Nestle chocolate product. It has 
135 employes. 


Service Advertising, London, 
billed $8,700,000 in 1958, of which 
$280,000 represented capitalized 
fees and $185,000 represented 
business done outside of Britain. 
Comparable figures for 1957 were 
$7,200,000, $180,000 and $70,000. 
The agency added British Petrole- 
um (overseas), International 
Synthetic Rubber and Fray Ben- 
tos; no important accounts were 
dropped. It has 170 employes and 
sees 1959 about the same as 1958. 


G. Street & Co., London, billed 
an estimated $5,040,000 in 1958. 
The agency added four accounts— 
Pitman’s Correspondence Schools, 
Telefusion Ltd., St. Ivel cheese 
and Maconichie’s foods; it dropped 
Remington Rand shavers and Fray 
Bentos. It continues to service 
Remington Rand business ma- 
chines, as well as Barclay founda- 
tion garments, Gaymer cider, De 
Kuyper liqueurs, Martell brandy, 
Vespa scooters and 7-Up. 


C. Vernon & Sons, London, 
billed an estimated $2,800,000 in 
1958. The agency added the Bibby 
Dimple lard account during the 
year. Other clients are Trex cook- 
ing fat, Whiteways cider, Renault 
and Robinson’s soft drinks. 


Willings Press Service, London, 


1958. The agency added the BBC 


|The agency added three accounts: 


CHILE 
Magallanes Publicidad, Santi- 
ago, billed $190,000 in 1958, of 
which $30,000 represented capital- 
ized fees. Comparable figures for 
1957 were $40,000 and $10,000. 


Telefunken, Argentina Airlines 
and Cicoma. One account—Cia. 
Industrial y Comercial Tres Mon- 
tes—was dropped. The media 
breakdown was radio 50%, news- 
papers 33%, point of sale 8%, out- 
door 6% and magazines 3%. The 
agency has 12 employes and sees 
1959 about the same as 1958. 


CUBA 

Publicidad Guastella, Havana, 
billed $3,000,000 in 1958, com- 
pared with $2,550,000 in 1957. 
The agency added Du Pont Inter- | 
America Chemical Co. (Du Pont) 
paints), J. Z. Horter Co. (Admiral 
appliances) and Cia. Nacional de 
Alimentos (Libby’s); no accounts 
were lost. The media breakdown 
was television 32%, radio 25%, 
newspapers 18%, magazines 15%, 
outdoor 6% and other 4%. The 
agency has 64 employes and ex- 
pects a 12% gain in volume in 
1959. 


Soria, Ruiz & Cia. Publicidad, 
Havana, billed $1,400,000 in 1958, 
compared with $1,200,000 in 1957. 
The agency added U.S. Rubber 
Co. Television took 60% of bill- 
ings, newspapers 20%, magazines 
10% and radio 10%. The agency 
has 32 employes and looks for a 
10% increase in volume in 1959. 


DENMARK 
A/S D.E.A. Reklamebureau for 
Danske’ Erhverv, Copenhagen, 


billed $519,463 in 1958, compared 
with $460,406 in 1957. The agency 
placed 50% of its billings in news- 
papers, 29% in magazines, 8% in 
business papers, 3% in point of 
sale, 1% in farm publications and 
9% in other media. It has 29 em- 
ployes and sees 1959 about the 
same as 1958. 


Harlang & Toksvig Reklamebu- 
reau, Copenhagen, billed $3,140,000 
in 1958. In 1957, the agency billed 
$2,710,000. It added six accounts 
and lost one—none specified. It 
placed 73% of its billings in news- 
papers, 14% in magazines, 5% in 
business papers, 3% in farm pub- 
lications, 2% in outdoor and 3% 
in cinema advertising and other 
media. The agency has 198 em- 
ployes in six offices and sees 1959 
about the same as 1958. 


FRANCE 

Elvinger S. A., Paris, billed $7,- 
000,000 in 1958, compared with 
$6,400,000 in 1957. The agency 
added Spic ’n Span from Procter 
& Gamble, Vals St. Jean mineral 
water, Formfit foundation gar- 
ments, Garnier Linen, Thiebault 
cigars and Reckitt & Colman’s 
spray window cleanser. The media 
breakdown was: newspapers and 
magazines 55%, radio and televi- 
sion 18%, outdoor 10%, printed 
matter 7%, cinema 5%, produc- 
tion 4% and “other” 1%. The 
agency has 200 employes. 


Publicis S.A., Paris, billed $10,- 
000,000 in 1958, compared with 


| Pont 
|I.B.M and Stendhal beauty prod- 


largest agency, Publicis works for 
Shell Oil, Colgate-Palmolive, Coty 
and Singer Sewing Machine, 
among others. During 1958 it add- 
ed Phildar wool, Refrigerating In- 
dustries Council, Ronson, Nydel 
table linen, U.S. World Trade Fair, 
California International Trade 
Fair, Berliet trucks, Pechiney (big 
French chemical company), 
French Iron & Steel Industries 
and the French Aeronautical In- 
dustry; Knittax Knitting Ma- 
chines was dropped. It also opened 
a liaison office in New York and 
affiliated with agencies in Belgi- 
um, Germany and Austria. 

The media breakdown’ was 
magazines 35%, newspapers 30%, 
radio 14%, films 9%, outdoor 9% 
and the remainder for point of 
sale and other media. The agency 
employs 270 persons in three of- 
fices and expects volume to in- 
crease 15% in 1959. 


Publicite R. L. Dupuy, Paris, 
billed $7,000,000 in 1958, com- 
pared with $6,000,000 in 1957. The 
agency added a number of new 
accounts: Roger Bellon Laborato- 
ries, Rhodiaceta plastics, Safic 
Alean (Neoprene), Lilloise de 
Chaines (industrial chains) Du- 
(Elastomers), Gendron, 


ucts; no important accounts were 
lost. The media breakdown was 
newspapers 50%, cinema 20%, 
radio 15%, outdoor 10% and mag- 
azines 5%. The agency has 172 
employes in two offices and looks 
for a volume gain of 15% in 1959. 


Synergie Publicite & Propagan- 
de, Paris, one of France’s largest 
agencies, billed $8,000,000 in 1958, 
of which $1,600,000 represented 
capitalized fees. Comparable fig- 
ures for 1957 were $6,022,000 and 
$934,000. 

Founded in 1932, Synergie did 
much of its early work for the 
French textile industry. Today the 
agency services 10 industry-wide 
associations, as well as such ac- 
counts as Caltex, Houbigant, For- 
mica, Helanca, Remy Martin, 
Thomson appliances, Vittel and 
Lever’s Oma. It maintains its own 
market research organization, Sy- 
nergie-ROC. 

During 1958 the agency added 
Parker Pen, A.D.G. Camping-Gaz 
(bottled butane), Pernelle knit- 
ting wool and Fiat; it dropped 
Brochet ginger bread. The media 
breakdown was magazines 35%, 
newspapers 27%, radio 5%, out- 
door 4% and the remainder for 
cinema advertising, point of sale, 
printed materials, art and me- 
chanicals. The agency has 190 em- 
ployes and sees 1959 about the 
same as 1958. 


GERMANY 

Hanns W. Brose GMBH, Frank- 
furt, billed $8,333,000 in 1958, com- 
pared with $6,667,000 in 1957. The 
agency placed 60% of its billings 
in newspapers and magazines, 19% 
in outdoor, 11% in radio, televi- 
sion and films and the remaining 
10% in other media. It has 148 
employes in five offices and ranks 
as one of the largest agencies in 
Germany. 


Carl Gabler Werbegesellschaft, 
Munich, billed $7,083,500 in 1958, 
up sharply from the $5,992,500 
billed in 1957. The agency added 
Canada Dry International, Joseph 
Brancroft & Sons (Minicare, Ban- 
Lon) and Hans Schwarzkopf. It 
has 385 employes in six offices 
and sees 1959 about the same as 
1958. 


Dr. Grupe & Co., Hamburg, 
billed $3,400,000 in 1958, com- 
pared with $2,500,000 in 1957. It 
added “several small accounts.” 
The media breakdown. was: out- 
door 30%, magazines 30%, news- 
papers 27%, supplements 5%, ra- 
dio 5%, business papers 2% and 


$8,400,000 in 1957. 


086. an estimated $3,080,000 in 


Publications account and Softly 


Generally regarded as France’s 


farm publications 1%. The agency 
has 160 employes in six offices. 
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Troost Werbeagentur, Dussel- 
dorf, billed $5,120,000 in 1958, of 
which $1,070,000 represented cap- 
italized fees. Comparable figures 
for 1957 were $3,145,000 and $1,- 
000,000. The agency placed 77% 
of its billings in newspapers, mag- 
azines and business papers, 10% 
in outdoor, 9% in supplements and 
4% in radio. It has 138 employes 
and expects a gain of 60% in vol- 
ume in 1959. 


GREECE 

Hellenic Advertising, Athens, 
billed $390,000 in 1958, of which 
$40,000 represented capitalized 
fees. Comparable figures for 1957 
were $323,500 and $28,550. The 
agency added Chesebrough-Pond’s, 
BP marine lubricants and Helene 
Curtis cosmetics. The media break- 
down was: newspapers 20%, mag- 
azines 20%, radio 26%, business 
papers 5% and other (including 
outdoor, point of sale and promo- 
tion) 29%. It has 43 employes and 
looks for a volume increase of 40% 
in 1959. 


D.K. Leventis Advertising Agen- 
cy, Athens, billed $560,000 in 1958. 
The agency added Berliner beer 
and Finos Films. It placed 60% 
of its billings in newspapers, 20% 
in magazines and 20% in radio. 
It reports 254 employes in eight 
offices and expects volume to be 
up 11% in 1959. 


HONG KONG 

Cathay, Hong Kong, one of the 
largest agencies in Southeast Asia, 
billed $1,722,276 in 1958, com- 
pared with $1,311,403 in 1957. The 
agency reports 165 employes in 
three offices and sees 1959 about 
the same as 1958. 


National Advertising Service 
Private, Bombay, billed 1,900,000 
rupees in 1958—equivalent at 
current exchange rates to $380,- 
000. It added Boots Pure Drug, 
Parke-Davis, Hindustan Syringes, 
Ishwar Industries and four small- 
er accounts during 1958; no im- 
portant accounts were lost. News- 
papers took 70% of the billings, 
films 20% and radio 10%. The 
agency has 53 employes in four 
offices and expects to increase its 
volume 10% in 1959. 


IRELAND 
Arrow Advertising Agency, 
Dublin, billed $183,200 in 1958, 
compared with $126,660 in 1957. 
The agency added the Department 
of Agriculture and National Sav- 
ings as accounts; none was lost. It 
has 13 employes and sees 1959 

about the same as 1958. 


JAPAN 

Dentsu Advertising, Tokyo, one 
of the world’s largest advertising 
agencies, billed $101,297,545 in 
1958, of which $36,497,640 repre- 
sented capitalized fees. Compara- 
ble figures for 1957 were $88,649,- 
670 and $30,703,245. 

Dentsu services some 5,000 ac- 
counts and accounts for about 
40% of the advertising done in 
Japan. It added a number of new 
accounts in 1958 but the major 
portion of its increased billings 
resulted from additional appropri- 
ations by existing clients. The me- 
dia breakdown was newspapers 
50%, radio 20%, television 17%, 
outdoor 7%, magazines 4% and 
other 2%. The agency has 2,402 
employes in 24 offices and expects 
to increase its volume 25% in 
1959. 


Oriental Advertising Agency, 
Tokyo, billed $66,503 in 1958, of 
which $6,670 represented capital- 
ized fees. Comparable figures for 
1957 were $16,959 and $2,000. The 
media breakdown was magazines 
50%, newspapers 30%, supple- 


ments 10% and cinema slides 10%. 
The agency has 16 employes in 
two offices and looks for a 100% 


gain in volume in 1959, 


Ee 


oth Ww 


mn ws Tr A ecams mars eS 


om Ae oe ey 


wi hs eS tae oo ee SS ogee a ae ee ee ie a ee ge ee cree em 8 a ee oe Pai aerate ig ee 
‘Sane eee. , — eo a ERS ne > aie * BE PSR i erg or ets me OS me a 
ee ee par ee ee ee, ra ee me : . me a . ee eee 
“Sy fae eras On 2 irae an aaa Ys I ek hy Shey PME Bevo noe cai ees ae L ee etek ’ ee ee 
Bi feo 2a eas Puna Po SS a i a =. Fe i ein oe eo Tinehig 2 ee aes : Paes : peta : ; P J 
7% \ 
i : 
Ik 
; | Advi 
No 
' gene 
adve 
a bille 
a 8 $1,14 
ave , fees. 
on were 
igs i Nob! 
: ie: cour 
oe rets, 
me's Chai 
2 + drin 
Se a \ Milk 
; 86. Can 
a . Tl 
A 56 % 
: vert 
se 
ea HN) oute 
} 1%. 
and 
27% 
i N 
. can 
sevi 
5 xt Net 
} aro’ 
: : , wer 
rn eee ber 
x ber 
oe ; } (8ro 
gts 9 s 
e ; icel 
an LA the 
; . i! lan 
_ A SNe ae M Th 
4 | Y 
iy q 
ae y Obil 
ieee Pe e wit 
a is ad 
big i A 
aoe _— “= INDIA } Br 
: egtes —— Cc k 
% \ wy bre 
=e be ~ al ) bu 
ie > owes! | n 68% 
ee ier Y = . — | 
ee re AAc- <a s | .- * 
Ree tog — — 
a are \ a ae tf fi i un 
i ~ 4 
eee & ar = a4 { 
as = |e fee 
et ral & 1 bil 
oe 7 “wer ~ I \ A 
/ ‘= P im. 
a . - | i 
é ; ra 
—— § at 2 zi 
aide ay ‘ of \ fo 
Peres < } : ne 
ee ™ * ar 
cae te, 3 
Jey Sah ss) o 7 
pa gts ; a 
Sh owe ee : . aa 
ce | \ 
Base 
Seer Bee | ‘ 
Bets | 4 | 
Paes 
eS : 
oa i 
a | j 
: } i 
eae i 
Beet, i 
i 
. - ' » 
4 ee ,! 
Meat «0 r* 
" 
7 7 
5 
| 4 
: na } 3 | 
— wi : 
i i iy '} 
. _ ) Mi i ; 
1§ . | q | 
ae = Ee nw i 
Se a sidine ee | 
eres { 
a * 
ee | 
i i oo a ——— : 
oo etes 
Se ee r—“Ct;ssCtsSS; po CCC q 
Hate = Re es Ta nt erie a A a co ae oP a vida fe whee Br ogi Se ON = Sy wae 
aR cease fare icy Shh Ee AOS 2 cated Po ies eed a en Se rial ee bY ee Met ae ane aig: : Lert, Faces 
Ra ee cc a SN a eee eae! pai < abae ahr 2 eae: a yee maat 9° . FW eed Me cegs ae i eee oe 
ee Ok ee ee eg Tae care herr: pee ee ae cae or Bevin <tteanee? Bi + a Rye a SIE irs 


== 


Advertising Age, February 23, 1959 
MEXICO 


Ervaco Advertising, Stockholm, 


Noble Advertising, Mexico City, | billed $4,865,000 in 1958, of which 
generally regarded as the largest | $1,425,000 represented capitalized 


advertising agency 


in Mexico, | fees. Comparable figures for 1957 


billed $4,000,000 in 1958, of which | Were $4,280,000 and $1,450,000. — 
$1,140,000 represented capitalized| One of the largest agencies in 
fees. Comparable figures for 1957 | Sweden, Ervaco accounts for about 


were $3,316,800 and $1,000,000. 


(10% of the combined volume of | 


held companies. Its latest report, 
for the calendar year 1957, shows 
| that the agency earned a net prof- 
it after taxes of $17,470 on its bill- 
ings of $4,280,000. At the end of 
1957 the agency had funds in ex- 
cess of $175,000. 

Ervaco services some 70 clients, 


A Procter & Gamble agency,, member agencies of the Swedish|among them: Brylcreem, Cham- 


Noble added a number of new ac- Assn. of Advertising Agencies. Er- | pion Spark Plug, Esso, S.C. John- | 


counts during 1958: Lord’s ciga- | Vvaco is one of the few agencies in ‘son, SAS, Volkswagen, Premier 


rets, Bourjois, 


Metro chain stores, the 


drinks, Super Anahist, Carnation |to the annual reports of publicly-|state liquor monopoly and_ the 


Milk and Mohawk Rug. It dropped | 


state tobacco monopoly. 

Its media breakdown for 1958 
was newspapers 61%, magazines 
23%, business and farm publica- 
tions 13%, outdoor 2% and other 
1%. The agency has 172 employes 
in two offices and looks for a vol- 
ume increase of 8% in 1959. 


SWITZERLAND 
Dr. Rudolf Farner Advertising, 


Barbara Gould, the world which publishes annu- | coffee, Royal Swedish Automobile | Zurich, billed $4,030,000 in 1958, 
Chanel, Orange Crush, Titan soft | ally a financial report comparable | Assn., of which $2,410,000 represented | 


|capitalized fees. Comparable fig- 


173 


ures for 1957 were $3,680,000 and 
$2,155,000. The agency added one 
major account at the end of the 
year—Nestle’s Maggi soups. The 
media breakdown was magazines 
35%, newspapers 20%, point of 
sale 19%, radio 10%, television 
5%, outdoor 6% and other 5%. 
|The agency has 75 employes and 
|expects a 15% gain in 1959. 


_ Addenda 
Profiles of seven agencies that 
missed deadline are on Page 176. 


Canada Dry and Elizabeth Arden. | 

The media breakdown was radio 
56%, television 14%, movie ad- 
vertising 12%, newspapers 8%, 
magazines 5%, point of sale 3%, 
outdoor 1% and business papers 
1%. The agency has 82 employes 
and looks for a volume increase of | 
27% in 1959. 


NETHERLANDS 

Nijgh & Van Ditmar, Rotter-| 
cam, reports that it is one of the | 
seven leading agencies in the 
Netherlands, with annual billings 
around $2,600,000. Its volume} 
went up in 1958 and it expects a| 
further gain in 1959. It is a mem- 
ber of the Plan _ International 
group of agencies. 


Smit’s Reclame-advies en Serv- | 
icebureau, Amsterdam, probably | 
the largest agency in the Nether- | 
lands, billed $3,450,000 in 1958, | 
compared with $3,240,000 in 1957. | 
The agency has 106 employes. 


NORWAY 

Trygve Dalseg & Co., Oslo, | 
billed $435,000 in 1958, compared | 
with $340,000 in 1957. The agency 
added three accounts: A.S. De 
Forende Ullvarefabrikker D.F.U., 
Brodrene Dogloug and A/S Nidar 
Chokoladefabrik. The media 
breakdown was newspapers 65%, 
business papers 9%, magazines 
8% and other 19%. The agency has 
30 employes and looks for a vol- 
ume gain of 20% in 1959. 


PERU 

Publicidad Lowder, Lima, 
billed $400,000 in 1958, compared 
with $500,000 in 1957. The agency 
added three accounts: Berkshire, 
Admiral and Longines. The media 
breakdown was newspapers 40%, 
radio 30%, cinema 10%, maga- 
zines 5%, outdoor 5% and 10% 
for other media. including busi- 
ness papers, transit advertising 
and point of sale. The agency has 
32 empioyes and expects to in- 
crease its volume 10% in 1959. 


PHILIPPINES 
Philprom Inc., Manila, billed | 
3,449,695 pesos (approximately | 


$1,000,000) in 1958, of which 842,- 
004 pesos represented capitalized | 
fees. Comparable figures for 1957 
were 3,170,639 and 814,434 pesos. 
The agency added five accounts: 
Canada Dry Bottling Co. Sun 
Bros. Hosiery Mills, Industrial Fi- 
nance Corp., Inter-Island Gas 
Service and United General In- 
dustries. The media breakdown 
was newspapers 55%, television 
and radio 21%, magazines 8%, 
outdoor 12%, point of sale 2%, 
business papers 1% and supple- 
ments and farm publications 1%. 
The agency has 67 employes and 
sees 1959 about the same as 1958. 


SWEDEN 
AB Svenska’ Telegrambyran, | 
Stockholm, which claims to be | 
Sweden’s largest agency, billed 
$8,000,000 in 1958, compared with | 
$7,000,000 in 1957. The agency has 
400 employes in four offices and | 
expects to increase volume in ’59. 


Allmanna Annonsbyran, Stock- | 
holm, billed $355,000 in 1958, 
compared with $282,000 in 1957. | 
The agency added Coca-Cola, | 
S&W and Chase & Sanborn dur- 
ing the year. It has 92 employes 
in two offices and sees 1959 about 


the same as 1958. | 
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The colorful mid-month magazine devoted to family living. 


They buy products 
for family use: 


81.1% own their own homes. 
90.0% own one or more automobiles. 
50.0% own power mowers. 
32.9% own home freezers. 


To get your copy of the new booklet, with 
data on “'Together’s Family Market” write: 


Together ...:... 


Published by The Methodist Publishing House 
740 N. RUSH STREET + CHICAGO 11, ILL. 


READ BY OVER 900,000 CHURCH FAMILIES 
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r Pages r Lines 
dan. dan. dan. dan. Jan. dan. dan. dan. 
1959 1958 1959 1958 1959 1958 1959 1958 

Weeklies, Bi-Weeklies, Semi-Monthlies (January) 

EE Gude coctevnenes 21.6 14.2 — a 9,072 5.954 _—— a 
tCue ..... 64.5 53.2 — == 27,669 22,807 ——— et 
DM REE és dedadsanndes 38.0 35.5 —_— —_ 15,960 14,896 —— — 
Air iine Juss kus bibs dud 28.1 23.0 —_— — 28,135 23,044 — —— 
Mr Suse ageteuawesceds 181.6 188.2 —— — 123,500 128,008 _——_ — 
CM  cacicccyatanesi-a 57.8 54.3 aoe oe 39,304 36,924 ed eae 
Me BT ee 310.3 251.3 — — 133.110 107,826 ed aa 
SE “s 177.5 171.2 ae eS 74,550 71,904 —— _— 
Presbyterian Life .......... 10.3 9.6 oe SS 4,320 4,059 —— os 
. 20.8 16.5 — —— 8.754 6,951 a ee 
tSaturday Evening Post ...... 171.3 154.0 — er 116.471 104,733 ee aa 
?tSaturday Review .......... 109.6 84.8 a —— 46,033 35,636 on —— 
tSporting News ............ 14.5 22.4 ae —- 15,690 24,310 ed i 
§Sports Ilustrated .. deals 84.5 80.0 ee a 36,213 34,282 —-- ee 
WO Sessee I Te 209.0 199.0 — — 87,781 83,635 —— a 
PY skids daubd eeeu esto 57.7 46.5 — aaa 10,506 8. _—_— —— 
U.S. News & World Report .. 193.8 202.8 — a $1,411 85,171 —— ee 

. ea 1,750.9 1,606.5 —s ae 858,479 798,614 


+ Five issues in January 1959; four issues in January 1958. | Four issues in January 1959; five issues in January 


1958. § Starting with January figures regional pages and linage are counted in full except where an ad has appeared 


in more than one regional edition; then the space is counted only once. Last year linage figures for regional space 
were given on a pro rata basis. 


- Pages Lines —~ 
Feb. Feb. dan.-Feb. 4an.-Feb. Feb. Feb. dan.-Feb. dan.-Feb. 
1959 1958 1959 1958 1959 1958 1959 1958 
Women's 
tBride & Home ........... — — 73.6 62.4 —— 46,558 39,479 
+Bride’s Magazine .......... — oe 214.6 207.9 —— 135,627 131,371 
Good Housekeeping ......... 78.7 85.0 133.3 142.7 33,763 36,443 57,182 61,220 
Everywoman'’s Family Circle .. 44.0 35.8 67.8 56.8 18,876 15,358 29,086 24,367 
Ladies’ Home Journal ....... 102.8 82.1 147.3 143.3 69,936 55,848 100,147 97,433 
ct chek sen oda's 69.2 68.6 108.1 104.5 47,049 46,616 73,516 71,064 
tModern Bride ............. 129.1 185.4 129.1 185.4 81,610 117,160 81,610 117,160 
§Parents’ Magazine ........ 52.8 51.1 84.1 78.1 22,743 21,999 36,231 33,670 
CD cWehekasecce ee ban 91.4 80.2 194.1 133.5 62,171 54,537 101,410 90,766 
Western Family ............ 17.1 15.9 32.2 29.2 7,184 6,696 13,529 12,298 
CE. ds aden ves ve 39.1 28.3 59.2 50.3 16,774 12,570 25,397 21,579 
i rrr 61.1 52.3 97.7 85.9 11,979 10,262 19,169 16,845 | 
I a wikia. Sp ayes’ 685.3 684.7 1,296.1 1,280.0 372,085 377,489 719,462 717,252 


t Published quarterly in January, April, July and October. t Beginning in 1959 Modern Bride changed from a quarterly 
to a bi-monthly. § Includes Shopping Scout Section linage. 


General 
American Artist ............ 22.3 27.0 53.8 61.0 9,375 11,327 22,614 25,617 
American Forests .......... 10.4 14.6 23.4 29.9 4,368 6,132 9,828 12,572 
American Legion ............ 16.3 15.0 31.8 21.5 6,851 6,313 13,345 9,027 
Sn Cheah hGs's bh barere >< 24.0 22.0 42.0 38.0 10,277 9,390 17,906 16,271 
i Ken ciakesdeesacdee 50.8 32.8 78.9 60.9 21,346 13,769 33,173 25,596 
Christian Herald ........... 61.9 56.1 88.2 90.2 26,591 24,086 37,855 38,729 
649 dn09 eee bewenes 12.2 8.9 25.1 16.4 5,104 3,723 10,562 6,899 
REE Stay eae Oe 48.0 40.0 91.0 68.0 8,640 7,200 16,380 12,240 
0 EP rere eS 24.4 22.9 45.9 40.8 10,452 9,824 19,685 17,493 
SRS ee 73.1 59.5 130.8 112.8 49,772 40.516 88,965 76,767 
ED So cocdosveoacs 13.8 14.6 22.9 26.0 5,924 6.276 9.849 11,204 
i crens £420 nhighes ves 54.8 43.0 129.2 101.3 37,306 29,248 76,086 68,795 
MI Ccbsccess sasesés 17.2 18.3 28.7 31.9 11,835 12,516 19,575 22,006 
Pe ph bbe be keudsenpeee 53.8 44.5 96.8 83.5 22,592 18,677 40,664 35,057 
EN Aatbibbé er b00beeews 30.8 31.9 48.3 §2.1 13,199 13,691 20,708 22,353 
i RS er 37.6 41.5 56.0 60.8 16,565 18,283 24,737 26,834 
Harper's Magazine .......... 46.0 25.1 72.4 51.3 19,326 10,563 30,431 21,557 
 -» - == 38.4 45.8 83.7 —— 16,124 19,219 35,141 
Ev occvestesenes 80.5 68.2 146.5 136.7 33,810 28,66 66,530 57,435 
CE UES 650646 cn0ks 78.5 80.2 158.6 153.6 53,356 54,524 107,840 104,470 
ed bent coseteaeese 31.1 24.3 54.6 40.0 13,076 10,192 22,946 16,786 
Improvement Era ........... 21.3 21.9 39.1 38.4 8,934 9,205 16,404 16,121 
Instructor ........ pekends 27.7 42.3 52.5 68.4 18,594 28,951 35,902 
Motor Boating ............. 111.1 104.1 385.1 375.5 65,293 61,152 226,381 220,733 
LS ee 15.6 17.1 28.3 31.7 6,552 7,518 11,876 13,328 
BOONE y dncues dbeee pes 18.7 17.5 45.7 39.0 7,814 7,350 17,908 16,394 
Nationa! Geographic ......... 43.0 37.4 64.0 64.4 10,234 8,895 15,232 15,321 
ioe dd sie bac n 0 i 14.8 14,3 26.7 22.7 6,216 6,012 11,228 9,535 
Popular Boating ............ 141.0 103.7 173.1 130.0 62,199 45,745 76,346 57,330 
Popular Photography ....... 63.5 81.6 139.7 162.6 26,683 34,280 58,661 68,296 
ee 15.0 15.0 30.9 36.7 6,435 6,462 13,262 15,760 
Reader's Digest ............. 81.0 45.0 115.5 72.0 14,742 8,190 21,021 13,104 
ED Wdesvenbsse vires ver 32.7 30.4 54.1 52.9 14,027 13,058 23,201 22,706 
EL Gb ies b0é6% 50 60eds 12.0 9.1 14.7 20.4 5,045 3,803 6,167 8,555 
Sports Cars Illustrated ....... 19.6 22.2 41.8 40.7 8,245 9,341 17,573 17,111 
Today's Health ............. 26.1 22.3 48.1 44.1 11,221 9,563 20,669 18,928 
Se 15.4 9.9 31.0 19.1 6,640 4,260 15,555 8.214 
Town & Country ........005> 57.2 77.5 92.2 124.2 36,132 49,008 58,238 78,550 
rarer ar 21.9 26.4 42.9 39.5 9,387 11,341 18,404 16,945 
V. F. W. Magazine .......... 9.6 9.8 21.2 21.8 4,014 4,104 8,891 9,154 
ME. Shans +s > Cadena sees 93.4 86.0 333.7 318.9 54,919 50,568 196,216 187,513 
fo. Seer oor 1,666.5 1,529.7 3,288.9 2,999.7 779,557 732,940 1,593,955 1,488,094 
+t Commenced publishing with the February 1958 issue. 
Home 
American Home ............ 59.3 61.7 82.3 96.6 37,446 39,005 52,013 61,049 
hs oh dbd obs vaee uss 54.9 65.8 130.3 128.5 16,133 19,330 38,293 37,742 
Better Homes & Gardens .... 81.5 100.4 131.5 148.1 51,514 63,480 83,082 93,593 
Flower & Garden ........... 40.5 35.1 72.5 68.2 17,002 14,764 30,461 28,671 
Flower Grower ............. 60.5 60.6 106.9 106.7 25,409 25,449 44,812 44,812 
House & Garden ............ 35.3 35.3 62.7 63.5 22,320 22,301 39,621 40,127 
House Beautiful ............ 66.6 55.3 104.9 91.5 42,124 34,962 66,310 57,820 
Living for Young Homemakers . 39.2 38.1 69.1 59.5 24,774 24,095 43,706 37,604 
Popular Gardening .......... 57.8 51.9 100.9 98.4 24,258 21,809 42,392 41,307 
Sunset Magazine ............ 89.2 94.0 149.5 158.9 37,468 39,487 62,800 66,768 
Total Grow ...........+. SaaS 5982 T0106 10199 208448 304682 503,490 509,493 
Fashion 
Charm 63.1 55.5 99.8 97.7 27,089 23,803 42,846 41,910 
Glamour 52.5 75.2 93.8 141.0 22,511 32,258 40,222 60,492 
Harper's Bazaar ............ 98.0 86.2 208.0 190.4 61,961 54,495 131,484 120,355 
ED sv aveseecs 0.0 00 108.0 99.8 130.7 134.7 46,314 42.807 56,073 57,770 
abs Ket tvs bb eo 80 8 195.2 179.0 280.3 287.5 123,349 113,109 177,126 181,705 
Ee 516.8 495.7 812.6 851.3 281,224 266,472 447,751 457,653 
Movie-Romance-Radio 
{Dell Modern Group: 
Modern Romances ......... 38.3 33.6 38.3 33.6 16,434 14,428 16,434 14,428 
Modern Screen ........... 21.9 17.0 21.9 17.0 9,383 7,292 9,383 7,292 
Screen Stories ........... 20.3 15.1 20.3 15.1 8,683 6,497 8,683 6,497 
Fawcett Women’s Group: 
Motion Picture .......... 17.4 12.7 26.7 22.1 7,448 5,463 11,466 9,490 
True Confessions ......... 29.5 21.2 44.7 33.0 12,671 9,102 19,197 14,144 
tHillman Romance Group .... 6.4 6.4 6.0 ¥ 


Advertising Age, February 23, 1959 


February Pages and Linage in Consumer Magazines 


Current and Year-to-Date Figures for U.S., Canadian and Foreign Publications Reporting to Advertising Age 


| Pages ee ) 
Feb, Feb. Jan.-Feb. Jan.-Feb Jan. -Feb, 
1959 1958 1959 1958 1958 
tHiliman Women’s Group ..... 22.6 22.2 22.6 38.8 16,674 
Ideal Women's Group: 
Intimate Story ..........° 28.1 20.4 38.4 28.1 12,079 
eee 23.4 21.2 35.9 32.4 13,896 
| Movie Star Parade ....... 23.5 21.2 35.9 32.4 13,896 
| Personal Romances ....... 28.3 21.6 38.6 29.5 12,644 
| \ f fae 22.4 18.1 31.5 25.7 11.037 
| Secrets Romance Group: 
| Revealing Romances ...... 29.7 23.8 40.6 35.7 15,307 

+Daring Romances ........ 29.2 ae 40.0 11.8 5,072 

{Confidential Confessions .. 29.2 23.8 a —— 

SE aaa 29.7 24.9 40.5 36.9 15,845 
RE 13.8 10.5 26.3 22.3 9,565 
True Story Women’s Group: 

,. 2 err 32.0 25.4 47.6 40.0 17,137 

True Experience .......... 26.8 19.9 34.2 28.4 12,188 

a 27.3 19.8 34.5 28.8 12,335 

True Romance ........... 27.7 20.1 35.2 28.6 12,253 

. 2 eee 67.2 57.2 94.4 86.1 36,915 

TV-Radio Mirror ......... 24.1 15.1 29.9 20.3 8,720 

eo 618.8 469.6 784.4 652.6 345,751 


monthly. § Published bi-monthly; alternates with Screenland. 


SBusiness (February) 


section and a January section. 


Dun’s Review & Modern Industry 82.7 71.0 143.3 126.3 
DES Re aR earn eee 138.0 166.0 251.0 311.3 
Nation’s Business .......... 49.8 34.4 91.3 73.9 

| & . Reerceyee 270.5 271.4 485.6 511.5 


§ Because current month linage figures for several publications are not yet available this group is broken into 


NOTE: Figures for each publication in the Fawcett, Ideal and True Story groups include all advertisiny carried by the group 
as a whole PLUS additional advertising carried by each individual publication. t No January issues in 1958 or 1959. { Be- 
ginning with the February issue Daring Romances and Confidential Confessions will be published monthly instead of bi- 


Business (January) 


ED cic Biidigs 630 86s 5-05 69.5 54.0 — — 
SE SD Sows cco vpaes 332.0 322.5 — — 
tFinancial World ........... 58.8 51.9 —_ — 
EE. op bined esesiereches 65.5 54.2 — — 
. 2 525.8 482.6 ee ae 


| 


+ Five issues in January 1959; four issues in January 1958. { Four issues in January 1959; five issues in January 1958. 


Magazine Linage Trend. Fiswres in thousands 


WOMEN’S BUSINESS 
1959 1959 
Pes. JAN. 
JAN. 1958 
1958 DEC. BZA 
Fes | 


§ 

Br 
eo 
al 


Farm Magazines 


Capper’s Farmer (mon) ..... 47.0 66.5 83.8 110.5 
Farm & Ranch—Southern Agriculturist: 
Southeastern Edition (mon) 48.1 50.0 80.9 82.1 
Southwestern Edition .... 41.5 52.3 72.3 83.1 
Average 2 Editions ....... 45.0 50.1 77.0 81.7 
Farm Journal: (mon) 
#Central Edition ......... 105.2 95.8 158.8 155.5 
Eastern Edition ......... 86.9 83.0 141.6 137.3 
Southern Edition ........ 74.0 79.3 120.8 129.3 
Western Edition ......... 91.2 86.8 150.5 139.1 
Average 4 Editions ........ 89.3 86.2 142.9 140.3 
Progressive Farmer: (mon) 
#Carolina-Va. Edition 87.8 93.2 134.4 150.4 
#Ga.-Ala.-Fla. Edition .... 79.7 92.3 126.8 147.8 
#Ky.-Tenn.-W. Va. Edition 76.6 87.1 120.8 137.0 
#Miss.-La.-Ark. Edition ... 78.4 85.6 122.2 134.2 
#Texas Edition .......... 79.1 89.4 124.9 141.2 
Average 5 Editions ........ 80.3 89.5 125.8 142.1 
Successful Farming (mon) .... 78.9 77.2 134.8 124.3 
WE GPRD occ acscevees 340.5 369.5 564.3 598.9 
ZtNot included in totals. 
Youth 
American Girl ............. 29.4 28.5 46.1 46.9 
ere 34.9 33.0 53.2 50.2 
eee 1.3 1.2 2.5 2.3 
Scholastic Magazines ........ 48.7 67.9 80.0 89.3 
Scholastic Roto ............ 5.9 7.4 11.3 11.7 
ER 1202 1380 193.1 4 
Mechanics & Science 
Mechanix Illustrated ......... 86.4 82.4 160.7 151.6 
Popular Electronics .......... 62.8 69.6 115.8 129.5 
Popular Mechanics .......... 127.7 136.7 255.3 246.6 
Popular Selenee .......5.... 125.6 1318 231.9 238.7 
tScience & Mechanics ....... os — 116.0 106.0 
free 425 4205 8797 8724 


Outdoor & Sport 


American Rifleman .......... 50. 
oo EO errr 72. 


es ‘ 
dan.-Feb. Jan.-Feb. 
1959 1958 


t Cumulative figures shown are for the combined January-February issue. 


2 48.7 92.2 96.0 
5 71.9 114.0 115.7 


(Continued on Page 176) 


dan. -Feb. 
1958 


102,283 
100,501 
93,152 
91,275 
96,049 
96.652 
55,932 


295,235 


20,113 
34,119 
996 


37,541 
10,178 


102,947 


33,952 
29,017 
55,244 
53,459 
23,745 


195,417 


41,230 
49,619 


| 


ee ee 


pei te al ae re # Tan) Ce ee ie fe ee Fe cn Meee Le te fe =e free ie ke ee eee Er es lings a a oe te me 
ot ganeiae ger geben le! SR gens > Sam ee eae seis gb jc a oe a i ee re ray Ree a fee iter. a oe a er 
oles Oe (aoe a Tae ss fen tah rd se Dens ee 28 cae fe 2 ae Be ie : erent oe whic i ee ies aaa er 
| es |) 
me 174 ; 
Ef ae \ 
ees } ) 
Gere : it 
ee 
Sense 4 
oe 
“oh 
ar” 
ne 
ee 
if 
iN 
' { 
Pd ! 
: ee | 
a \} 
Bee 34,744 29,837 60,186 53,052 ) 
Bas 87,216 104,912 158,632 196,710 
See 20.905 14,919 38,341 31,853 t 
; cv 77 OW? 7 281,615 
‘ a February | 
i ae $$ _ Pages. ——aA Lire —-—- > - t 
Tee Jan. Jan. Jan. Jan. Jan. dan. Jan. Jan. ¥ 
ane 1959 1958 1959 1958 1959 1958 1959 1958 
, YS ae en 
139,444 135,463 ner srmnine 
: 24,693 21,811 oe — iH 
: 27,510 22,779 a ene 4 
serie 237,231 215,498 — — \ 
ee: , 
i, tae WEEKLIES GENERAL 
Cig : 1959 1959 iy 
“ JAN. FEB.[780 i 
a a ea 1958 
we 
ee Renee , 
. a FASHION HOME 
Lo 1959 1959 A 
san.[167] | san. [205] ; 
ea 1958 1958 
Nines } 
_ reo. EE | eo Eo 
Speer a a ceased ar~annmee “aes ag ggg nnn \ 
pee Dae Feb. Feb. = Jan-Feb. 
eS | 159 ss aso 
canes ee 
hg eat 20,151 28,515 35,950 47,418 i, 
ene | 
Scie 20,639 21,463 34,714 35,224 } 
Beane 17,810 22,458 30,999 35,661 
eats ta 19.200 21,500 33,020 35,043 
i Sapa 45,139 41,106 68,132 66.696 
A a 37.273 35,598 60,764 58,899 ' 
Pe ane 31,767 34,026 51,828 55,471 
games 39,136 37,245 64,561 59,692 
pte 38,329 36,994 61,322. «60,190 
ses ti op 
oo eee 59,715 63,397 91,381 } 
54,188 62,754 86,224 4 
52,099 59,213 82,176 { 
53,343 58,234 83,088 
aE 53,816 60,788 84,910 I 
ee 54,632 60,877 85,556 i 
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PARTICIPATION 
is a fact of (MH 


Part of participation is being in step with the times. 

You can see that in people who participate; people who are 
actively aware of everything around them. 

They are up to date. Participators are eager for the new. 
You cannot be out of date and participate. 

That people who prize participation reach out for LIFE 
each week should not surprise you. LIFE has their spirit. 

LIFE’s is the ability to be a part of what is going on today. 
LIFE is aware of the immediate. For LIFE readers, LIFE 
is a weekly participant in their lives. 
Participation is a fact of LIFE. One fact. One way to 
sum it up is to say that for more than 32 million active readers, 
LIFE is everything that is new and now and in the present. 

That’s why your advertising will perform well in LIFE’s 
pages. Call your LIFE representative. He has all the facts 
of LIFE. 
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Simmons to ABC Films ‘Pilot & Ledger’ Boosts Grant Agency Billings Addenda | Ziv Television Sells Shows 
Harry B. Simmons, formerly John T. Grant has been pro- From Spain to Australia 


with ABC Radio in Chicago, has | moted from assistant to classified 
joined the sales staff of ABC|advertising manager of the Vir- 
Films, New York, tv film syndi-|ginian-Pilot & Ledger Star, suc- 
cator-producer. He will cover|ceeding William S. Davis, who 
Ohio, Indiana and Kentucky. has retired. 
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seven agencies that reported after 
deadline for the Agency Billings 
Section in this issue: 


Fred H. Ebersold Inc., Chicago, 
billed $426,840 in 1958, including 
$252,167 in capitalized fees. In 1957 
the agency billed $432,932, includ- 
ing $254,802 in capitalized fees. No 
accounts were reported as gained 
or lost last year. Billings were 
invested as follows: 6% in news- 
papers, 6% in magazines, 38% in 
business papers and 50% in cata- 
logs and direct mail. The agency 
employs seven persons in one of- 
fice and expects 1959 volume to be 
about the same as that of ’58. 


Galaxy Advertising, Beverly 
Hills, Cal., opened its doors Oct. 
15, 1958 and billed $163,360 by the 
end of the year, including $53,360 
in capitalized fees. The agency ad- 
ded Home Savings & Loan Assn. 
of Los Angeles and Gregory High- 
lands, land development company, 
in November, and United Savings 
& Loan Assn. of Inglewood in De- 
cember. No accounts were lost. Me- 
dia breakdown was: newspapers 
50%, television 25%, radio 2%, 
outdoor 10%, point of sale 2% and 
business papers 1%. The agency 
has seven employes. 


Kuswa, Green & Associates, 
| Milwaukee, was established Nov. 
15, 1958, and billed $45,000 by 
year’s end. Biggest account on the 
roster is Manitowoc Equipment 
Works, manufacturer of home and 
farm freezers and freezer cabinets. 
| Webster Kuswa is president of the 
|new agency, J. M. Greene is exec 
vp and Willard Brandau is secre- 
tary-treasurer. The agency has 


The following profiles are of| 


seven employes and expects 1959 
billings to be at least $600,000. 


Ritter-Lieberman Inc., Allen- 
town, Pa., billed $912,000 in 1958, 
including $292,000 in capitalized 
fees. In 1957 the agency billed 
$867,000, including $229,000 in 
capitalized fees. Ritter gained 
Saucony Shoe, Treadwell Engi- 


neering and Tubular Products last | 


year. It reported no losses. Billings 
were invested: 20% in newspapers, 
10% in magazines, 3% in supple- 
ments, 10% in radio, 5% in tele- 
vision, 10% in outdoor, 20% in 
business papers, 5% in farm publi- 
cations, 3% in transit advertising, 
5% in point of sale and 9% in other 
media. The agency employs 12 per- 
sons in one office. It expects a 20% 
increase in 1959 volume. 


E. J. Scheaffer & Associates, Mi- 
ami, billed $515,000 in 1958, in- 
cluding $355,000 in capitalized 
fees. In 1957, the agency billed 
$415,000, including $275,000 in 
capitalized fees. Scheaffer reported 
no gains or losses in accounts in 
1958. The agency employs seven 
persons in one office. It expects a 
20% increase in 1959 volume. 


Harold S. Schwartz & Associates, 
Chicago, billed $600,000 in 1958, 
compared with $550,000 in 1957. 
The agency reported no account 
gains or losses. Billings were in- 
vested: 5% in newspapers, 5% in 
magazines and 90% in radio. The 
agency employs eight persons in 
two offices. It expects 1959 volume 
to be about the same as in 1958. 


Herman J. Wibel Advertising, 
Contoocook, N. H., billed $95,575 
in 1958. Wibel handles industrial 
accounts exclusively. 


Ziv Television reports that its 
sales abroad were up 42% in 1958, 
with sales including “Bat Master- 
son,” “Harbor Command” and 
“Cisco Kid” in Venezuela; “Bat 
Masterson” and “Scott Island” in 
Puerto Rico; “Bat Masterson” and 
“Highway Patrol” in Mexico; “Ed- 
die Cantor Comedy Theatre,” 
|“District Attorney” and “Favorite 
Story” in Japan; “Tombstone Ter- 
| ritory” in Australia; “Cisco Kid” in 
|England, and “Cisco Kid” “Fa- 
|vorite Story,” “Science Fiction 
Theatre,” “District Attorney,” 
“Highway Patrol,” “Dr. Christian,” 
“Sea Hunt” and “Man Called X” 
in Spain. 


Chesebrough Sells Sofskin 

Chesebrough-Pond’s, New York, 
has sold its Sofskin line to a new 
company, Sofskin Inc., headquar- 
tered at 595 Madison Ave., New 
York. Alfred Roberts, formerly 
with Block Drug Co. and Revlon 
Inc., is president. George S. Car- 
roll, formerly national sales man- 
ager of Helena Rubinstein Inc., is 
vp in charge of sales. The company 
makes the Sofskin and Moisture 
Magic line of hand creams. Sales 
agents for an expanded supermar- 
ket drive have been appointed. 
The original Sofskin Co. was pur- 
chased in 1949 by Vick Chemical 
Co. and sold recently to Chese- 
brough. 


Mid-America Ownership Shifts 

N. E. Paton Jr., partner in Mid- 
America Spot Sales, Kansas City 
radio station representative, has 
sold his interest to Ralph E. 
Meader, who takes over active 
management. Mr. Paton says he 
found it necessary to devote more 
time to N. E. Paton Jr. Associates, 
public relations consultant, 
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|KMTV Promotes Three 

KMTV, Omaha, has promoted 
Amos Eastridge from promotion 
manager to merchandising man- 
ager. The station also named Bill 
Hughes, a member of the local 
sales staff, national sales and serv- 
ice representative, and has pro- 
moted Galen Lillethorup from 
continuity writer to promotion 
| manager. 


| Gohring to Popular Mechanics 

William Gohring, formerly east- 
ern manager of Meredith Publish- 
ing Co.’s book and promotion divi- 
sion, has joined Popular Mechan- 
ics Co. as general manager of its 
| book division—Popular Mechanics 
Press. He also heads the company’s 
Windsor Press division. 


Proscr Pockle Pampers Passengers—on Ovieut & Pacific liners 


Wines Joins Wines & DeWitt 

E. DeWitt Wines has been ap- 
pointed copy chief and director 
of research of Wines & DeWitt 
Advertising, Detroit. Mr. Wines, a 
former newspaper reporter, Eng- 
lish instructor and free-lance writ- 
er, is the brother of James P. 
Wines, president of the agency. 


KMSO-TV Names Forjoe 

KMSO-TV, Missoula, Mont., has 
appointed Forjoe-TV its national 
representative, replacing Gill-Per- 
na. 


Lupton Adds General Strapping 

General Strapping Corp., New 
| York, has appointed John Mather 
|Lupton Co., New York, to handle 
its advertising and public relations. 
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Fretz Joins Ritchie Agency |Filmack Names Haeger 

Mrs. Barbara H. Fretz, former| Phyllis Haeger, formerly public 
sales promotion manager in the |relations director of Byrne Mar- 
Houston area for the Corrulux | cellus Co., Chicago, has been 
division of Libby-Owens-Ford | named director of the new promo- 
Glass Fiber Co., has joined the | tion department of Filmack Trail- 
Ritchie Advertising Agency, Hous- | er Co., Chicago. 
ton, as creative director. 


Avalon Hill Names Emery 
Avalon Hill Co., Baltimore, | 
manufacturer of adult games, has | 
appointed Emery Advertising | 
Corp., Baltimore, as its advertising | 
and sales promotion agency. 


That's What Advertisers Re. 
* 
1 Che Sporting News 
agape We hiy St. Lowis Mo. 
Taplinger Promoted to VP | 000 
Sylvan Taplinger, head of the} 
radio-tv department at Doner &| 


Peck, New York, has been named a | 
vp of the agency. 


‘Largest Newsstand Sle of Ay Sports Weekly 
Published Weekly fiers 1806-70 Continven, (nots 


PAMPERED—San Francisco is the lo- 
) cale of this Orient & Pacific Lines 
/ ad running in Atlantic Monthly, 
} Harper’s Magazine, The New 
H Yorker, Saturday Review of Lit- 

erature and Sunset Magazine. Og- 
ilvy, Benson & Mather, New York, 
i is the agency. 


’ Use Ad Skills to 
| Push Love, Empathy, 
| Altschuler Suggests 


iW) New Haven, Feb. 18—America 

. f would do well to apply its adver- 

; tising brains to promoting love 

N and understanding, David A. Alt- 

/ schuler, chairman of the West Ha- | 

\ ven Redevelopment Agency, com- | 

mented when he was , presented | 

with the Man of the Year Award 

i by the West Haven Chamber of | 

Commerce. 

He added, in a-similar vein: | 

“Whatever it is that makes a 

4 person think and act as he does, it 

is more important that one try to 

think fairly and say what he 

thinks with sincerity of expres- 

sions, and without fear—be he an 
expert or an average citizen. 


a 


A 


® “If only we could use the brains 
of the Madison Ave. advertising 
agencies, who can convince women 


I, 
its } that My Sin perfume will make 
8, rf them breathlessly enchanting, and 
re / who, in their brilliance of sales- 
nd ‘ manship, have sold products to 


alltime industry records,” he said, 
in ‘ “and borrow these brilliant minds 


ETALLIC 
EXCELON 


“SCOTCH” BRAND Video Tape 


Only “‘ScoTcH” BRAND has the treasury of research experience, the 
technical skills and the precise manufacturing facilities to deliver a 
magnetic tape of consistent quality that meets the critical demands of 


Today, more and more advertisers, agencies and TV film producers 
are turning to “ScoTcH’” BRAND Video Tape for their commercial 
announcements—often with substantial production savings. (Examples 
are shown above.) Its quality is surprisingly superb. Video tape inserts 
or full length commercials are undetectable from “live” telecasts on 


Not so surprising, when you think of it, is that the first and only 
successful video recording tape comes from “SCOTCH” BRAND, pioneers 
of magnetic tapes for sound recording and instrumentation as well. 


**SCOTOH*! 1S A REGISTERED TRADEMARK OF THE 3M CO., ST. PAUL 6, MINN, EXPORT: 99 PARK AVE., NEW YORK 16, CANADA: LONDON, ONTARIO, 


PMMienesora [ftmine ano \fanuracturine company 4 


«++ WHERE RESEARCH IS THE KEY TO ae, 2M 
n 


nd \ and vocal artists to inoculate hu- 
d- } man beings with true love and un- 
>” i derstanding for their fellow men, 
ite | then we would be able to equalize 
r- our commercial success with cul- 
in tural advancement. 
‘a- | “It was this group of advertis- 
on “ ing experts who, for more sales, 
y,” conceived the ‘trip to Bermuda’ 
1” prize for salesmen who produced 
"a the higher sales records. 
“Upon further study they found 
fi that married men’s time was si- 
phoned off too much by the de- 
rk mands of their wives. So they 
vy | made a simple switch. They sent 
wr- ( salesmen’s wives to Bermuda for 
>w i the month’s prize. Freed from their | 
rly i wives, the salesmen devoted more | 
ion q time to their work. The results— | 
‘r- f more sales, more sunburned wives | id i 
n- | and pale husbands,” he said. video recording. 
fos 7 s “Years ago, the empires of old 
we failed to hold their world leader- 
les ship because they failed to realize 
ar- | the essential factors of why we 
ed ‘ are here on earth, to make each 
=e }/ generation more human and more h ; 
cal iy understanding toward all people. ome receivers. 
se. (4 “TI really think we are reaching 
} too far too fast—accomplishing too | 
J much financially and not enough | 
ifts ; culturally. We are constantly) 
: i stumbling and destroying ourselves | 
: il in the mad race toward a goal we | 
ad do not fully comprehend,” he said. | 
= James Burton in New Post | 
he James Burton, formerly an ex-| 
ore ! ecutive producer at NBC, has | 
tes, joined Ogilvy, Benson & Mather, | 


New York, as a radio-tv cat 
mercial producer. 
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Bronner Sturgis Thomas Kuyk 
BONSPIEL ViICTORS-—Here’s the New York Caledonian Curling Club— 
Fred Bronner, promotion supervisor, McCall’s; Bill Sturgis, ad sales 
representative, Life; J. Watson Thomas, Dunham-Bush; and Don 
Kuyk, eastern ad manager, Television Age—winner of the Griffith 
Medal in the Douglas-Griffith bonspiel and the New York Cale- 

donian Medal in the Cuthbertson Memorial bonspiel. 


COME - ON—This 
composite photo 
shows Kathleen 
Florness — the 
Kathy of the 
roof-top bulletin 
—as she catches 
one of her phone 
calls. It was all 
designed to pro- 
mote “Great De- 
cisions — 1959,” 
a foreign policy 
discussion series 
sponsored by the 
San Francisco 
Junior Chamber 
of Commerce, the 
Chronicle, KPIX- 
TV and the For- 
eign Policy Assn. 


* 


Willis Van Sant Johnston Muller Petersen 
NEWSPAPER PLUM—Pictured here following an announcement that 
Carnation Co. is shifting ad emphasis to newspapers are Paul Wil- 
lis, vp and general ad manager, and L. R. Johnston, ad manager, 
Albers cereal division, both of Carnation; Lou Petersen, vp and 
account group head, and Bill Muller, account executive, both of 
Erwin Wasey, Ruthrauff & Ryan, Los Angeles, and L. S. Van Sant, 
Pacific Coast manager of the ANPA Bureau of Advertising. Carna- 

tion says it plans to spend 39% of its 1959 budget in newspapers. 


PHOTO 


Naegele 


P v 


Ludcke Witt Mayer 
BANNER BEARERS—Top executives from Reach, Mc- 
Clinton’s five field offices and two affiliates meet 
for the first time since the Reach agency merged 
with J. R. Pershall Co. and H. B. Humphrey, Alley 
& Richards. Bearing banners for their various cities 
are George O. Ludcke Jr., Harry Witt, Don Mayer, 


babing...the LIGHT TOUCH of 
* sé 


NEW SHAPE—Kraft Foods is intro- 
ducing a new package for its Kraft 
oil with this ad in Better Homes 
& Gardens and Ladies’ Home Jour- Jotcham 
nal in March. Needham, Louis & 


Drake Humphrey Pershall 


Sam Drake, president of the Drake Agency, R/M 
affiliate in Houston, Richard S. Humphrey, J. R. 
Pershall and H. L. McClinton, president of Reach, 
McClinton. Not pictured is Milton E. Bacon, presi- 
dent, Bacon, Hartman & Vollbrecht, Jacksonville, 
Fla., affiliate of Reach, McClinton. 


Rogers Claggett Burkhart 


HEAD MEN—Charles E. Claggett, president, and William J. Rogers, 
vp, Gardner Advertising Co., St. Louis, were among the speakers 
at a sales and management conference held by Naegele Outdoor 
Advertising Co. in St. Louis. Shown with the speakers are Robert O. 
Naegele, chairman, and Charles B. Burkhart, exec vp in charge 
of operations, both of Naegele. 


McClinton 


Vezina Crump 


Feldman 
OPERATORS—Heading up an agency group cooperating 
in a Chicago drive to aid Junior Achievement are 
Robert S. Spaeth, Leo Burnett Co., chairman; Bur- 
ton Feldman, Gordon Best Co.; Harold Jensen, 
Tatham-Laird, and C. W. Sanders, McCann-Erick- 


Brorby, Chicago, is the agency. 


Jensen Spaeth Sanders 
son, co-chairmen. Other co-chairmen not present 
are Robert Trump, Foote, Cone & Belding, and John 
D. Kenner, Clinton E. Frank Inc. The over-all goal 
of the Chicago “Operation Broadbase” is to raise 
$446,000 to aid the achievement project, 


LIFER—Leo W. Vezina, recently retired president and general man- 
ager of H. Corby Distillery Ltd., receives honorary life membership 
in Advertising & Sales Executives Club of Montreal, from Dennis T. 
Jotcham, vp and manager of Foster Advertising and former head of 
the club. Applauding is M.R. Crump, president of Canadian Pa- 
cific Railways. Mr. Vezina was cited for his contributions “to Cana- 
dian-American relations at the sales and merchandising level.” 


QUEEN—Ruth Sla- 
ter was chosen 
by the Chicago 
alumni chapter 
of Alpha Delta 
Sigma to reign as 
its queen dur- 
ing Advertising 
Week. 
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YOUR MARKET IS A MANAGEMENT 


Whether he’s Plant Manager, Research Director, or head- 
quarters VP ... whether he’s engineering, chemistry or 
business trained .. . if he’s a management man, he has a 
significant “‘say-so” in the purchase of your product. Be- 
cause CPI-Management—department heads and above— 
have sole responsibility for increasing profits. And 
they’re doing it today—lowering costs and upping “net” 
—with more efficient equipment, materials and services. 
This is the reason why smart sellers are directing their 
first, most fundamental sales effort to these men who 
speak the big “Yes” or “No” in CPI buying transactions. 

This, in turn, is why more 59 advertisers are using 
CHEMICAL WEEK... it’s edited for and preferred by CPI- 


and you can sell him in... 
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Management—industry-wide, both technical and non- 
technical. Ask your CW man to prove it . . . from the 
new “29 Company Buying Influence & Magazine Pref- 
erence Study”. Ask him, too, for complete facts on 
CHEMICAL WEEK’s over-40,000, all-paid “class” audience 
... its 28 full-time editors ... and the more than 600 
advertisers who place more display pages here than in 
any other CPI weekly. You'll see . . . your basic job’s to 
sell CPI-Management ... right here in Cuemicat WEEK! 
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FISHING — Sherry 
Daugherty plugs 
the Wine Advi- 
sory Board’s len- 
ten promotion 
featuring the du- 
al role of wine— 
in and with fish 
dishes. Maga- 
zines, newspa- 
pers, radio and 
tv will be used in 
the current cam- 
paign. 


FTC Signs Consent Decree 
Against Jantzen Inc. 

The Federal Trade Commission 
has approved a consent order 
which prohibits ‘Jantzen Inc., 
Portland, Ore., from paying dis- 
criminatory advertising allowance 


in a 


to its customers. The FTC charged 
complaint 
Jantzen customers were not given 


last year that 


proportionally equal allowances to 


help pay for newspaper advertis- 


ing of the company’s summer wear 


|}and sweater lines. 


DRUG MARKET 


Calan 


Charleston County leads the state . 
newspapers serving and selling all of this huge market! 


CHARLESTON, S.C. 


South Carolina’s LARGEST 
METROPOLITAN AREA 


South Carolinas LARGEST 
CONSUMER SPENDABLE INCOME 


South Carolina's LARGEST 
WHISKEY MARKET 


South Carolina's LARGEST 


- . and we're the only 


EVENING POST 
NEWS and COURIER 


Represented Nationally by 


THE JOHN BUDD COMPANY 


|Mr. Harkins joined Ross, Flink in 


/1954 and was named an art di- 
rector in 1956. In his new position 
/he will supervise art and produc- 


| tion activities. 


| David Sullivan Reopens 
| David J. Sullivan is reopening 
his business as a Negro market} 


consultant in New York. Mr. Sul- 
|livan, who started the Negro 


|Market Organization in 1943, will 


in 1958... over 1/3 MORE ADVERTISING PAGES 
fa than the second paper _ 


TOTAL ADVERTISING 


EXCLUSIVE ADVERTISING 


—that’s the dollars-and- VOLUME VOLUME CHAIN Store AGE Va- 
cents measure of adver- riety Store Magazines 
tiser preference for are first with advertisers 
CHAIN STORE AGE Va- because for 34 years 
riety Store Magazines: 1281 452 they have been first with 
and the Store Managers | {effete sre esa pony ee 
Edition — an advertiser AGE onal ST paid-circulation, ABC- 
preference that holds oe AGE +a audited magazines in 
true not only for the the field and by their 
market as a whole... consistently high  re- 
but in major variety newal rate — currently 
store departments such : 82.94%. Write for sam- 
as Housewares, Toys, si Be ee ple copy and detailed 
Apparel, Toiletries and 60.4% 39.6% 76.5% market and circulation 
Noti inf ti 
eT CHAIN STORE AGE lela eee 
TWO BOOKS _ VARIETY STORE EXECUTIVES EDITION Total Distribution ° 2 Park Avenue, New York 16, N.Y. 
ONE RATE ian 23,850 ABC: NAY. 


ONE PLATE 


vamiary STORE 


RE AGE 
CHAIN STO 


Publisher's statement, 


* f 
6-30-58 Senet 


Boston + Chicago + Los Angeles 


The only variety store magazines chain store men BUY 


Ls 
January Sales of Chain Stores 
January % Gain % Gain 
1959 1958 or Loss 1959 1958 or Loss 
VARIETY AND MISCELLANEOUS 
—— Stores ..$ “a= * 65,203,453 + 3.7 $ 725,385,190 $ 687,630,517 + 5.5 
siihes ries 4,284 4,275,172 + 0.2 _ 
ne ag rrr By my 4 6,213,765 + 6.2 48,839,354 48,803,974 + 0.1 
OF TRY ideees 879,293 11,646,109 +10.6 —_— 
*Diana Stores ..... 2,083,639 1,696,790 +22.8 21,040,187 19,399,118 + 8.5 
Edison Bros. ...... 6,860,819 5,742,846 +19.5 —_— 
Franklin Stores ... 2,562,334 2,190,080 +17.0 26,609,686 24,481,918 + 8.7 
Gamble- ~~ Stores 9,156,974 7,970,341 +14.9 —_ 
Grant, W. T. ...... 186,569 20,615,047 412.5 -_ 
w= A REED 
E- dS ade Ria'g 2,930,323 2,030,898 +443 beg anys 22,858,387 +27.7 
artfie Ned ,330, ,100, . d ,723, 
4Howard aoe set el 1,879,553 1,864,551 z 0.8 gf 
“Interstate Dept. 
‘i — ars 3,690,412 3,915,502 — 5.7 65,671,062 66,653,451 — 1.5 
wm, GR. 2505. 3,856,000 3,234,000 +19.2 - 
Kresge, S. S. . 23,700,206 22,024,924 + 7.6 — 
‘tS 10,640,545 9,541,944 +11.5 -— 
Lane Bryant Inc. .. 4,827,670 4,580,417 + 5.4 -_ 
“Lerner Stores .... 10,784,676 10,062,756 + 7.2 179,009,202 179,256,896 — 0.1 
*Mangle Stores .... 1,653,080 1,451,719 +13.9 42,265,991 39,080,484 + 8.2 
BR  6ccteeves 6,799,714 6,692,934 + 1.6 —— 
McLellan Stores ... 3,683,448 3,549,928 + 3.8 -— 
Melville Stores .. 7,842,466 7,179,850 + 9.2 -— 
Mercantile Stores Ine. 10,496,000 10,058,000 + 4.4 157,904,000 153,987,000 + 2.5 
>Miller-Woh! Co. 2,152,838 1,834,396 +17.4 22,127,319 21,170,234 + 4.5 
Murphy, G. C. .... 12,683,587 11,527,238 +10.0 -— 
National Shirt Shops 1,084,342 1,006, + 78 —— 
Neisner Bros. ..... 3,856,682 3,795,242 + 1.6 — 
Newberry, J. J. ... 12,888,470 11,836,065 + 8.9 - 
eS eee 84,365,611 80,193,663 + 5.2 oS 
Rose’s Stores ..... 1,731,434 1,294,797 + 33.7 -— 
Shoe Corp. of America 5,964,693 5,768,926 + 3.4 — 
*Sterchi Bros. ..... 1,092,774 970,631 +12.6 15,924,316 17,106,107 — 6.9 
Western Auto ..... 15,949,000 13,082,000 +21.9 a 
White Stores ..... 3,307,879 2,605,202 +27.0 —— 
Woolworth, F. W. .. 53,144,821 59,596,530 —10.8 -— 
Group Total ....$ 435,848,031 0 413,902,766 + 5.3 $1,489,379,890 $1,432,502,085 + 4.0 
FOOD CHAINS i 
Colonial Stores .... 32,915,631 33,748,652 — 2.5 — 
‘Grand Union ..... 44,492,700 34,664,724 +28.4 452,250,523 384,753,745 +17.5 
Jewel Tea ........ 35,379,247 32,909,289 + 7.5 es 
Kroger Co. ........ 142,203,780 135,182,370 + 5.2 — 
National Tea ...... 61,472,332 57,764,202 + 6.4 —_— 
Group Total ....$ 316,463,690 $ 294,269,237 + 7.5 $ 452,250,523 $ 384,753,745 +17.5 
MAIL ORDER 
“Sears, Roebuck ... 271,008,882 236,559,618 Mey 3,937,433,871 3,795,526,121 4+ 3.7 
BEE fv vccceccsee 7,525,889 5,912,103 —27. qua» 
4Montgomery Ward 152,700,000 —— 1,092,500,000 ————— 
¢Montgomery Ward +59,300,000 60,200,000 — 1.5 1,099,100,000 1,073,800,000 + 2.4 
Group Total ....$ 337,834,711 § 302,671,721 +11.6 $5,036,533,871 $4,869,326,121 + 34 
tThese Montgomery Ward figures cover January and the 12-month period based on the p Bh 
fiscal year setup at Ward. Starting in January 1959 Ward changed its fiscal year setup; these 
new figures are in the row marked with an ¢. Z2Not included in totals. 
DRUG CHAINS 
ea 6,557,292 5,548,454 +18.2 eens 
Walgreen ......... 21,600,554 19,805,039 + 9.1 onan 
Group Total ..... $ 28,157, "98,157,846 $ 25,353,493 +1l. i 
Combined Total . .$1,118,304,278 $1,036,197,217 + 7.9 $6,978,164,284 $6,686,581,951 + wy) 
« Four weeks Jan. 24; 43 weeks Jan. 24. © Six-month period. © Seven-month period. ¢ 12-month 
period. © 1l-month period. / Four weeks Jan. 24; 47 weeks Jan. 24. 
Ross, Flink Appoints Two be located in his original quarters 
Marlin B. Kreighbaum and Wil-| at 519 Fifth Ave. He said his new 
liam C. Harkins have been named anit e ah an ane Ic nag a 
vps of Ross, Flink & Livengood,|“@ty wi cc svt cHents b 
Peoria, Ill. Mr. Kreighbaum, who | S0Viit i” throughout the coun. 
joined the agency in 1955 as copy- ha areas roughou © coun- 
writer, will direct copy and me-| *Y: 
dia operations in his new post. 


Church Book Changes Nam2 
Protestant Church Administra- 
tion & Equipment has changed its 
name, effective with the May is- 
sue, to Protestant Church Build- 
ing. The quarterly, formerly is- 
sued as a supplement to Christian 
Herald, will now be issued sep- 


| arately. John R. Dorscher, vp of the 


Christian Herald Assn., New York, 
publisher of the magazines, w_ll 
be in charge of advertising for 
the renamed quarterly. 


Nodland Joins Sonic Arts 

Jory V. Nodland has been named 
vp and director of sales of Sonic 
Arts Inc., Chicago, and exec vp of 
the laboratories of Robert Oakes 
Jordan & Associates, Highland 
Park, Ill. Sonic Arts is the sales 
and production organization for 
the Jordan laboratory. Mr. Nod- 
land previously was a sales execu- 
tive in the spot tv sales division 
of NBC, Chicago. 


I. Magnin Sets Italian Push 

The I. Magnin stores, San Fran- 
cisco and Seattle, have scheduled 
a multi-page color section in the 
May Harper’s Bazaar, promoting 
“Things Italian.” The ads will 
revolve around fashions from the 
top Italian designers, but will also 
include gourmet foods, home fur- 
nishings and autos. Johnstone Inc., 
New York, is the agency. 


Jean Walker Joins Tobics 

Jean M. Walker, formerly an 
account executive with West-Mar- 
quis Inc., Los Angeles, has joined 
Tobias & Co., Charleston, S.C., as 
chief of the copy department, 


Advertising Age, February 23, 1959 


Buftalo Ad Club Elects 

Ivan LeVine, of the Outdoor 
Store, has been elected president 
of the Greater Buffalo Advertising 
Club, Buffalo, N.Y. Other new 
officers are Louis I. Kayhart, F. E. 
Seymour Inc., Ist vp; Henry H. 
Harper, Shields & Co., 2nd vp; 
James N. Coffas, Signs by Coffas, 
treasurer, and Patrick M. Ritz, 
Carbonic Dispenser Inc., secretary. 


Publisher Names Blunt 

Simmons-Boardman Publishing 
Corp., New York, has named Har- 
ry M. Blunt manager of its rail- 
way publications, including Rail- 
way Age, for the central district, 
with headquarters in Cleveland. 
He formerly was a district repre- 
sentative. 


ARF Sets Sept. 25 Meeting 

The Advertising Research Foun- 
dation will hold its fifth annual 
conference on Friday, Sept. 25, in 


~|the Waldorf-Astoria, New York. 
Richard F. Casey, research vp, 
Benton & Bowles, is program 


— | chairman. 
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SKETCH—This seven-column 
ad in the March 1 Herald Tribune 
is part of the new Celebrity Series 
promoting designs by Pauline Tri- 


QUICK 


gere. The pencil sketch shows 
Miss Trigere “chatting with Mr. 
Cyril Ritchard.” 


Trigere Uses Big 
Units in Dailies | 
for Fashion Ads 


New York, Feb. 17—Pauline | 
Trigere, fashion designer, is ex- 
ploring several new approaches to 
fashion advertising in her new} 
spring campaign. 

One “distinct departure” is the 
use of large-space ads in the news 
sections of the Sunday issues of 


, the New York Times and Herald| ¥ 
Tribune, in addition to the tradi-|§ 


tional fashion media. Through the 
news sections, the company hopes 
to reach a “different and larger 
audience,” and also to attract at-| 
tention through the use of media | 
not customary for a high fashion | 


Music Makers Expands 

Music Makers, New York, jin- 
gle producer, has augmented its 
staff with the addition of three 
new sales representatives. They 
are Edith Lawless, previously with 
Trans Continental Airlines Agen- 
cy Corp.; Robert Warnicke, for- 
merly an independent magazine 
representative, and Jack Russell, a 
Chicago talent agent, who will 
represent Music Makers in Chi- 
cago. The jingle maker also is ex- 
panding its offices at 45 W. 45th 
St. 


Fleischmann Moves to Compton 
Fleischmann Distilling Co. has 
moved its bourbon brands 
(Churchill Bonded, Churchill 88, 
Old Medley and Olde Heirloom) 
from L. H. Hartman Co. to Comp- 
ton Advertising, New York. The 
company recently moved its Black 
& White scotch whisky from Hart- 
man to Compton (AA, Jan. 19). 


Trendex TV Ratings 


Feb. 1-7, 1959 
Rank Program Rating* 
1 Loretta Young (Procter & Gamble, NBC) : 33.6 
2 The Rifleman (Miles Labs., Procter & Gamble, Ralston, ABC)... 32.6 
3 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) 32.3 
4 Wagon Train (Ford, National Biscuit Co., NBC) 319 
5 Maverick (Kaiser, Drackett, ABC) .... 31.3 
6 Perry Como Show (Several sp s, NBC) 31.2 
7 Have Gun, Will Travel (Lever, Whitehall, CBS) ...... 29.5 
8 Danny Thomas Show (General Foods, CBS) 29.0 
9 I've Got A Secret (R. J. Reynolds, CBS) 27.9 
10 This Is Your Life (Procter & Gamble, NBC) ........ 27.8 


* Ratings are based on one “live” broadcast during the week of Feb. 1-7, 1959. 


Syd Rubin Opens Office 

Syd Rubin, who formerly headed 
the merchandising and licensing 
operation of CBS, has opened his 
own licensing company, Syd Ru- 
bin Enterprises, at 405 Park Ave., 
New York. He plans to handle 
the merchandising of tv shows, 
stage shows, motion pictures, per- 


sonalities and books. 


Cleaning Account to Goldman 

Eastern Overall Cleaning Co. of 
Maryland, Baltimore, has named 
I. A. Goldman Co., Baltimore, as 
its agency. Eastern offers com- 
mercial and industrial uniform 
rental service. 
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Which Makes a Better 
Prize for a Contest— 


CASH OR 
MERCHANDISE? 


Cash always has appeal but mer- 
chandise, properly used, can be 
more effective. The choice de- 
pends upon the specific contest 
itself. An experienced contest or- 
ganization can be of great help 
in the decision. There is no obli- 
gation in consulting our Contest 
Division. 


FZ SHALL, <i Ree a 
CORPORATION 
CONTEST MANAGEMENT 

AND JUDGING 
250 Fourth Ave., N.Y. 3+ OR 7-4600 


(In Chicago: Ask Operator for 
Enterprise 4531) 


advertiser. Ba 


The designer herself posed for | 
the artwork in the campaign, and 
in each ad she is shown “chatting” 
with a celebrity. So far the celeb- 
rities are Joseph Cotten, Elaine 
Stritch, Cyril Ritchard and Henri 
Soule. In forthcoming ads, the 
company hopes to feature Mary 
Astor, Rock Hudson, Gwen Ver- 
don and Carol Channing. 
= Instead of showing the clothes | 
in careful detail—as is often an| 
advertiser’s wont—the illustrations | 
are quick pencil sketches by Merle 
Bassett, with little detail and no 
background. 

The agency, Jane Trahey Asso- 
‘iates, said it chose to use Miss 
Trigere as the model in the ads— | 
rather than a _ regular fashion 
model—because “we're tired of 
mannequins with sunken cheeks 
and withered hips.” Also, the 
agency says, Miss Trigere is the 
verfect prototype of the “chic, 
well-dressed women who wear 
Trigere designs.” 

The spring campaign consists of 
seven-column ads in the New 
York Times and Tribune, plus 
pages in Harper’s Bazaar and The 
New Yorker. The ads are also be- 
ing bound into a booklet to be 
mailed out to stores. # 


Merritt Adds Two Accounts 

Soft Ice Cream Corp. of Ameri- 
ea, manufacturer of frozen dessert 
lispensing equipment, and oper- 
itor of the Peter Plenty soft ice 
‘ream mobile fleet, and Kalbe Co., 
nanufacturer of watch straps and 
ynands, both of New York, have 
appointed Merritt Advertising, 
New York, to handle their adver- 
tising and public relations. 


Segal Joins WHEB 

Harold H. Segal, formerly with 
WORL, Boston, has been appointed 
general manager of WHEB, Ports- 


mouth, N. H. 


PHOTOGRAPHIC UNIT: 


every creative need. 


Keep your eye bx. Grast7/ Jacoby 


When your organization stops growing | .~ 
becomes content... you stagnate and be- 
gin to die. We have acquired Cari Ulirich’s 
talent and photo studio facilities, to combine 
with our present photo operations. Another 
step forward in Grant-Jacoby’s ceaseless 
effort to offer more creative versatility in 
PLANNING, COPY, ART, and PHOTOGRAPHY, 
We now stand a hundred strong to serve 


58 East South Water Street 


Chicago, Illinois 
ANdover 3-5754 


GRANTUACOBY STUDIOS inc. 


936 NORTH MICHIGAN AVENUE, CHICAGO 11, ILLINOIS 
MOnhawk 4-2055 


QUAD-CITY DIVISION: 


PUBLISHING DIVISION: 


PEORIA DIVISION: 


Commercial National Bank Bidg. 


Peoria, Illinois 
PEoria 3-4381 


4527% Fifth Avenue 


Moline, Illinois 
MOline 2-5700 


EDITORIAL AND 


41 East Oak Street 
Chicago 11, Illinois 
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GE Sets Bulb Campaign 

General Electric Co. will break 
a campaign for its new GE 100- 
watt bulb in mid-March in 275 
Sunday newspapers, Better Homes 
& Gardens, Life, Look, The Sat- 
urday Evening Post, on the Arthur 
Godfrey show (CBS Radio), and 
on the Dave Garroway and Jack 
Paar shows (NBC-TV). The new 
bulb, to retail at 28¢, will be fea- 
tured as smaller, brighter and 
whiter. Batten, Barton, Durstine 
& Osborn is the agency. 


Kaduson Leaves W&L to | 
Join Client as A.M. 

Jack Kaduson, vp at Warwick & | 
Legler, will leave that agency 
shortly to become an advertising | 
SwiTcH — Times | ™anager of a company in the Sea- 
Square became gram Distillers operation. The 
“A Ree ett switch is being made by agree- | 
ment between W&L and Seagram, 


ing Square” in | 4 Warwick client. 


honor of Adver- 


hy ", eee Anti-Inflation Drive Set 4 Lb i SED 

Monroe, model, |. Wife Insurance Institute, New THE WORLD MARKET 
, ’ s P +s fl ey ~ 

and Fred J. Ha- York, is preparing an anti-infla teguae PORTLAN 


Boosts tion campaign which will break | aM sas teeee tah, ial tgeiado 
Cramer-Krasselt 5 berle, ad manag- | in March ‘n 575 newspapers, | # Sapo eiane pas aan + cena 

Cramer-Krasselt Co., Milwau- $ er of Bohack | Newsweek, Time and U.S. News &|f sescteinharees: sen 
kee, has promoted five executives. Food Markets, |World Report. J. Walter Thomp-|% — el 
Lester Ness, vp in charge of media, 


wang A A tn hilt. Gee put up the ap- | son Co. is the agency. TG That ty ne ye ma bg Pra 
as been named, in a on, - ; 


f th 4 Geert shel ‘ ; 4 «propriate sign. 

retary of the agency, an eorge 

Staudt, Robert Christiansen, Mar- Lau Names Kelley in Canada 
vin Lemkuhl and Theodore Wing| Houck Appoints Clement Creamer-Trowbridge Adds One| _ Russell T. Kelley Co., Hamilton, 

ie have been named vps. Mr. Chris-| John R. Clement, formerly ra-| Creamer-Trowbridge Co., Provi-|Ont., has been appointed agency 


oeny tiansen heads the agency’s public| dio-tv director of Dan Lawrence | dence, has been appointed nation- | for Lau Products Ltd. of Canada, Pee 
ue : relations division; Mr. Staudt, Mr.| Advertising Co., San Diego, has|al and local advertising and pr| subsidiary of Lau Blower Co, | sss sr svemsvece + se enosowar news 

Lemkuhl and Mr. Wing are ac-|joined Houck & Co., Roanoke, as/| counsel] for Providence Radio Inc., Dayton, manufacturer of blowers NEW HUB?—This is one of the ads 

count executives. radio-tv director. owner of WICE, Providence. | and ventilators. the Commission of Public Docks, 

Portland, Ore., is running to pro- 
mote use of its facilities. 


ey Unit's Ads Aim t 
ALIVE TODAY! nit's im to 


Build Harbor Trade 
Arch Lightbody is one 


PORTLAND, ORE., Feb. 17—What 
is described as the most active 
of 800,000 Americans cured of cancer advertaing uaa ereaetien om 
. é aign in the 48-year history of the 
because they went to their doctors in time. . mth al - ublic aoe doe 
They learned that many cancers been in operation this winter, 
are curable if detected early aimed at building export and im- 
ale and treated promptly. 
: That's why an annual health checkup 
is your best cancer insurance. 


OE OT eT a - Portland Dock 
| 
| 


port trade through the Portland 
| harbor. 

| The current promotion sells the 
| services and facilities of the har- 
bor. A typical headline reads: “Ef- 
ficient cargo handling means quick 
turnaround through Portland har- 
bor.” Another, directed to wheat 
shippers of the interior grain re- 
gion, is headlined, “Grain is our 
business, too.” 

Ads placed in eastern or na- 
tional publications carry a line in 
the signature listing the name and 
address of the commission’s east- 
ern representative. 

The schedule includes 39 Ore- 
gon, Washington and Idaho dailies 
and weeklies plus the following 
business papers on a monthly and 
weekly basis: American Import & 
Export Bulletin, Export Trade & 
Shipper, Marine Digest, Marine 
Engineering/Log, Merchant Ship- 
per (England), New York Journal 
of Commerce, Pacific Shipper, 
Shipping Digest and Traffic World. 


——— 


ee a ee 


= The commission also has been 
en carrying on a local public service 
Gs. ie ae , SF Rae program to acquaint Portlanders 
‘. a a ae : ; weirs ea eel 5 ; with the dock commission and the 
5 importance of the harbor to the 
local economy. This work has 
brought cooperation of radio and 
tv stations, newspapers, outdoor 
and transit media. Promotion 
points out that last year Portland 
led all West Coast ports in the 
movement of dry cargo tonnage 
and ranked first in export of grain 
from the West Coast and third in 
U.S. in export of bituminous coal. 
Richard G. Montgomery & As- 
sociates is the agency. # 


Blair Labs Names DDB for 
Kerid, New Ear Drop 
Blair Laboratories, New York, 


an affiliate of the pharmaceutical 

s company, Purdue & Frederick, is 
if ' rs entering the proprietary drug field 

' e sas . and has appointed Doyle Dane 

: : ae ; : or Bernbach Inc., New York, to han- 
| 3 ee a die advertising for Kerid, an ear ‘ 
. ee - | is drop now being test marketed. { 
7 : SOI | Y e Industrial Books Name Ames 


R. H. Ames Associates, Alexan- 
dria, Va., has been appointed dis- 
trict representative for Industrial 
Maintenance & Plant Operations 
and Industrial Supplier & Dis- 
tributor News, Philadelphia. 
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“Awareness and understanding 
are essentials in our business. 
That's why I read 

Advertising Age on Monday 


and hear about it all week.” 


says THOMAS H. LANE 
Senior Vice-President 
Lennen & Newell, Inc. 


“| read Ad Age on 


hear about it all week’ 


Monday and 


THOMAS H. LANE 


A graduate of Dartmouth College, where he was editor- 
in-chief of ‘‘The Daily Dartmouth,” Mr. Lane started his 
business career as a reporter for the New York Herald- 
Tribune. His first agency association was with Young & 
Rubicam, which he served successively as copywriter, radio 


producer and account executive. At the outbreak of World [Adve rti sin g Age ae 
War II, when the U. S. Treasury Department asked Y & R — 
to “lend” a man to head up all national war bond adver- een . Collee Marketer Yanks 


os ands =QAR Ads, Hits ‘Untair' Rates 
tising and publicity, Mr. Lane was sent to the Treasury for ~ 


four years as director of advertising, press and radio. After 
the war, the Rexall Drug Company, Los Angeles, named 
him vice-president in charge of advertising and sales pro- 
motion. Mr. Lane returned east in 1949 to join McCann- 
Erickson as a vice-president, director and member of its 
plans board. In 1955, he accepted the post of senior vice- ontertehentet 
president at Lennen & Newell. 


200 EAST ILLINOIS STREET - CHICAGO 11, ILLINOIS 
lis- 630 THIRD AVENUE + NEW YORK 17, NEW YORK 
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The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Two Readers Cite Difference Between 
Creative and Administrative Ad Instruction 


To the Editor: I have been fol- 
lowing the recent series of articles 
in ADVERTISING AGE dealing with 
whether or not advertising can be 
efficiently taught in the classroom. 
My feelings on the subject thus 
far have been ones of mixed emo- 
tions—nodding the head with em- 
phatic approval on some points but 
shaking the head vigorously on 
others. 

I think when talking about this 
subject there has to be a definite 
distinction drawn between creative 
advertising and, for the lack of a 
better word, administrative adver- 
tising. 

It seems that most of our col- 
leges and universities gear their 
advertising curriculum along the 
business administration sphere of 
thinking. Creativity only enters in- 
to the picture as a relation to the 
business function, or to put it an- 
other way, as a tool of the market- 
ing concept of business. For those 
people interested in this phase of 
advertising, the most courses are 
well suited for their purposes, and 
they will learn the basic principles. 

On the other hand, for someone 
interested in the more creative 
aspects of advertising, he might be 
well advised to leave most of these 


business advertising courses alone. 
He would be far better off to take 
liberal arts subjects which would 
train him to think and give him 
impetus to new ideas. It is much 
more important for the creative 
man to have a “storeroom” of a 
little knowledge on a lot of things 
and have a variety of subjects 
which will provide him with a bet- 
ter background for a wider range 
on fresh stimulating creativity. 

It also seems to me that there has 
| been a neglect on the part of New 
York City graduate schools to in- 
stitute a program designed pri- 
marily for the creative advertiser 
rather than the business adminis- 
trative one. This is a gap that 
|should soon be filled and some- 
|\thing that should be welcomed 
| with open arms by the boys in the 
| towers along Madison Ave. 

Robert F. Armbruster, 
Assistant Advertising Manag- 
er, Fraser Paper Ltd., New 
York. 


What James C. Nelson Jr. prob- 
ably meant to say is that you can’t 
train creative advertising men in 
college. To be creative you have 
to be practically born that way. 
To be taught advertising tech- 
niques and understanding is en- 
tirely possible. 

Having taught, at one time or 
another, six different advertising 
courses in the marketing sequence 
at the University of Baltimore dur- 
ing the past ten years, I can un- 
equivocally state that 5 to 10% of 
any general class CAN be “con- 
verted” and that at least another 
30% can be influenced to look 
more favorably upon our business. 
The others? Oh well... 

Gustav Berle, 

Nyburg Advertising Inc., Bal- 

timore. 

oe * * 
Coshocton Arises! 
Eye and Ear Man, Note 

To the Editor: The “Post Yule 
|Gloat” appearing in the Eye and 
Ear Man’s column in your Jan. 26 


that no other medium can do. One 
of the best ways to enhance com- 
petition is to criticize it and we do 
appreciate that we are now rec- 
ognized as a potent force in the 
advertising industry. 

Ezekiel 12:2 is in response to 
your Eye and Ear Man—‘“Son of 
man thou dwellest in the midst of 
a rebellious house which have eyes 
to see and see not, they have ears 
to hear and hear not, for they are 
a rebellious house.” 

W. E. Coffman, 

President, The Elliott Calendar 

Co., Coshocton, O. 

. 

To the Editor: It was interesting 
to learn from the Eye and Ear Man 
that more liquor was drunk and 
paid for by the topers during the 
past holiday season than in the 
memory of man. Perhaps there is 
a reason. Has he watched or lis- 
tened to radio and television com- 
mercials lately? 

R. E. Lightell, 

Vice-President, Novelty Ad- 

vertising Co., Coshocton, O. 

* 
‘Junk’ Plays Important 
Part in Promotion 


| To the Editor: The advertising 
| profession is like a dog in the man- 
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the new US. flag on Page one, 
Jan. 4.” 

We are not trying to compe‘e 
with the Philadelphia Bulletin . 
the Denver Post is enough compe - 
tition for us. 

However, I am enclosing a copy 
of our Sunday, Jan. 4 issue, show- 
ing the new U.S. flag with the 49th 
star on Page 1. 

Maybe we were first, I don 
know—but our bulldog editior, 
which, as you know, we mail ou: 
around the country, starts rollin; 
off of our presses at six o’clock on 
Saturday night. I presume that the 
Philadelphia Bulletin probably 
does the same thing, so unless they 
publish. before six o’clock Satur- 
day night, we beat ’em. 

The same thing also was in ef- 
fect here on the Denver Post, for 
that matter. They came out on 
their front page Sunday morning, 
Jan. 4, with the flag in full color, 
as they did in their bulldog edition 
Os We... 

N. L. James, 

Manager, General Advertising, 

Rocky Mountain News, Den- 

ver. 


To the Editor: In view of the 
picture of the Philadelphia Bulle- 
| tin photo in your Jan. 19 issue and 


‘issue of ADVERTISING AGE contains | 8° Who takes frequent bites of|the caption under the picture, I 
| statements which are not substan- | himself, then howls in agonized | felt you would be interested in 


|tiated by facts. 


self-reproach. (“There should be 


| the enclosed section of the Savan- 


The advertising specialty and | 1° talk of dogs when ‘wolf’ and | nah Morning News. 


To the Editor: Three cheers, a| calendar business has shown in- | ‘8tay flannel wolf’ meet.”) 
bravo and two olés for Prof. Max | creases every year and possibly at | ; i = 
Wales and especially for Mr. Hol-|the expense of newspaper, radio Versive “cold gray flannel” school | 


‘We train our guns on the sub- 


land of Hartford for their well- | and television. This might account |°f advertising’s detractors. Our 
taken points in defense of the ad- | for so many editorials blasting our | lily-white banner must not be 


vertising teacher (AA, Jan. 12). 


Nearly 


a million 


New York families and 
454 advertisers know 
that nothing takes the 
place of America’s 
Number One Good Music 


Station WOXR 


Radio Station of The New York Times 


| industry. It does an advertising job ragged in the mud. The “clean- 


{up” and “cover-up” squads have 
been working overtime to keep ad- 
vertising from being caught with 
its “call-girls’” showing. 

Then along comes the Eye and 
Ear man, who jumps on the oldest 
| and most time-honored phase of 


/our business, the blessed art of | 


| giving. The usual “junk” he calls 
|it. Then to be specific, he names 
the “junk.” (Ouch! that bite was 
felt from nose to tail.) Few, if any, 
advertising people can look the 
other way and appear uninterest- 
ed. This so-called “junk” plays an 
important part in just about every 
distribution campaign. 

Perhaps the Eye and Ear man 
should refer to the February issue 
of Advertising Requirements for 
five case histories of the use of 
“junk” by our profession. 

Roy H. Odom, 

Owner, Gulf South Advertis- 

ing Agency, Baton Rouge, La. 

o . + 


‘Savant’ Is Identified 


tells how Peerless camera used 


sell its merchandise during the De- 
cember newspaper strike: 

Your story goes on to say this 
idea was suggested by “an un- 
known savant.” To remove this 
unnecessary obscurity, may I re- 
port that I proposed this plan in 
the line of my duties as promotion- 
al consultant to the New York City 
Transit Authority. 

I want to take this opportunity 
to congratulate the executives and 
admen of Peerless, S. Klein et al, 
who grabbed this idea while it 
was hot, while their larger com- 
petitors sat on their ponderous 
duffs. 

And thanks for that label of 
“Savant!” It will come in handy 
in my old age. 

John J. Woods, 
Pelham Manor, N.Y. 


e e o 
The New Flag Flew 
All Around 


To the Editor: When I returned 
to Denver from the NAEA meeting 
in Chicago, I was going through 
my Jan. 19 issue of ADVERTISING 
AGE, and on Page 72 I got quite 
a kick out of an article there say- 
ing that the Philadelphia Bulletin 
ran the “first color illustration of 


| 
| 
| 


To the Editor: Anent the item | | 
on Page 23, Jan. 19 issue, which | 


New York Subway windows to} 


Leah G. Schad, 
Savannah, Ga. 
The Morning News carried a 
|front-page color drawing of the 
new flag on Jan. 4. 
© ° e 


| Small Agencies Make 
' News, Too—a Reminder 

To the Editor: Fully cognizant 
the “big” agencies and “big” ac- 
counts make the AA front page, 
jas well as the major news stories’ 
coverage, we honestly believe at 
least some of the “small” agencies 
jand “small” accounts offer some 
| news value to your readers, too... 
| With a total of four full-time 
people (and a fifth joining us Mon- 


~* 
| 


| 


an adveriteing agency ts onty as good as 


Hts erentive wrantt. fh: oer hme 
bavaome scien ts tw 


oi ea poor tente herp ten 
day, Feb. 9), plus some 11 part- 
time people, with the background 
of experience we’ve had we feel 
we can “take the gloves off’ with 
many an agency a great deal larg- 
er in size than we are... 

Why are we located in what the 
big city slickers call “the boon- 
docks” if we’re that good? The 
answer to that is easy! We all got 
fed up with living in big cities 
and commuting morning and night. 
We decided we’d .like to work 
where we enjoyed living! 

With the starting of our 5th year, 
we felt it was a good time to do 
a little “sounding off” on our be- 
half, so we prepared the enclosed 
advertisement which appears Sun- 
day, Feb. 8, in Sioux Falls, South 
Dakota’s Argus-Leader, Great 
Falls, Montana’s Tribune-Leader 
and Rapid City’s Daily Journal. 

Practicing what we preach, 


ze 


] 


Ac ve! 
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| Only 30 Hours! 


A vertising Age, February 23, 1959 


re 


merchandising our owner rectified and the accurate facts| Reprints Weiss Article 

“house” advertisement with our | brought to light. 

m othly, ‘“What’s NEW at Douglas Harry E. Forwell, SION TO REPRODUCE BY PHOTO-OFFSET 
Ac vertising Agency?”, copy also Creative Marketing Director, | arricte on PAGE 90 OF JAN. 19 Is- 
en losed. Our mailing list of Emil J. DeDonato Inc., New |cgug ApvertTisInc AGE ENTITLED 
‘\ hat’s NEW .. .” goes to 482! York. “SAUCE FOR THE GOOSE” BY WEISS, 
Mn... } : , . e * FOR DISTRIBUTION TO ASSOCIATION 

Ve believe the job we’re doing He’s a Pall Mall Man MEMBERSHIP. MANY THANKS. 
ani the advertisement enclosed| , the Editor: Re: “Burnett Howard A. Prentice, 


might well be of true news vai- 
ae ae 
William H. Douglas, 
Douglas Advertising Agency, 
Rapid City, S.D. 
7. e 


ment—and a derisive guffaw—I 
submit this clipping from the New 


In 30 Hours You Learn How To 


WRITE AD COPY 


At Professional Level 


Practical Evening Course in 
TV-RADIO-PRINT COPY 


Open to Men and Women In 
Agencies, Business, PR, TV 


Actual Case History Method quick- 
ly builds job-huniing of job- 
upgrading portfolio, 
Classes begin Tuesday, Feb. 10 
Register now by mail. 

BU &-7210, 

Write for information or phone 
School of General Studies 


HUNTER COLLEGE 
Rm. 241-K, 695 Park Avenue, W.Y, 21 


York Times of Feb. 3 as the all- | 
time list topper for “advertising we | 
can do without.” | 
Neil Carty, | 
Copy Chief, Mann-Ellis Inc., 
New York. 
* e fe 


Says Agency Head's Job- 
Hunt Story Inaccurate 

To the Editor: Mr. Fellows had 
made a number of inaccurate state- 
ments and allusions in the ADvVER- 
TISING AGE story covering his novel 
idea for job-seeking [Head of 
Folded Shop Unfolds Story in Mail 
Folder,” AA, Nov. 10, 1958]. 

He mentioned an account execu- 
tive who ran off with his meat- 
bone account. Being the only 
account executive in his small 
agency, the allusion could only 
beckon to me. This account had 
been relinquished formally by Mr. 
Fellows by letter in May, 1958, as 
he was deeply in debt and unable 
to continue operating his business. 
I was actually retained to salvage 
the Fellows agency accounts, which 
I successfully did, but lack of mon- 
ey made my efforts futile. Now, 
no other reason can be advanced 
for Byron Fellows’ closing his 
agency’s doors other than his fi- 
nancial problems, long antedating 
his May, 1958, decision to “close 
up shop.” 

Instead of abandoning him dur- 
ing his financial crisis, I chose to 
remain with him, service his ac- 
-ounts to the last so that he might 
profit from the servicing fees and 
charges. I left him six weeks after 
his decision, working without pay 
or even expense money. 

At no time did I encourage the 
“meat-bone” account to follow me 
to another agency. It was months 
later that they recommended me 
to a New York agency and in- 
formed me that they had been 
extremely happy with my services 
and handling techniques. 

Mr. Fellows had lost this ac- 
count, a sizable one, actually in 
Yecember of 1956. The extremely 
»atient and clement attitude of the 
client in giving him one more 
‘hance, led Mr. Fellows to con- 
tact me and salvaging the client 
was purely dependent upon my 
ibility to adequately service the 
iccount creatively and render jus- 

ifiable services... 

Again, I would like the intima- 


Ford... 


Gives Staffers, etc.” (AA, Feb. 9): 
Earlier in my advertising career 
I applied for a position with Leo, 
which I did not acquire. I no long- 
er brood about it because I am a 
Pall Mall chain smoker and his 
letter would have positively fright- 
To the Editor: Restraining com- | ened my ulcers to the point of self 
| destruction. 
Thank God I don’t have to wor- 
ry about driving a pretty slick '57 
my wife sporting a Per- 
ma-Lift bra or my kids roughing 
it up in Tom Sawyer dungarees. 
All my present employer asks is 
a buck’s worth of effort for a buck 
earned. He gets it and we are both 
happy and prosperous. 


Ray Rex, 
Chicago. 


Exec. Vice-President, the Pro- 
prietary Assoc., Washington, 
mC. 


« 
‘How to Cheat’ 
To the Editor: A _ publication 
called “Profitable Business’ sends 
out leaflets boasting that its con- 
tents include a feature titled “21 
ways to cheat on your income tax.” 
There’s a pretty horrible example 
of advertising we can do without. 
Allen Glasser, 
Production Manager, Modern 
Windows, New York. 
. + 


| ‘Stingy-Brims’: Concisest 


To the Editor: A COPYWRITER’S 
' DELIGHT—I was riding in a cab the 


To Tue Eprror: Request permis- | 4¢rby. The Negro driver allowed 


other day shyly wearing my new 


as how “them derbys is sure nice, 
but my wife bought me one of them 
stingy-brims for Christmas so I'll 

ave to wear that for a year or 
two.” That’s descriptive language 
at its concisest! 

Bill Schulze, 
Proebsting, August & Harp- 
ham Inc., Chicago. 
© ~ s 


Fears Headline Misleads 


To the Editor: We wish to call 
your attention to the article that 
|appeared in the Feb. 9 edition of 
ADVERTISING AGE concerning the 
promotional allowance program of 
our premium and incentive divi- 
sion. 
| While the body of the article de- 
| scribes this program in rather ac- | 
|curate terms, the headline is dan- | 
| gerously inaccurate and misleading | 
|when it speaks of “volume re- | 
| bates.” As you will note from your 
| source material, our program does | 
|not involve rebates nor is it relat- | 
ed, as the headline suggests, to to- | 


185 


tal volume. We know you are 
aware that rebates are illegal and 
that allowances in relation to total 
volume are subject to much ques- 
tion, 

We regret that your excellent 
publication inaccurately described 
our program in the article’s head- 
line, as we fear that many who 
saw the article carried from it an 
improper conclusion. 

Howard Greenblatt, 

John Plain & Co., Chicago. 

Reader Greenblatt is quibbling. 
The Plain plan calls for percentage 
refunds based on average order per 
prize book. 

. - + 
From Headquarters 

To the Editor: I read with keen 
interest Page 76 of the Jan. 19 
ADVERTISING AGE in which you 
clearly define the Post Office po- 
sition on rates and regulations. 

As postmaster of a big city in- 
volving advertisers and big mail- 
ers, your language is perfect. 

Edward J. Quigley, 
Postmaster, Brooklyn, N. Y. 


tion of my being an account-steal- 


A 


CUSTOMER 
ONCE 


SAID: 


Coe h. at in oe ee 
salesman 
of 
yours 
must 
wear 
sewemn 
leaZfue 
boots” 


problems . . 


. his complete knowledge 


this compliment. 


He wasn’t referring to our salesman’s dress, of course. Im- 
pressed by our man’s genuine interest in his promotional 


of printing pro- 


cesses and their specific application . . . plus his willingness 
and ability to come up with the right answers, prompted 


What gives every Gugler salesman this stature in the field? 


First, because he feels secure in the knowledge that he’s a 
part of one of the nation’s greatest lithographers. Then, 
too, he knows he’s backed up by a conscientious staff of 
artists, designers, and technicians who give any job—labels, 


streamers, displays, or mobiles — the highest creative treat- 


ment available, anywhere. And he also knows “his team” 


can deliver for you, too. Just ask him to prove it! 


Gugeler LITHOGRAPHIC Co. 


1339 NORTH MILWAUKEE STREET, MILWAUKEE, WISCONSIN 


Sales Offices: New York * Chicago * Seattle * San Francisco * Los Angeles * St. Louis * Atlanta * Detroit * Houston * Tulsa 
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Western Auto Adds $1,000,000 to Its 
Ad Budget for Golden Anniversary 


Kansas City, Mo., Feb. 17— 
Western Auto Supply Co. is swing- 
ing into an all-out campaign cost- 
ing $1,000,000 in addition to 
regular advertising expenditures 
to mark its Golden Anniversary. 

Regular expenditures in 1958 
were more than $4,500,000. 

The 4-pronged program includes 
ads in Farm Journal, Field & 
Stream, Life, Outdoor Life, Pro- 
gressive Farmer, Sports Afield and 
The Saturday Evening Post. Direct 
mail circulars and flyers will be 
mailed to occupants throughout 
the U.S. The third feature of the 
campaign will be newspaper ad- 
vertising, the company furnishing 
newspaper ad mat packages to 
dealers. A dealer and company 
store contest will last until June 
30. 


s All magazine ads will be four- 
color except those featuring power 
mowers and tires. Western Auto 
says magazine advertising alone 
will come to about $1,000,000. 
There will be ads in 15 issues of 
Life, and three of the ads will be 
two-page spreads. They'll run 
from March 2 to Oct. 19. Ads 
will be in Progressive Farmer 
March through August. In the 
outdoor magazines they’ll run in 
April issues. Ten Post ads will 
start in April and end in Novem- 
ber. In Farm Journal they’ll vary 
from two-thirds of a page in b&w 
to four-color two-page spreads. 
Circulars and flyers will be sent 
to occupants. These will be sent 
out in 10 out of 12 months. They’ll 
be produced by the company, not 
by the agency, Bruce B. Brewer & 


UNION RUBBER & aaeeeree co. 
TRENTON, ©. 


/ 


MAKES PASTING A PLEASURE 


Co., because the company has its 
own art, production, photostat and 
layout departments. 


s Newspaper ad mats will be used 
in more than 275 newspapers, not 
counting what local dealers will do 
on their own. The newspaper 
campaign will start April 23, the 
same day the Golden Anniversary 
Sale will begin. 

In a $100,000 incentive program 
for dealers and company stores, 
awards include 10 trips to Hawaii 
and 10 to New York. There are 
more than 3,650 dealers. Western 
Auto has company and dealer 
stores in the U.S., Hawaii, Alaska, 
Mexice, Puerto Rico and Guam. 

The dealers are divided into 10 
classifications so stores compete 
only in their size group. The con- 
test is called a Pot-Of-Gold con- 
test. 


s Western Auto has been running 
ads in Army Times, Farm Equip- 
ment Retailing and Hardware Age 
in an effort to get new dealers, 
keeping up a long policy of expan- 
sion. Several hundred responses 
have come in. They advertised in 
Army Times to get retiring Army 
personnel. The ads ran in Novem- 
ber and December. 

The number of dealers has in- 
creased every year since World 
War II. With a careful screening 
program, new-dealer failures have 
been virtually eliminated. Actual 
figure of new-dealer failures 
has been only a fraction of 1%. 

In this campaign, which repre- 
sents a 33% imcrease over last 
year in ad expenditures (last 
year was a record year also), only 
about 10% of the budget will be 
spent on tv. This is an increase 
from last year, when one of the 
company’s agencies, Bruce B. 
Brewer & Co., bought no tv time. 
The other agency is Winius-Bran- 
don, St. Louis. 


= Bruce B. Brewer & Co. tested 
television in 1957. They bought a 
half-hour show and found they 
were unable to show their broad 
range of products. There was not 
enough time on radio or tv. Their 
written ads have generally been 
detailed. 

“There was no way we could 
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COLORMATS 


HIT THE REGISTER MARKS 


RIGHT ON THE NOSE! 


Molded out against the register marks 
without distortion — and to positively 
stay in register — these shrink-resistant 
mats are used by some of the largest 
agencies for some of their largest clients. 
Phone or write for more information. 


PROGRESS PLATE MAKING COMPANY 


913-23 Filbert Street, Philadeiphia 7, Pa. 


WaAinut 2-0447 


The PROGRESS + HANSON + PROGRESSIVE Group 


PROGRESS Plate Making Company = HANSON Electrotype Company | PROGRESSIVE Compesition Company 
923 Filbert Street, Phila. 7 { Sth & Sansom Streets, Phila. 7 | th & Sansom Streets, Phila. 7 
Walnut 2-0447 Walnut 2.5567 ; Walnut 2.2711 


NEW YORK: MU Hill 2-1723* 
LANCASTER: EX 4-1675 © WILMINGTON: OL 5-6047 


' 
WASHINGTON: EX 3-7444 


© BALTIMORE: SA 7-5302 © RICHMOND: MI 4-2771 


GOLDEN PUSH—This four-color magazine spread is part of Western 
Auto’s golden anniversary drive. 


prove tv was economically sound 
to use,” says James H. Barickman, 
who handles the account at Bruce 
B. Brewer & Co. In 1957 the com- 
pany experimented with tv in 
Kansas City, Dallas and Houston. 
He points out that the company 
has used magazines, newspapers 
and catalogs for years, and that 
sales in 1958 were more than 
$233,000,000. In other words, they 
think their media choice has been 
judicious. 


® However, spot tv will be used 
to advertise outboard motors. It 
is next to impossible, says the 
company, to figure out total ad- 
vertising, and any figures they can 
give are figures for national ad- 
vertising. Many individual dealers 
do their own advertising, raising 
the national figures considerably. 

Gamble-Skogmo, Minneapolis, | 
owns 42% of the stock of Western 
Auto. Both sell appliances, auto- 
motive supplies, tires, sports 
equipment and garden tools. 

Expansion plans include the 
opening of 50 new stores this year 
in suburban shopping centers. 


= Western Auto dealers just com- 
pleted merchandising shows in 15 
areas, featuring a color movie star- 
ring John Cameron Swayze, used 
to promote the campaign to its 
dealers. The film was prepared by 
Cal Dunn Studios, Chicago. Deal- 
ers selected spring and summer 
merchandise. Similar shows will 
be held in May for fall and winter 
merchandise. Western Auto offi- 
cials predict great increases in 
sales for this year. 


® An interesting fact, points out 
John Solomon, public relations 
manager and manager of publica- 
tions for Western Auto, is that the 
$1,000,000 to be spent on the gold- 
en anniversary is more than the 
entire retail advertising budget for 
1945. 

He was in charge of a prestige 
piece that is just being published. 
A booklet, “The First 50 Years,” 
will be sent to each company 
employe, suppliers, dealers and 
to about 6,000 stockholders. About 
25,000 copies will be published for 
the company’s 16 divisions. 

Bruce B. Brewer has had the 
account since 1941, and James Ba- 
rickman has been account execu- 
tive since 1952. # 


Robins Names Cargill, Wilson 

A. H. Robins Inc., Richmond, 
Va., manufacturer of ethical drugs, 
has appointed Cargill, Wilson & 
Acree, Richmond, to handle a new 
corporate campaign. An annual 
budget has been set at about 
$250,000. National magazines will 
be used. Robins’ product advertis- 
ing is handled by Noyes & Sproul 
and Sudler & Hennessey, both of 
New York. 


KRKD Names Fox S. M. 

KRKD, Los Angeles radio sta- 
tion, has named Bob Fox general 
sales manager for am and fm. He 


formerly was sales manager of 
KFOX Radio, Long Beach. 


Bristol-Myers Boosts 
Gelsthorpe, Fletcher 
Bristol-Myers Products division, 
New York, has promoted Edward 
Gelsthorpe, formerly vp and gen- 
eral sales manager, to director of 
marketing, a new post. F. Harry 


| Edward Gelsthorpe 


F. Harry Fletcher 


| Fletcher, vp and national field 
sales manager, was named direc- 
tor of sales. 

| Mr. Gelsthorpe joined the com- 
| pany in 1949. He was named assist- 
ant vp and director of merchandis- 
ing in 1957 and last year was 
named vp and general sales man- 
ager. Mr. Fletcher joined B-M as 
an executive in the sales division 
in 1952. Alfred A. Whittaker has 
been promoted to vp in charge of 
market research of the Bristol- 
Myers Products division. 


NBC Radio Adds Sponsors 


Among the new orders reported 


early 1959 were those from such 
advertisers as: 
America (Fuller & Smith & Ross) 
for a heavy “Monitor” schedule; 
Lehn & Fink (McCann-Erickson) 
for various daytime shows; Kip- 
linger Magazine (Albert Frank- 
Guenther Law) for 15-minute 
programs on weekends; Carter 
Products (Kastor, Hilton, Chesley, 
Clifford & Atherton) for “Night- 
line”; Lever Bros. (Foote, Cone & 
Belding) and Sakrete (Van Sant, 
Dugdale & Co.) for “Monitor,” and 
Mail Pouch Tobacco Co. (Charles 


“Nightline.” 


by NBC Radio, New York, for 


Aluminum Co. of 


W. Hoyt Co.) for “Monitor” and 


Connecticut Finds 
Its Tourism Ads 
Paid $161 for $1 


Hartrorp, Feb. 17—Every dol- 
lar spent by the state of Con- 
necticut in 1958 for newspaper: 
advertising of the state as a va- 
cationland produced $161.85 worth 
of business, according to the Con- 
necticut development commission. 

The state’s official business | de- 
velopment agency, the commission 
spent $15,336 for advertising space 
in 16 out-of-state newspapers, 
eight of them in New York City. 
A recent survey indicates that as 
a result of this promotion, 46,361 
persons were encouraged to vaca- 
tion in Connecticut. 

A commission spokesman notes: 
“In order to make the best pos- 
sible use of our advertising budg- 
et, we conduct a mail survey each 
year among the persons who have 
answered our advertising. 


# “This enables us to make a pret- 
ty accurate calculation of the 
|amount of business produced by 
|the advertising in each of the 
| newspapers used. On that basis, we 
|can concentrate our efforts with 
| the newspapers and in the commu- 
| nities that prove most productive.” 

Survey cards were mailed to 
;about one-third of all those who 
wrote the commission for vacation 
literature as a result of the adver- 
tisements. They were invited to 
submit confidential information 
as to whether they actually came 
to Connecticut for their vacation, 
how many persons were in their 
party, how long they stayed, and 
approximately how much money 
they spent within the state. The 
commission’s estimates are made 
by statistical projections based on 
the 2,686 survey cards which were 
returned. 


= The survey indicated the aver- 
age vacation stay in Connecticut 
was 7.8 days and the average ex- 
penditure was $52.76 a person. 

The commission said that> with 
the same advertising budget in 
1958 as in 1957, the 1958 adver- 
tising was 81% more productive 
of vacation business. + 


Schubert Absorbs Telestar 

Bernard L. Schubert Inc., New 
York, tv film production-distribu- 
tion company, has acquired all 
the shares of Telestar Films. Mr. 
Schubert, head of both companies, 
said Bernard L. Schubert Inc. 
will absorb Telestar and _ will 
henceforth handle distribution of 
its own shows. Schubert also has 
named Eugene C. Wyatt, former- 
ly with ABC Television, vp in 
charge of network sales. 


Network Gross Time Charges 


Source: TvB figures from Leading National Advertisers and 
Broadcast Advertisers Reports 


NETWORK TELEVISION 
December December % Jan.-Dec. Jan.-Dec. % 
1957 1958 Change 1957 1958 Change 
Pe kevin. $ 8,614,646 $10,466,104 +21.5 $ 83,071,284 $103,016,938 +240 
ae 21,980,607 22,836,275 + 3.9 239,284,899 247,782,734 + 3.6 
civics 19,146,483 20,636,442 + 7.8 193,845,383 215,790,729 +113 
Total $49,741,736 $53,938,821 + 8.4 $516,201,566 $566,590,401 + 9.7 
1958 NETWORK TELEVISION TOTALS 
ABC CBS NBC Total 
ME IEE $9,168,609 $22,094,015 $18,344,111 $49,606,735 
IIE Svesesscnistecaion 8,441,988 19,410,741 16,785,315 44,638,044 
BIS sacibciodiatiieennvins 9,402,407 21,211,070 18,874,597 49,488,074 
8,739,456 20,628,511 18,283,379 47,651,346 
8,477,755 20,970,022 18,470,368 47,918,145 
7,387,586 19,733,057 16,648,462 43,769,105 
7,083,555 18,332,925 15,702,029 41,118,509 
6,923,735 19,383,736 15,202,021 41,509,492 
6,627,093 19,427,754 16,362,343 42,417,190 
SE SSpcecedisctensises 9,960,524 21,901,036 20,664,587 52,526,147 
N b 10,338,126 21,853,592 19,817,075 52,008,793 
10,466,104 22,836,275 20,636,442 53,938,821 
$103,016,938 $247,782,734 $215,790,729 $566,590,401 
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/ th ir ideas. It arouses their hopes. 
. It moves them to action. 
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pected. It develops its own norm. 


> common.” 
‘peared off and on since October 


! Kerr, president of J. M. Hickerson 
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Agency Head Kerr Follows Hunch, Finds 
| Wide Acceptance of Public Service Copy 


i | ‘ew York, Feb. 17—“Creativity 
} is seed that flowers in the wilder- 
“A Ne s. Its fragrance is contagious. It 

Ca .ses men to dream. It stimulates 


‘Creativity creates the unex- 


It makes the exceptionable ac- 
ceptable and the commonplace un- 


Evidence of this may be found 
_in the series of editorial-style ad- 
vertisements which have _ ap- 


i. Newsweek. So far, about five 
have appeared. 
They were written by Richard 


Inc., who joined the agency last 
year (AA, May 19) after having 
been creative head of Lawrence 
Fertig & Co. for eight years. 

The ads constitute an extra ef- 
fort on the part of the magazine 
and are not related to its regular 
promotional campaign, handled by 
Bryan Houston Inc. 


s Last summer, Mr. Kerr wrote 
several ads for a newspaper pro- 
motion campaign. A budget cut 
withered them in the bud. On a 
hunch, he rewrote the ads, at- 
tempting to answer some basic, 
everyday questions in an uncom- 


tion Day. It stimulated a lot of let- 
ters and requests for reprints. The 
League of Women Voters ordered 
more than could be supplied with- 
in the time limits imposed. 

A couple of the other ads have 
had more than usual response. 


e The one titled, “Send us more 
eggheads!” was cited by the Sat- 
urday Review in its Dec. 6 issue. 
“Late last month,” SR _ noted, 
“along came Newsweek, with the 
third of its co-called ‘Morale Se- 
ries’ of institutional ads, and 
there, sure enough, sunny side, 
were our eggs,” and it quotes 
from the ad ... “We need more 
men like Messrs. T. Jefferson and 
T. Edison; intelligent men who 
lighted our lives and our living 
rooms. A few more of these fel- 
lows would come in handy today. 
A juggler can get us in front of a 
tv screen. ...A _ split-T football 
coach can get us to the Rose Bowl. 
But an egghead can get us to the 
moon. And we’re behind sched- 
ule.” 


e Now Reader’s Digest has re- 
printed still another of the Kerr 


Johnny had better 
learn to read 


mon way. For example: 
“How important is one vote? 
Remember 
Hayes? One electoral vote put him 
in the White House. One congres- 
sional vote saved Selective Service 
just 12 weeks before Pearl Harbor. 
“A wise man once observed, 
‘Liberty means responsibility. This | 
is why most men dread it.’ But if | 


‘ you dread it and ignore it, how | 


long can it last? Freedom, like a | 
receding hairline, isn’t lost all at) 
once. It goes gradually. If you can 


spend a few minutes each day us- | 


ing hair tonic to save your hair, 
can’t you spend a few minutes each 
year at the polls to save your 
scalp?” 

This and a few other similar ads 
were submitted to several news- 
papers for promotional campaigns. 
“They toyed with the idea of us- 
ing them,” Mr. Hickerson told 
ADVERTISING AGE, “but the brass 
couldn’t seem to make up its col- 
lective mind, so to speak, and 
nothing came of it.” 


ym One day Mr. Hickerson showed 


N WOO @ 


—m WN ON VM aaosh & 


a couple of the ads to Gibson Mc- 


Cabe, vp and publisher of News- 
week. “He bought them; I didn’t 


sell them,” Mr. Hickerson ex- 
plained. 
The “How important is one 


vote?” ad ran shortly before Elec- 


Rutherford B. | 


I no longer matters whether 
he wants to 


€ 


issue of Reader’s Digest. It is un- 
usual for that publication, in 
which a b&w page costs $34,250, 
to reprint the institutional adver- 
tising of another publication. Such 
an action is certainly an eloquent 
testimonial, Mel Hickerson noted, 
“for this special series of ads 
aimed, as Dick Kerr puts it, ‘at 
nudging Americans back to their 
basic responsibilities’.” + 


NBC-TV Sets Tape Policy 

NBC Television, New York, has 
informed stations that requests | 
for local taping of network shows | 
will be handled on an individual | 


basis. There is a general ban| 


or would like to 

or may learn when the spirit moves him. 
= Johnny now has no choice. 

He had better learn to read 

and read well 

or we may wind up in a world where 

no English is written any more. 


rye 


We Americans don't want to 
move the world. 

But we don't want anyone else to, either. 
Se Johnny had better 

learn to read 

Because you can bet 

Ivan is spending a 

tot of time on his books 


minneiiit Le 


ads used by Newsweek. Titled 
“Johnny had better learn to read,” 
it says: 

“It no longer matters whether 
he wants to or would like to or 
may learn when the spirit moves 
him. Johnny now has no choice. 
He had better learn to read and 
read well or we may wind up in a 
world where no English is written 
any more.” 


s Newsweek’s “Johnny” ad ap- 
peared on Page 12 of the January 


against local taping at all the net- | 
| works. NBC’s announcement of | 
|exceptions to the general rule fol- | 
|lows a similar one by CBS-TV 
some time ago. Whether requests 
j}are granted will depend on such| 


CHALLENGERS—Newsweek’s Gib McCabe (left) and Hickerson’s Dick 
Kerr discuss the thought-provoking copy written by Mr. Kerr. 


| serves the Pittsburgh area, spends 


Power Utilities Put 
$125,000,000 in Sales — 
Promotion: Ousler | 


PITTSBURGH, Feb, 17—An electric | 
utility executive estimated here | 
that the nation’s electric power | 
companies spent $125,000,000 “at | 
the local level” for sales promo- 
tion activities. 

George W. Ousler, vp of sales of 
Duquesne Light Co., further re- 
vealed that his company, which 


about $1,800,000 a year on sales 
promotion, and that the West Penn 
Power Co., also serving the Pitts- 
burgh metropolitan district, spends | 
“a like amount.” 


= In a talk at a meeting of the | 
Electric League of Western Penn- | 


| factors as advertiser approval, ef- | sylvania, Mr. Ousler asserted that | 
fect on color shows and technical | the electric power companies are | 


|quality, the time at which the 
| station wishes to present the de- 
layed telecast and the reasons for 
the request for a delay. 


Max Factor Buys TV Film 

Screen Gems, tv film distribu- 
tor-producer, New York, has added 
some more sponsors for its new 
adventure series, “Rescue 8.’’”” Max 
Factor & Co. has bought the tele- 
cast for presentation in four Alas- 
ka markets. Tasty Baking Co. is 
presenting the film in Baltimore 
and Philadelphia. A total of 146 
stations have booked this pro- 
gram. 


Reach, McClinton Expands 

Reach, McClinton & Co., New 
York, has signed a lease for half 
the third floor at 505 Park Ave., 
where the agency also occupies 
the fifth and half of the second 
floor. In the past year, the agen- 
cy’s staff has grown from 136 to 
231 employes. 


convinced they can open a vast 
| potential market for more power 
| but that “it is going to take a heap 


‘of coordinated selling effort to) 


reach the goal.” 

He cited air conditioning, better 
lighting, electric heating, and the 
sale of major appliances as markets 
in need of more development. # 


Abrahams to Allied Artists 

Sanford Abrahams has been ap- 
pointed national advertising and 
publicity director of Allied Artists, 
Hollywood. Mr. Abrahams, who 
moves up from assistant national 
ad and publicity director, will re- 
place John C. Flinn, who left to 
join Columbia Pictures as studio 
publicity manager. 


Mutual Names McElroy 

James McElroy has been named 
eastern sales manager of Mutual 
Broadcasting System, New York. 
He has been on the radio net- 
work’s sales staff for several years. 
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LANDING. 


as seen by 


JOHN BURGOYNE & BILL MASTERSON 


URGENT! ALL PARENTS PLEASE NOTE. 


The greatest threat in history to the 
well-being of our young’uns has 
reared its ugly head. Not “rock 'n 
roll”, nor TV Westerns, nor comic 
books, have ever approached the 
sinister aspect of the following no- 
tice we ran across recently: “FOR 
SALE. Large bulldog. Two years old. 
Eats anything. Especially fond of 
children,” 


From now on, every time we hear some- | 


one complain—‘our kids are going 
to the dogs”—we'll shudder just a 
bit from a chill in the spinal region. 


o. & 6.2 


Matter of fact, we shudder quite a bit 
as it is, whenever we hear of an ad- 
vertiser who goes about selecting his 
test markets on a willy-nilly basis. 
Drawing on our long experience in 
this business, we have chosen the 
Burgoyne Test Cities with extreme 


care to provide just the right set of | 


conditions for thorough, accurate, 
rojectable market tests. Shown be- 


ow are two of our Test Cities. Drop | 


us a line and we'll send you the com- 
plete list post-haste. 


MEET THE BURGOYNE 
TEST CITIES 


COLUMBUS and 
ROCKFORD 


... are two of cities which make 
up the select list of BURGOYNE 
Test Cities, and which are per- 
manently set up for BURGOYNE 
Retail Sales Studies on grocery 
and drug products. 


ROCKFORD 


Situated on both banks of the 
Rock River, this 125-year-old 
northern Illinois city is the indus- 
trial, shipping, and trade center 
for a wide area. Manufacturing 
includes knit goods, furniture, and 
metal products. For complete cov- 
erage of this community of 100,000 
—we recommend the REGISTER- 
REPUBLIC, 


COLUMBUS 


Qhio’s capital, third largest city, 
and transportation and distribu- 
tion center of a rich farm area. 
Industries include meat packing, 
aircraft, auto parts, electrical 
equipment, foundry products. 
Home of Ohio State University. 
In this fast-moving hub of the 
Buckeye State, we recommend the 
DISPATCH as the top selling 
medium. 


Attention Chicago area agencies and ad- 
vertisers! Bill Draper, Vice-President 
of Burgoyne Grocery and Drug In- 


dex, who heads up our Chicago of- | 


fice, has all the answers to your 
questions about the Burgoyne organ- 
ization. A phone call to him at 
Whitehall 4-5824 in the Palmolive 
Building, will give you full informa- 
tion on a sales test plan, 


CMOEIR J 4 DRUG J NOEL, INE. 
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{said the Eastman Kodak execu- 


| oe" 
| merchandising 


Market Research Siill 


Rocuester, N.Y., Feb. 17—One 
of the greatest weaknesses in ef- 
ficient market research is the lack 
of complete problem definition, 
according to Kenneth G. Stuart, 
director of market’ research, East- 
man Kodak Co. 

A veteran of 25 years of market 
research work, Mr. Stuart says 
that steady progress has been 
made in the field. He feels that 
market research is doing a better 
job now of sampling, question 
asking, tabulating, analyzing and 
presentation of data. 

Mr. Stuart said there are five 
important areas on which particu- 
lar stress is now being placed: 


e Problem definition. 
e Assumptions. 


e Reflecting the consumer view- 
point. 


e Experimental research. 


e Assistance in decision making. 


# On the matter of problem def- 
inition, the Eastman Kodak exec- 
utive believes that market re- 
search people must continually | 
cultivate and nurture a “manage- 
ment point of view.” Only through 
such a process can marketing peo- 
ple understand the relative im- 
portance to a company of the 
| project under consideration. 
“Through the utilization of a 
broad-scope point of view, we can 
(1) know much better the type of | 
research required, the type of in- 
formation needed, and (2) be in 


Definition, Fewer False Assumptions: Stuart 


Needs Better Problem 


“But, if that is really so, why 
trade in a two-year-old car which 
provides very adequate transpor- 
tation for a new one? We must 
continually guard against taking 
things for granted. Taking things 
for granted is alien to research 
until such time as we are sure we 
have established a definite law,” 
he said. 

The Eastman Kodak market re- 
search director pointed out that 
most present day managements 
have accepted the idea that they 
have to operate the business for 
the balanced benefits of the stock- 
holders, the employes and the cus- 
tomers. 


= Operating people, because of 
their expert knowledge and in- 
tense interest in their products 
and services, tend to think that 
their customers are equally aware 
and excited about features of 
their products, he pointed out. 
“This is an amazing point of 
view, when you stop to think that 


these operating people, outside of 
working hours, are also consum- 
ers and are continually buying | 
products without knowing about | 
their many features,” he said. 

Mr. Stuart said he knows that 


a casual attitude toward products | greater participation in decision| April 


is not found in the hobby field. | 
“We find, for example, that some | 


FAMILY LOOK—For the first time 
since its original candy bar, Milky 
Way, was introduced in 1923, Mars 
Inc. is marketing its seven prod- 
ucts as a line, with a common cor- 
porate symbol. The new symbol is 
also being used in all advertising 
and displays, Mars says. 


but expect greater assistance in 
decision making.” 

Mr. Stuart feels that such par- 
ticipation is the logical extension 
of the analysis and interpretation 
function which is already an es- 
sential part of market research. 

The Eastman executive said 


|making must be earned. Market 


research people must earn the con- 


Advertising Age, February 23, 195! 


Coming 
Conventions 


*Indicates first listing in this colum:., 

Feb. 26. Associated Business Public: - 
tions, annual eastern conference, Roos: - 
velt Hotel, New York. 

Feb. 26-28. [Illinois Daily Newspape 
| Markets, local and national advertisin 
| managers workshop clinics, Leland Hote 
| Springfield, Ill. 

*Feb. 28-March 3. Advertising Special 
lty Guild of America, Guild Exposition. 


| Sales Management Conference, Feb. 2i, 


| Hotel La Salle, Chicago. 

| March 2-3. New England Newspaper 
| Advertising Executives Assn., winter 
meeting, Parker House, Boston. 

March 4. California Broadcasters Assn., 
annual meeting, El Dorado’ Inn, Sacra- 
mento i 

March 5-6. Assn. of National Advertisers 
Advertising to Business and Industry 
Hotel Webster Hall, Pittsburgh. 

March 6-8. Affiliated Advertising Agen- 
cies Network, midwest regional meeting, 
Lake Lawn Lodge, Delavan, Wis. 

*March 13-14. Virginia Press Assn., an 
nual Old Dominion advertising confer- 
ence, Motor House, Williamsburg, Va. 

March 15-18. National Assn. of Broad- 
casters, annual convention, Conrad Hil- 
ton Hotel, Chicago. 

*March 18. Magazine Publishers Assn 
annual conference on the economic out- 
look, Hotel Pierre, New York. 

March 24-26. Point-of-Purchase Ad- 
vertising Institute, 13th annual exhibit 
| Palmer House, Chicago. 
| April 1. Assn. of National Advertisers, 
| Advertising Research Workshop, Hotel 
| Pierre, New York. 

1-3. Sales Promotion Executives 
|Assn., annual conference, Hotel Roose- 
| velt, New York. 

| *April 2-3. Life Advertisers Assn., east- 


advanced amateur photographers | fidence of people they are serving jern roundtable, Hotel Barbizon Plaza, 
know far more about camera gadg- | and group activity is a helpful tool | New York. 


ets, lens definition, etc., than many | 
of us at Kodak,” he said. | 
A unique function of market re- | 


|a position to advise our manage- 
ment as to a reasonable amount | 
to spend on a project,” said Mr. 
| Stuart. 

_ “Good problem definition is our | 
responsibility and not that of the! 


. . | 
person requesting our assistance. | 


| search people, said Mr. Stuart, is| 


continually to keep management | 
and operating people well in-| 
formed concerning the true feel- | 
ings and desires of consumers. | 


s A fourth area for improvement | 


in creating this confidence, he said. 


Share Holders Okay Merger 
of Sylvania, Gen. Telephone 
Share holders of both Sylvania 
Electric Products Inc. and General 
Telephone Corp. have approved 
the merger of Sylvania into Gen- 
eral Telephone and a new name 


| We cannot meet this responsibility | lies in paying more attention to|for the combined organization— 
|without a management point of| experimental research, he said,| General Telephone & Electronics 


view.” 


|@ Another area for potential im- | 
| provement in the market research | 
job is that of minimizing the mak- 


‘ing of unwarranted assumptions, 


| tive. 

“Unwarranted assumptions, of 
| course, are related to problem def- 
jinition and all phases of market 
| research,” he noted. “There have 
|been rapid changes in forms of 
and__ distribution 
which are not truly appreciated 
jin day-to-day observation, but 
only become obvious in comparison 
with, say, five or ten years ago.” 

Another environmental change’ 
10 or 15 years ago management 
people, in many instances, were 
reluctant to embrace market re- 
search, while at the same time be- 
ing extremely conscious of the 
value of product research and de- 
velopment. 

“Management’s attitude toward 
market research has improved 
considerably,” said Mr. Stuart, 
“but there are still reservations 
on the part of some management 
people.” 

Mr. Stuart said many people in 
sales and advertising also have 
healthy skepticism about market 
research. 

“This is natural because they 
have a high regard for their own 
competency in their field and are 
not always over-enthusiastic about 
using the staff assistance pro- 
vided by market research,” he 
said. 


s In addition to the danger of 
unwarranted assumptions arising 
from the dynamic nature of the 
economy, market research must 
|}also not make unwarranted as- 
|sumptions regarding the consum- 
er, Mr. Stuart said. 

“Why bother to determine why 
| people buy automobiles? Automo- 
biles provide a means of trans- 
portation; so that is why people 
buy them. 


search obviously involves improv- | 
ing our techniques. We are all 
aware that despite the improve- 
ments of the past 20 years we are, 
in mary cases, working with crude 
tools,” he said. 

Mr. Stuart recalled that last 
spring one of the men in his mar- 
ket research department at East- 
man did some experimental work 
with mail questionnaires. 

He sent 800 questionnaires to 
people who had been sent a direct 
mail promotion piece for 8mm 
movie projectors. He split the sam- 
ple into four groups of 200; each 
group received the same ques- 
tionnaire, but a different letter— 
some with an incentive in the 
form of a dime, and some without. 

Returns by groups were 44%, 
50%, 57% and 76%. The returns 
with the dime and mention there- 
of in the letter was represented by 
the 76%—some 150% better than 
the conventional letter. 

The cost per return with the 
dime, however, was twice that 
without the dime. Was it worth 
it? In his particular case the an- 
swer was no, the Eastman re- 
search indicated. 

“For each of the questions asked, 
the pattern of answers for the 
dime sub-group was similar to 
that for the non-dime sub-group. 
The additional responses received 
as a result of using the dimes 
were not of such a character as 
to alter the analysis we would 
make without them,” he said. 


= Regarding the participation of 
market research people in decision 
making, Mr. Stuart said, “Funda- 
mentally, market research is a 
staff function, which means that 
the responsibility ends with pro- 
viding the information desired or 
required by the line organization. 

“It is my feeling, however, that 
market research has matured to 
the stage, in many companies, 
where management and line op- 
erating people not only welcome, 


'“Doing a better job of market re- | COFrP. 


Donald C. Power, president of 
General Telephone, becomes board 
chairman and chief executive of- 


ficer of the new corporation while | 


Don G. Mitchell, chairman of Syl- 
vania, becomes president. Mr. 
Mitchell will continue as chairman 
of Sylvania, and that company will 
operate as a separate company 
wholly owned by General Tele- 
phone & Electronics Corp. 


Ads as Social Force 
to Be Probed in Symposium 

The views of some prominent 
social scientists toward advertis- 
ing will be aired in a special sym- 
posium on the social and economic 
forces of advertising to be held in 
St. Louis March 18 sponsored by 
the St. Louis Council of the Amer- 
ican Assn. of Advertising Agen- 
cies. 

Moderators of the program will 
be Dr. Earl F. English, dean of 
the Columbia school of journalism, 
and John Crichton, editor of Ap- 
VERTISING AGE. 


Cribben & Sexton Control 
Shifts to Waste King Corp. 

Waste King Corp., Los Angeles 
dishwasher and garbage disposal 
unit maker, has acquired control- 
ling (67%) interest in Cribben & 
Sexton Co., Chicago manufacturer 
of kitchen ranges, space heaters, 
dryers and dish washers sold un- 
der the Universal brand name 
(AA, Dec. 15, ’58). 

Cribben & Sexton will continue 
to operate as an autonomous com- 
pany under its present president, 
Wendell C. Davis. 


Two Named to Chilton Board 

Charles A. S. Heinle, general 
manager and editor-in-chief of 
Chilton Co.’s book division, and 
John H. Kofron, research director 
of Chilton, have been elected to 
the board. Mr. Heinle joined the 
company in 1955; Mr. Kofron 
joined in 1957. 


| April 5-8. National Retail Merchants 

|Assn., sales promotion division, Eden 

| Roc Hotel, Miami Beach. 

| April 7. Premium Assn. of America, 

| 26th national conference, Navy Pier, Chi- 

| cago. 

| April 12-16. Assn. of National Advertis- 
ers, annual West Coast meeting, Santa 

| Barbara Biltmore, Santa Barbara, Cal. 

April 12-16. National Business Publica- 
tions, annual spring meeting, Jokake and 
Paradise Inns, Phoenix, Ariz. 

April 20-23. American Newspaper Pub- 
lishers Assn., annual convention, Wal- 
dorf-Astoria, New York. 

April 23-25. American Assn. of Adver- 
tising Agencies, annual meeting, Green- 
brier Hotel, White Sulphur Springs, 
W. Va. 

April 26-29. National Assn. of Transpor- 
| tation Advertising, annual convention, 
The Greenbrier, White Sulphur Springs, 
W. Va. 

April 29-30. International Advertising 
Assn., annual convention, Hotel Roose- 
velt, New York. 

April 30-May 3. Advertising Federation 
of America, Fourth District, Tides Hotel 
and Bath Club, St. Petersburg, Fla. 

May 3-5. Magazine Publishers Assn., 
annual spring meeting, Greenbrier Hotel, 
White Sulphur Springs, W. Va. 

May 4-6. Assn. of Canadian Advertisers, 
44th annual conference, Royal York Ho- 
tel, Toronto. 

May 17-20. National Newspaper Promo- 
tion Assn., national convention, Hotel 
Deauville, Miami Beach. 

May 20-22. Assn. of National Advertis- 
ers, spring meeting, Edgewater Beach 
Hotel, Chicago. 

May 24-27. Associated Business Publi- 
cations, 53rd annual meeting and man- 
agement conference, Skytop Lodge, Sky- 
top, Pa. 

June 7-10. Advertising Federation of 
America, 55th annual convention, Hotel 
Leamington, Minneapolis. 

June 8-11. Outdoor Advertising Assn. 
of America, national convention, Sher- 
man Hotel, Chicago. 

June 12-16. National Federation of Ad- 
vertising Agencies, annual convention, 
Chatham Bars Inn, Chatham, Mass. 

June 14-17, National Industrial Adver- 
tisers Assn., national convention, Fair- 
mont and Mark Hopkins Hotels, San 
Francisco. 

June 17-19. American Marketing Assn., 


national conference, Hotel Statler, Cleve- 
land. 


June 21-24. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, The 
Homestead, Hot Springs, Va. 

June 22-26. First Advertising Agency 
Group, 3lst annual conference, Belmont 
Hotel, Cape Cod, Mass. 

June 28-July 2. Advertising Assn. of 
the West, 56th annual convention, Tahoe 
Tavern, Tahoe City, Cal. 

June 28-July 4. National Advertising 
Agency Network, annual management 
conference, Del Monte Lodge, Pebble 
Beach, Cal. 

*Sept. 25. Advertising Research Foun- 
dation, 5th annual conference, Waldorf- 
Astoria, New York. 

Oct. 25-28. National Newspaper Promo- 
tion Assn., central regional meeting, 
Schroeder Hotel, Milwaukee. 


Nov. 2-4. Broad ters’ Pr 


tion 


Assn., 4th annual convention, Warwick 
Hotel, Philadelphia. 
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‘Tide’ Ebbs as 
‘PI’ Acquires 
38-Year-Old Book 


(Continued from Page 1B) 
magazine carried 3,076 pages of 
advertising. This high slid off to 
2,511 pages in 1947, to 2,170 pages 
in 1948 and to 1,649 pages in ’49. 
It dropped out of the four-figure 
bracket for the first time in 1953, 
when it carried 834 pages of ad- 
vertising. 

Printers’ Ink, which carried 5,- 
181 pages of ads in 1946, was down 
to 2,252 pages last year—475 pages 
less than it ran in 1957 and 713 
pages less than in °56. PI’s 1955 
page total was 3,307. 

On the circulation side, Printers’ 
Ink had a total of 32,231 on June 
30, 1958; 30,186 on Dec. 31, 1957; 
30,726 on June 30, 1957, and 30,707 
on Dec. 31, 1956. 


® Robert Lund, publisher of Print- 
ers’ Ink, said Tide would be incor- 
porated into his weekly magazine. 
Last issue of Tide as a sepa- 
rate entry will be dated March. 
Mr. Lund said he anticipated add- 
ing 7,000 unduplicated subscrip- 
tions to PI’s total circulation. He 
added that it hasn’t yet been de- 
cided whether PI or its parent 
company, Vision Inc., will retain 
any Tide employes. 


s In 1959 Tide “still was losing 
money, and even the most opti- 
mistic of several forecasts didn’t 
put the break-even point earlier 
than 1961,” according to an edi- 
torial in the final issue. Bill Bros., 
the ediwrial adds, might have 
made Tide a success “if it hadn’t 
owned Sales Management. Theo- 
retically the two didn’t compete— 
one was for the advertising exec- 
utive, the other for the sales exec- 
utive. But the two magazines did 
go after advertising from many of | 
the same prospects...” 


@ Printers’ Ink was launched in 
1888 by agency pioneer George P.| 
Rowell, who hired John Irving Ro- 
mer as editor. Mr. Rowell sold PI | 
in 1908 to Mr. Romer, who had as) 
a partner Richard W. Lawrence, 
then a 30-year-old vp of Aeolian 
Piano Co. When Mr. Romer died 
in 1933, Mr. Lawrence became} 
head of Printers’ Ink Publishing | 
Co. 

This status continued until the! 
fall of 1956, when Mr. Lawrence, 
who with his family held about 
90% of the stock, announced that 
the weekly would be taken over 
by a new non-profit foundation, 
which would be “a living monu- 
ment” to Messrs. Romer and 
Lawrence. Plans called for the | 
property to be purchased by the| 
foundation at a price set by an| 
appraisal committee of stockhold- | 
ers and representatives of the | 


foundation. The price was to mee 


been paid out of future earnings. 

But in January, 1957, this plan 
was shelved, and the company 
changed its corporate name to 
Printers’ Ink Publications Corp. 
and announced it would engage in 
other publishing activities. 


s In July that year, Printers’ Ink 
was sold to Vision Inc. (Vision, 
Visao) for cash and an exchange of 
stock. William E. Barlow, presi- 
dent of Vision Inc., became presi- 
dent of PI, while Mr. Lawrence 
was named board chairman and a 
board member of Vision Inc. 
Six months later, Eldridge Pe- 
terson resigned as publisher of PI 
and was succeeded by Robert 
Lund, who had been an exec vp 
of Vision Inc. Last April, Carroll J. 
Swan was replaced as editor by 
Woodrow Wirsig, one-time edi- 
tor of Crowell-Collier’s Woman’s 


‘Rise of Industrial 


on America’s free enterprise meth- 
ods. 


|ducing 11 magazines, was selected 


Publishing Corp. 


Shown in TV Series 
(Continued from Page 1B) 


Industrial Publishing, now pro- 


as a colorful and solid example 
among magazine companies devel- 
oping and disseminating technical 
and semi-technical information to 
specialized wings of U.S. industry. 

The film shows how the work of 
the business magazine mortices 
into the network of industrial 
products distributing organizations 
throughout the country. It tells tv 
audiences of the role of both the 
publisher and the distributor in 
providing greater operating effi- 
ciency throughout industry, more 
productive jobs for workers, plus 
easier and safer working condi- 
tions. 

Most of the film was shot here 
under Mr. Reynolds’ direction. 


® Among those appearing in the 
interviews are Irving B. Hexter, 


rive 
} ta difference! 


see 
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the ebullient president of Indus- 
trial Publishing; Lester B. Aur- 
bach, vp, and Charles Farran, 
president of Griswold-Eshleman 
Co. 

Mr. Farran and Mr. Reynolds 
both talk about the problems and 
purposes of industrial advertising. 
Mr. Farran appears strictly as a 
guest. Industrial Publishing’s 
agency is Dix & Eaton here. 

The company—its magazines 
include Applied Hydraulics & 
Pneumatics, Material Handling En- 
gineering, Power Transmission De- 
sign, and Welding Illustrated—di- 
rects its magazines to these fields 
and a number of others, including 
office management, commercial 
refrigeration, air conditioning and 
industrial safety. 

It has a history of spectacular 
growth. Mr. Hexter founded the 
company in 1930 after he went 
broke in the greeting card indus- 
try. One of his former printers sug- 
gested that he spawn an industrial 
publication, one on welding, a field 
Mr. Hexter knew nothing about. 
He started Industry & Welding 
and still has it, along with his ten 
other magazines. 


® Today, the circulation of Indus- 
trial Publishing’s monthly maga- 
zines, two quarterlies and three 
directories, totals more than 600,- 
000 copies. 

The company has a staff of 185 
at its Caxton Bldg. headquarters 
here and 45 more employes in re- 
gional offices in New York, Chi- 
cago, Los Angeles and London. # 


Cleveland Controls Names 
Wagner Marketing Head 

Cleveland Controls, producer of 
combustion control systems and 
allied equipment, 
has appointed 
Carl A. Wagner 
director of mar- 
keting and ad- 
vertising. Mr. 
Wagner for the 
past 21 years has 
been an account 
executive 
of G. M. Basford 
Co. 

While at Bas- 
ford, he handled 
the advertising for Cleveland Con- 
trols, a client for a number of 
years, dating back to the founding 
of the company in 1945 as Cleve- 
land Fuel Equipment Co. 


Carl A. Wagner 


New-Flag Ad Kits Offered 
Western Newspaper Union, Chi- 
cago, is offering advertising kits 
of the new 49-star flag designs. 
The kits are available in one color 
mats or one and two-color plastic 
printing plates. For further infor- 


Home Companion. # 


S. Desplaines St. 


mation write the company at 210 


DEMONSTRATORS—Helene Curtis In- 
dustries launches a “sister sprays” 
campaign for Spray Net with this 
color page in This Week Magazine, 
Feb. 22, followed by Modern Ro- 
mances, Parade, Photoplay and 
True Story. McCann-Erickson, 
Chicago, is the agency. 


Cleveland Cracks 
Down on ‘Lottery’ 
Ads, Promotions 


(Continued from Page 1B) 
seems to be engulfing the Ameri- 
can mind. Some of Coca-Cola’s 
competitors have told me_ they 
might start contests, too.” 

The city’s law chief gave other 
contest sponsors until Feb. 26 to 
have their attorneys submit briefs 
on the operations and claims of 
legality of their games. 

After the briefs are submitted, 
Mr. Locher will sit down with the 
Cleveland police prosecutor and a 
county prosecutor to decide what 
steps, if any, will be taken next. 

“We believe this problem is im- 
portant enough to require a uni- 
form policy throughout our coun- 
ty,” Mr. Locher said. 

Mr. Locher announced the plans 
at a City Hall meeting attended by 
representatives of the Cleveland 
Advertising Club, the Cleveland 
Retail Grocers Assn. and Coca- 
Cola. 


#® The Coke bottler’s attorney, 
Morton M. Slotter, argued for the 
legality of the contest, which calls 
for the selection of two words 
from newspaper ads and matching 
of the letters in these words with 
letters found under the cork in 
Coke bottle caps. 

He said that if the Coca-Cola 
contest is illegal, so are several 
others. He listed Cashwords in the 
Cleveland News, Presswords in the 
Cleveland Press, and _ contests 
sponsored by KYW and WJW tv 
stations, Heinz, Dole pineapple, 
and the “Picture yourself in a 1959 
Ford” contest being sponsored at 
Ford dealers in cooperation with 
Sylvania Electric. 

A representative of the grocers’ 
group said he would favor banning 
all these promotions. 


» “Now that our attention has 
been called to these alleged lot- 
teries, or schemes of chance, we 
believe the problem is important 
enough to require a uniform pol- 
icy throughout this county,” Mr. 
Locher said at the meeting. 

Meanwhile, he said he will urge 
the other companies to halt their 
contests voluntarily until the 
common pleas court rules on them, 
Mr. Locher said. # 


Agency Ties with Birdwell 
Claude Schaffner Advertising 
Agency, New Haven, Conn., has af- 
filiated with Russell Birdwell & 
Associates, New York, for the pur- 
pose of supplying local and na- 
tional public relations services to 


Connecticut companies. 


C&W's ‘Werchaniising Know-How 
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Appealed to Man from 21 Brands 


(Continued from Page 1A) 
the 30 agencies sent,” Mr. Axel 


se |said, “we got virtually ali of the 


|essential data we needed for a 
|preliminary decision. As a result 
we weeded out 10 of the 30. Then 
we asked each of the remaining 20 
agencies to make oral presenta- 
tions.” 


= Mr. Axel, personally, inter- 
viewed all 20 of the agencies in 
his office. The interviews, he said, 
were informal discussions. None 
of the agencies made an elaborate 
presentation. The discussions more 
or less centered on what the agen- 


cies had done or were doing for 
clients with problems that might 
be considered similar to those that 
confronted 21 Brands. 

Mr. Axel then visited each of 
the five finalists, looked at their 
shops, and gave them a week to 
prepare final presentations. These 
were made in Mr. Axel’s office to 
Francis T. Hunter, president of 21 
Brands, and Mr. Axel. 

“We didn’t ask for formal pres- 
entations,” Mr. Axel said. “None 
of the agencies attempted any- 
thing elaborate. None came up 
with a suggested ad campaign. In 
almost every case the emphasis 
was on what had been done for 
other clients, and on discussions of 
marketing problems... 


s “As a matter of fact,” Mr. Axel 
said, “when you come right down 
to it, the selection of an agency is 
basically a decision about people. 

“Sure, we chose Cunningham & 
Walsh because it has everything 
we want—creativity, experience, 
research facilities, adequate and 
capable personnel. But fundamen- 
tally, I think the thing that 
swayed us most was the favorable 
impression that the C&W people 
made on us. Perhaps that sounds 
corny, or unscientific, but I’m 
convinced that when you buy the 


Clissold B uys ‘Hotel 
Monthly’; Hitchcock, 
Cahners Add Books 


Curcaco, Feb. 19—Clissold Pub- 
lishing Co. has completed nego- 
tiations for purchase of Hotel 
Monthly (AA, Feb. 16), and will 
take over publication March 1 
from John Willy Inc., Evanston, 
Ill., making the third business 
publication transfer this week. 

J. Knight Willy, former publish- 
er and editor, will continue on the 
staff of Hotel Monthly as special 
feature editor and consultant, and 
will continue as president of John 
Willy Inc., supplier of printed ma- 
terial for hotels and allied busi- 
ness. Some of the Hotel Monthly 
personnel also will move to Clis- 
sold, which also publishes Hospi- 
tal Management and Baking Indus- 
try. 


® Hitchcock Publishing Co., 
Wheaton, IIl., has acquired Plant 
Publishing Co., St. Joseph, Mich., 
publisher of The Plant since 1950, 
and will operate the acquisition 
as a division. W. T. Watt continues 
as president, 
as editor and W. E. Poole as man- 
aging editor. 

Robert Van Kampen, Hitchcock 
president, said the publication will 
move to Wheaton in about six 
months, The Plant becomes the 
eighth Hitchcock publication. 


® Cahners Publications, Boston, 


has bought publishing rights of 
Metal Forming & Fabricating from 
Watson Publications, Chicago. Be- 
ginning with April issues, MF&F 
will become an editorial and ad- 
vertising section in Cahners’ Met- 


alworking. # 


H. E. Hallensbe 


services of an agency you’re buy- 


ing people’s abilities and experi- 
ence.” 

Asked if any of the agencies 
that made presentations did things 
that were objectionable in any 
way, Mr. Axel named three things. 
“Several,” he said, “overdid 
their presentations and were too 
long-winded. A few lacked famili- 
arity with our products, and didn’t 
know our brands. Still others 
lacked merchandising experience.” 
Asked why he wouldn’t name 
the agencies that solicited the ac- 
count, or at least the finalists, Mr. 
Axel said he thought it would be 
“grossly unfair to all concerned 
and a breach of good faith on my 
part to do so.” 


s Commenting on some of the 
things he expects from an agency, 
Mr. Axel emphasized “creativity 
and good advertising copy, backed 
by sound research, 

“But an advertiser today,” he 
said, “expects more than just good 
advertising from an agency. The 
function of an agency is to help a 
client sell more goods. That's why 
marketing and merchandising 
know-how is so important in to- 
day’s agency operations.” 

Mr. Axel spends a good deal of 
his time on the road, visiting dis- 
tributors and retailers “to get the 
feel of things, to study trends and 
attitudes and marketing develop- 
ments.” 


® He has been in charge of 21 
Brands’ advertising for ten years 
and has been a 
vp and a director 
of the company 
for the past four 
years. After grad- 
uating from Rut- 
gers in 1941, he 
saw service in 
World War II in 
the Army, and 
then worked in 
the advertising 
department of 
RKO _ Teleradio 
Pictures, before joining 21 Brands. 


‘Digest’ Omitted 
AMA’s Qualifier, 
Richards Charges 


(Continued from Page 1B) 
says that the AMA statement 
reached the Digest “some weeks 
after the rest of the article was 
prepared. At the time, the March 
issue of the Digest was already on 
the presses, and it was too late 
to add the statement. In fairness 
to all concerned, and in the inter- 
ests of accuracy, we have asked 
that the AMA’s statement be in- 
cluded when the article is pub- 
lished in each of the Digest’s 28 
international editions. 


Kermit Axel 


s “The statement, however,” Mr. 
Dashiell adds, “does not change 
the fact that an overwhelming 
amount of evidence exists to sup- 
port the belief that cigaret smok- 
ing is an important factor in lung 
cancer. It merely discloses that no 
official action has been taken by 
the AMA’s house of delegates on 
the connection between lung can- 
cer and smoking, but as the Digest 
article points out, leading medical 
authorities are convinced that 
there is a cause and effect rela- 
tionship.” 

Tobacco shares on the New 
York Stock Exchange sank Mon- 
day, reportedly as a result of the 


new article in the Digest. # 
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Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines 


(maximum—two) 30 letters and spaces per line; upper & lower case 40 per line. Add 

two lines for box number. Closing deadline: Copy in written form in Chicago office 

no later than noon, Wednesday 5 days preceding publication date. Pacific Coast Repre- 

sentative (Classified only); Classified Departments, Inc., 4041 Marlton Ave., Los 
ry 


Angeles, 8. Axminster 2-0287. Closing d 


Ali A 


preceding publication date. 


noon, 7 days 


rt Monday 
Display classified takes card rate of $18.75 per column 


inch, and card discounts, size and frequency apply. 


6 MONTHS ENDING JUNE 


HELP WANTED 


AVERAGE PAID CIRCULATION FOR 


41,961 


HELP WANTED 


30, 1958 


BUSINESS PAPER 
SPACE SALESMAN 
We're looking for a tough-fibered crea- 
tive type man to sell space in highly 
competitive field. Lots of opportunity 
and permanence for the right man with 
solid multiple publisher. Eastern territo- 
ry. New York Headquarters. Interviews 
early March. Send complete resume to: 
” Box 2222, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 


MOLENE 


t,o .Pablic Relations 
Copywriters “ 
Artists Medi Production Service 


“All is grist, which comes to our mill” 
Andover 3-4424, 105 W. Adams St., Chgo 8 
OPPORTUNITY IN SUNNY TEXAS 
Fast-growing 27 man organization needs 
contact-copy men y 
creative cunywrhers. Must have working 
knoweldge of electronics. Give complete 
resume, photo and state annual salary 
first letter. Ly agtene A to become key 

n. Many fringe benefits 
Don L. Baxter, President, Don L. Baxter 
Inc., Melba Bidg., Dallas, Texas. 
TOILETRY BRAND MANAGER 
To take complete charge or be trained to 
take charge of brand items. First in sales 
in their field. Duties will include all 
merchandising, advertising, packaging, 
etc. This is excellent opportunity with 
large growth company Good salary. All 
company benefits. Location Chicago. Our 
employees know =! ba ae. Write com- 
resume in confidence to 
-_ Box 2269, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
VERTISING & PUBLISHING 
von ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS—PLACEMENTS 
200 So. State St. HA 77-1901 Chicago 
ch i a a 
NATIONAL ADVERTISING MANAGER 
For major advertiser with fast moving 
consumer items. Location Chicago This 
man should be in charge or possibly as- 
sistant to man in charge of advertising 
department for national advertiser. 
Should have solid experience in heavy 
TV commitments both network and spots. 
Should be able to evaluate and research 
all buys to make sure that branded prod- 
ucts are enjoying best possible audience 
for dollar spent. Must have all other ex- 
perience as well. Excellent opportunity 
with great future. Good salary, all com- 
pany benefits. Our employees know of 
this ad. Write complete resume in confi- 
dence to 
Box 2270, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chicago, SU 7-2255 


SALES PROMOTION—AND— 
cory 


Create selling ideas for established man- 
ufacturer of proven industrial products 
which need fresh sales approach. Compa- 
ny sells through established distributors 
and their salesmen who call monthly on 
service industries throughout United 
States. Position requires constant mail 
follow-up to distributors and salesmen 


through catalog sheets, sales letters and | 
incentive campaigns. Also answering in- 
department. Five | 


quiries. Three man 
years successful sales promotional expe- 
rience required. Answers must include 
complete work history, references, salary 
requirements and samples of sales letters. 
Write William H. Klein, 1600 Foster 
Street, Evanston, Illinois 
SINCE 1919 
MKT RESEARCH MGR... 
Research & Dev. 
PROM & PUB MGR....... Gevaicakaneneel 13000. 
Gov. Ind. & Pub Exp 


$12000. 


SLS MGR CL AD.......... 12000, 
Metro News Exp | 
MKT RESEARCH... —— 
Ye some exp aethinnsbenbaniansees 

COP V WRITER  .nnrrcrrsorscesssesesecerese o 7500. 


Ind, Exp. 
Contact Art Weil 
Monarch Personnel 
28 E. Jackson WAbash 22-9400 
Chicago 4, Il. 


Both must be proven | 


COPYWRITER 
Alert southern agency with 10-man staff 
needs creative young copywriter with 
flair for the fresh approach, yet is well 
grounded in fundamentals of advertising 
and selling. Should be steady worker, 
easy to work with, a good team man, 
and particularly skillful with words. If 
you are already this kind of advertising 
man, or are well on your way, there’s a 
place for you in our plans for future 
growth. Applicant should be in good 
health, have good personal habits, and 
want to become a permanent resident of 
a medium-sized city in middle south At- 
lantic state. Starting salary in four fig- 
ures. Good opportunity for advancement. 
Write giving complete resume’. 
Box 2271, ADVERTISING AGE 
200 E. Tilinois St., Chicago 11, Illinois 


SPACE SALES—CHICAGO TERRITORY 
|Top publisher trade magazines needs ad- 
ditional high calibre man in Chicago of- 
fice. Prefer previous businesspaper sales, 
but will consider others. Salary plus in- 
centive arrangements and strong long 
term opportunity. Send resumes prompt- 
ly to: 


Box 2272, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
AGENCY EXECUTIVE 
The man we want is a “pro” .. . between 
thirty and forty years of age .. . prefer- 
ably already located in Chicago. 


He can offer us a solid background of 
agency experience. He will be a strong 
contact man... but must have creative 
experience. He will have a sound knowl- 
edge of consumer advertising (i.e.—cos- 
metics, food) ...and at the same time 
he will be able to function well for in- 
dustrial and farm accounts. 


We, in turn, can offer this man a good 
salary, profit-sharing, retirement bene- 
fits, insurance coverage, and a chance to 
become a key man in the Chicago office 
of one of the country’s fastest growing 
agencies. Stock participation possible. 


Write immediately—a decision will be 
made soon. Our people know of this ad. 
Box 2273, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Wanted—experienced advertising space 
salesman for full time representation of 
established technical publication serving 
instrumentation and automation market. 
Cover New England, New York, and 
Philadelphia area. Draw plus commission. 
Immediate potential in growing market. 
Submit complete resume of experience to 
Box 2275, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 


ACCOUNT EXECUTIVE for 25-year old 
Midwest agency specializing in Farm, In- 
| dustrial and Retail accounts. Must have 
|} some agency experience and a successful 
background in radio and tv copy writing. 
Primary responsibilities include accounts 
using broadcast media. Film production 
knowledge helpful. Salary to $6,000 plus 
profit sharing. Send complete resume 
| with recent photo to 

Box 2274, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


HELP WANTED 
MAGAZINE ADV. MAKE-UP AND 
PRODUCTION 
on monthly magazine circulation 2 mil- 
lion. Previous exp. required similar work. 
Must be accurate, dependable, and capa- 
ble of assuming full charge of putting 
magazine to press. Excellent oppor. Sala- 
ry approx. $6,000 year, NY location. 
Send resume stating education, exp. in 
detail, present salary, phone number and 
best time for appt. Only resumes giving 
complete information will be considered. 
Box 2276, ADVERTISING AGE 

630 Third Ave., New York 17, N. Y. 

WRITING AND SALES PROMOTION 
We are looking for a qualified, experi- 
enced man who can help us plan, write 
and produce direct mail, catalogs, point- 
of-sale material and help in the planning 
and execution of sales promotion pro- 
grams. Practical experience in such work 
within the past 5 years preferred. Fine 
opportunity for right man. Our company 
manufactures sprayers and dusters for 
farms, gardens and industry; and agricul- 
tural equipment such as poultry, live- 
stock and barn equipment. Please give 
full information about yourself, family, 
experience, references and salary desired 
in your first letter. All replies held in 


strict confidence. R. O. Geuther, Adver- | 


tising Manager, H. D. Hudson Manufac- 
turing Company, 589 East Illinois Street, 
Chicago 11, Ilinois. 


MARKET RESEARCH DIRECTOR 
Industrial Manufacturer in the Chicago 
area needs an experienced man to direct 
sales analysis, development of sales po- 
tentials and sales forecasts. Salary com- 
mensurate with qualifications. 

Box 2277, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ART DIRECTOR: hot, small agency in 
East wants Quality and Quantity from 
AD. Must be thoroughly experienced art 
& production to hold down positien in 
fast moving shop. Potential is there for 
man who can produce. Nice working and 
living conditions in one of nation’s top 
cities 3 hours from New York. Rush 
complete resume in confidence to 
Box 2278, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 


| 
CREATIVE ARTIST AND ART DIREC- 


TOR—The man we are looking for must 
be versatile, capable of turning out crisp, 
fresh-looking layouts in all printed me- 


dia. If he can do some illustrations and | 


finished art all the better. He probably 
now has a good job but there’s some- 
thing about it he doesn't like. To such a 
man, we offer a pleasant spot in the sun- 
ny Southwest with a friendly, fast-grow- 
ing 4A agency where opportunity for the 
future is bright. The man we seek is old 
enough to have some solid experience 
behind him, but young enough to have 
his best years ahead. He wants to be- 
come an important member of the crea- 


tive team. He would rather live in the | 
open country than the crowded city. He | 
prefers spending an extra hour or two 


each day with his family than on com- 
muter trains. If this sounds inviting, 


write details of your experience and sal- | 


ary expected—samples and interview can 
come later. All inquiries strictly confi- 
dential. 
Box 2279, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Top Art Director Available 


to you on retainer, a day or two per 
week. Experienced in advertising, 
magazine editorial design, annual 
reports, booklets and packaging. 
Box 415, Advertising Age, 630 Third 
Ave., New York 17, N. Y. 


OPPORTUNITIES 
in 


| NEW ENGLAND & NEW YORK 

| FOOD MERCHANDISING CONSULTANT 
Heavy exp inc P & L nat'l agey 15-18M 
MERCHANDISE MGR, NON-FOOD 

| ITEMS 


|For leading super-market chain to 20M 
| ACCOUNT EXECUTIVE 
Medium sized Boston agency 10-12M 


MARKET RESEARCH MGR 

| Consumer rsch MR techniques etc 10-12M 

| ART & PRODUCTION DIRECTOR 

Industrial & tech publications exp 

| Confidential Inquiries Invited 
Ss 


7-8M 


Personnel Bureau 
127 Tremont Street, Boston, Mass. 
| Small downstate Illinois agency has 
opening for young all-around advertising 
man to help with copy, layout, sales— 
good opportunity for beginner. 

Box 2280, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


covering all media. 


with nationwide and international 


Advertising 
Director 


For major consumer manufacturer with multi-million-dollar budget 


This is an unusual opportunity for an advertising man with package 
goods experience to step into the top advertising spot with one of the 
country’s biggest advertisers; New York City location; must have been 
employed by company manufacturing trade-marked consumer products 


The right man for this position has administrative and advertising ex- 
perience as well as the diplomacy to serve as liaison between agencies 


distribution. 


and top level gement. The ¢ 


of this ad. 


record for achievement in one of the leading industries. 


Replies will be treated in confidence and must include experience 
résumé, present compensation, personal data. Our own people know 


BOX 413, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 


pany concerned has an enviable 


Our 48th Year 
SPECIAL NOTE: We are looking particu- 
larly for top-level marketing research 
man, really top-level. For one such man, 
with a company or an agency, we have 
an extraordinary opportunity 
FARM-MARKE AE. major 
agency. If grass-roots type n 


not have agency experience. to $13M 
ADV. & SLS. PROM. ° 

industrial. Rare growth 

opportunity. to $12M+ 


GLADER CORPORATION 


Don Harris, Dir. Adv. Div. 


110 S. Dearborn CE 6-5353 Chicago 


The Midwest's 
des, di nil, 
service for Adv. * Art & 
allied fields. 
By appointment only 
59 E. MADISON * SUITE 1417 
CHICAGO 2, II. 
CEntral 6-5670 


BIRCH 


Personnel 
Servic 
oie 


‘ 


Advertising Age, February 23, 1959 


POSITIONS WANTED 


| 


REPRESENTATIVES AVAILABLE 


TOP FREE LANCE AD/DESIGNER 
Unlimited hours of professicnal services 
on a retainer basis; layout/design/direc- 
tion/consultation/paste-up, etc., ads/bro- 
chures/catalogs/direct mail/trade marks/ 
et al. Will show portfolio chuck-full of 
“goodies”. Fred Mintz, 6208 W. Olympic. 
L.A. 48, Cal. WE 4-0457. 

STYMIED SOUTHERN NEWSPAPER AE, 
5 years on various accts. including foods, 
at age 39 would like to get into Agency 
or with Manufacturer. Prefers industrial 
or foods but will consider all. Experi- 
enced also in dep’'t store adv’g. & display, 
precision machinery, building material 
sales, auto agency and office procedures. 
Education major journalism with empha- 
sis on creative writing. Has family. Will 
send resume and references. 

Box 2281, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


COPYWRITER SEEKS CHANGE 

—4-A AGCY OR CO. AD MGR 
This facile pro now 1l-man copy dept for 
dynamic, multi-prod mfr in electrnc/appl 
fields. Adept at writing for all media. 
Imaginative visualizer too. Works with 
art/prntg staff from concept to finish. 
2% yrs pres job + 3 yrs agcy exp di- 
verse accts. Fam, 31. Sal req $10,400. 

Box 2282, ADVERTISING AGE 

630 Third Ave., New York 17, N. Y. 


IT TAKES A WOMAN... 
| TO SELL TO WOMEN 
N.Y. area. Creative advertising execu- 
tive. 17 yrs exp art, copy, production, 
promotion. 
Box 2283, ADVERTISING AGE 
| 630 Third Ave., New York 17, N. Y. 


TV-RADIO DIRECTOR-A/E 
A creative selling personality, who writes 
and produces live and film spots that 
SELL, wants an expanding opportunity. 
Here’s a creative salesman with a 10 yr 
success story for product and new busi- 
ness, highly skilled in food and beverage 
| fields. Has ridden hard on broadcast me- 
dia accounts with low budgets and great 
futures as well as heavily budgeted ac- 
|}counts. Bracket of 5 figures. For com- 
plete information and interview write 

Box 2284, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


NEED AN ADVT.-PROMOTION EXEC. 
Want a thinking man’s man? Capable 
admin. from idea to finish. 14 yrs fine 
| bkgrnd-agency, edit. & co. exp. Knows 
advt. & prom. to total sales picture. Deg. 
Pers. Age 32. Pref. Chgo or L.A. but will 
reloc. 

Box 2285, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
COPYWRITER-CHICAGO 
8 year’s experience in pharma., medical, 
chemical & food processing copy. Ethical 
& o.t.c. copy, photo-reporting; news let- 
ters, brochures, folders, sci. ghost writ- 


ing. 
Box 2286, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 
P.O.P. SPECIALIST-SALES PROM. 
10 years Planning, Design, and Prod. for 
Brewery, Dairy, and Genl. Prod. accts. 
Age 32, Desire position with Adv or 
Agcy. 
Box 2287, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 


| 
| THIS MAN NEVER SLEEPS ALONE 
! 


Magazine-Newspaper Promotion Director, 
creative, experienced, 24-hr-day type 
| who nightly goes to bed with his job 
|plans, seeks lively publishing house 
| ready for solid, punching, sustained pro- 
;}motion program. (Ex newsman, editor, 
foreign corresp. became advertiser-ori- 
| ented, turned to promotion because he 
likes it and is good at it.) Young. $9M. 
Box 2288, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 


MEDIA BUYER-WOMAN 
|21 YEARS EXP. SPACE & TIME 
| Box 2289, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
CREATIVE ARTIST-DIRECTOR 

seeks position that calls for new ideas & 
good advertising. 6 years experience, 
layout, design illustration. 
Box 2290, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


| Aa space salesman experienced in con- 

|}sumer and trade publications, in N.Y. 

| and East. Have managerial experience. 
Box 2291, ADVERTISING AGE 

630 Third Ave., New York 17, N. Y. 


CREATIVE LAYOUT ARTIST 
ART PRODUCTION MAN— 

anxious to serve manufacturer. From 
creative ideas, through layout, coordinat- 
ing & preparing of finished art to print- 
ed job. 10 years experience includes 
agency & printers. Dependable, person- 
able, family man, age 31 capable of mak- 
~ customer contacts. For full resume 
write 

Box 2292, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
IDEAS and COPY 

Woman with proven ability PR, writing, 
editing, some agency copy, all media, 
seeks career position ...agency or other. 


Formerly headed dept. of five. 
Box 2293, ADVERTISING AGE 


630 Third Ave., New York 17, N. Y. 


Chicago Publishers’ Representative, a 
good developer and producer with a per- 
formance record to prove it, wants trade, 
industrial or business publication to rep- 
resent in the Chicago territory. For a 
publisher with a sales problem in Chica- 
go this is an opportunity. 

Box 2241, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

Have hundreds of major New York Ad- 
vertising, Sales & Promotion Dir. Con- 
tacts. Also agency art & prod. dirs. Mid- 
town Manhattan office. Retainer plus in- 
centive. 

Box 2294, ADVERTISING AGE 

630 Third Ave., New York 17, N. Y. 


SPACE SALESMAN 
Eastern territory. Will take on one addi- 


BUSINESS OPPORTUNITIES 


AGENCY AFFILIATION OR MERGER 
Small well regarded Pittsburgh agency 
with 3,000 sq. ft. beautiful offices and 
full facilities and staff. Would like to 
discuss affiliation or merger with moder- 
ate size metropolitan agency. 

This is addressed only to a highly crea- 
tive organization interested in service fa- 
cilities and the development of new busi- 
ness in the Pittsburgh market. Principals 


only. 
Box 2296, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 

MY CLIENT HAS $50,000 CASH; has 
D.B.A. degree in marketing, eighteen 
years as Account Supervisor in top 10 
agency, broad experience in packaged 
goods and agricultural advertising. Inter- 
ested in agency, product or marketing 
organization on a half-time basis. Write, 
wire or phone R. O. Archer, pres. Down- 
ers Grove National Bank, Downers 
Grove, Il. 


FOR SALE: Media Properties: Radio sta- 
tions as low as $30,000 total price; televi- 


sion stations from $450,000; monopoly 
market (small) radio and newspaper 
combination, $150,000, terms. Chapman 


Company, 1182 W. Peachtree, 
205 W. Wacker, Chicago; 
Americas, New York. 


MISCELLANEOUS 
ZINC, LINE, HALFTONE, CUTS 
(for conventional, printing, gold stamping) 
6 Square inches $1.60 
Write for FREE catalog containing sam- 
ples of our work, rate card. 
GALLAGHER’S ENGRAVERS 
P.O. Box 115, Hazleton, Pa. 
Bingo Time U.S.A. printers of personal- 
ized bingo cards for Radio, Television or 
Newspaper Ad promotions, P. 0. Box 906, 
Denver 1, Colorado, Acoma 2-7539. 

GOOD COMMUTING NEW YORK 
New Canaan, Conn. 4 acres, city water, 
near schools, pine woods, pond site, pri- 
vacy, 5 minutes station, 55 min. New 
York asking $11,500 

Box 2297, ADVERTISING AGE 

630 Third Ave., New York 17, N. Y. 


MANAGER 


for medium-sized 
CHICAGO AGENCY 


(Could be a Part-time Job) 
Here's an opportunity for either: 


@ A young assistant ready to take 
over full responsibility—space-buying, 
primarily, but also time. 


@ An experienced person—married 
woman, perhaps—who'd like to work 
part of each day. (If this description 
doesn’t fit you, mention it to a friend!) 


Please write fully; our staff knows of 
this ad. 


Atlanta; 
1270 Avenue 


Box 423, Advertising Age 
200 E. illinois St. 
Chicago 11, lilinois 


5 SQ. INCHES 
FLUSH MOUNTED 


Overnight by 
A 


Wond Kal Glendale 6, Calif. 


pany. Experienced in Pr 
and Private Label phases. 


Chicago 11, Illinois. 


AVAILABLE 


31 year old family man wants employment in Midwest or West. Well 
schooled in modern management. Strong merchandising, sales promotion 
and advertising. Stag = Division Sales Manager of National Foods Com- 
ae. Distribution, Budget, Projections, Planning 

alary open. 
potential, with strong staff manufacture, management firm or advertising 
oomey. Please inquire—Box 414, ADVERTISIN 


Desire connection with growth 
AGE, 200 E. Illinois St., 


MERCHANDISING-SALES 
PROMOTION MAN 


Nationally known household chem- 
ical manufacturer desires experi- 
enced man to help plan and 
implement merchandising and sales 
promotion program. The man who 
fills this important job should have 
ability to handle sales correspond- 
ence to customers and salesmen, a 
working knowledge of advertising, 
copy writing, direct mail methods 
and marketing techniques. Com- 
pany located in Chicago’s N. Sub- 
urban area. Please send résumé in- 
cluding salary requirements. All 
replies will be kept confidential. 
Box 421, ADVERTISING AGE, 200 
E. Illinois St., Chicago 11, Illinois 


SALES PROMOTION 
INDUSTRIAL POWER TOOLS 


Asst. Adv. and sales prom. Mgr. for 
progressive Chicago mfr. on NW 
side. College deg., completion of 
military experience reqd. Exp. in 
planning, writing, and printing 
production of catalogs, direct mail, 
displays, plus development of ex- 
hibits, sales incentive plans, and 
collaboration with ad agency on 
trade ads and publicity. Approx. 
age 24-30. Send résumé with age, 
education, military status, job-sal- 
ary history—incl. detailed responsi- 
bilities and job objectives. Box 418, 
ADVERTISING AGE, 200 E. Illinois 
St., Chicago 11, Illinois. 


"ACCOUNT 
EXECUTIVE... 


for important account 
in building field 


Outstanding opportunity with first- 
class Chicago agency for a man with 
solid background in building mate- 
rials, keen understanding of trade 
factors in building industry, ability 
to develop effective merchandising 
programs, personality to work with 
top management of client. Please 
write fully; our staff knows of this ad. 


Box 422, Advertising Age 
200 E. Illinois St. 
Chicago 11, Illinois 
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He’s had 8 years of top agency experience, mostly as an A/E; has 
written selling copy for all media; understands production—both print 
and can move around easily in media, merchandising 


and e'ec*ronic; 
and research. 


He's 37, 6’ 3”, 


intelligently and with enthusiasm. 


He’s in New York, but will relocate if the job and money are right. 
Now in the $15,000 range plus. Available at once. No fees. Highest ref- 
Box 419, Advertising Age, 630 Third 


Write—and do it now— 
New York 17, N.Y. 


erences. 
Avenue, 


\dvertising Age, February 23, 1959 


HERE’S AN AD MAN WHO CAN MIX 
AUTOMOBILES WITH WHISKEY 


... or—for that matter—with cereals, drugs, 
typewriters, refrigerators, 


This man is a professional advertising man first, with a fine knowledge 
of marketing automobiles second. He’s looking for a permanent connec- 
tion with an agency or manufacturer who believes, as he does, than an 
advertising pro can do a real job on any type of product. 


185 pounds; was graduated from college in the top 5% of 
his class; gets along well with anyone; has mature judgment, and ana- 
lytical mind, an eye for important details; he’s an excellent administrator 
and works well under pressure; and can get up on his feet and talk 


cosmetics, or soap! 


WANTED 
TO BUY 
TRADE PAPER 


All information kept in strict confi- 
dence. Box 417, Advertising LAG: 630 
Third Ave., New York 17, 


PUBLICATIONS 
OUT OF THE WEST COAST 


Business, professional, hobby and special 
“ub — both 


ionals 
d in California, 


month we 
representatives: 


OcTOoR D 
the BULLETIN of the 
LOS ANGELES COUNTY MEDICAL 
ASSOCIATION 
twice each month 
SERVING 6 MILLION PEOPLE 
IN GREATER L. A. Co. AREA 
Agency Commission 
1925 Wilshire Bivd., Los Angeles 57, Calif. 
Frank M. Cohen, Adv. Mgr., HUbbard 3-1581 


Another National Leader 
OUT OF THE WEST 


PET SHOP MANAGEMENT 
Recognized throughout the nation as the 
quality publication in the pet retail dealer 
field. Exclusively an Independent trade 
magazine. No danger of breeders and the 
public eavesdropping on wholesale prices 
and shop talk. 


Do you want our easy-reference FACT 

FILE? Sample copy? Rates? Write Irma 

W. Hall, Publisher, PET SHOP MANAGE- 

MENT. 618 $. Western Ave., Los Angeles 

5, Calif. (DUnkirk 7-4423) 

P.S. 1959 edition of comprehensive direc- 
tory of pet suppliers now being com- 
piled. Order yours now. 


NO DUPLICATION—JUST 
NORTHWEST CIRCULATION! 
We don't cover Califernia. 
Just Wosh., Ore., Idaho, 
B.C. and Alaska. 

Circ. 30,000—low rates. 
SEND FOR FREE COPY 
New owner. . . new formula 
Now fashioned efter Sunset. 
Gardens, homes, interier decor., 
furniture, food, travel 
and CULTURAL NORTHWEST 
See Standard Rate & Data. 


A Peter Wood Publication 
Pacific NORTHWEST Magazine 


1715 RAVENNA BLVD. 
SEATTLE 5, WASHINGTON 


WESTERN MOTEL 
And Apartment Management 
is MUST READING 
for motel & apt. owners 
in the busy-booming 
11 Western States. 


To tap this lucrative market, 
Write - Wire - Or Phone: 
WESTERN MOTEL 
& Apartment Management 
612 S. Serrano Ave. 
los Angeles 5, California 
DUnkirk 8-9551 


MR. MAGAZINE PUBLISHER — 


Are you in the market for a man who 
can make mature decisions and take 
some of your work load? If you are 
seeking one with many years of ex- 
perience with consumer magazines, 
covering administration, budget, per- 
sonal, ABC newsstand and subscrip- 
tion circulation, also includes adver- 
tising, editorial and promotion pro- 
cedures, | would like the opportunity 
to talk to you. Box 351, Advertising 
Age, 630 Third Ave., New York 17. 
N.Y. 


WANTED TO BUY 


Building Products 
and Equipment 


To be pytgheses by puiidieg teams 
who will design and build $37.5 bil- 
lion volume of shopping centers, 
schools, skyscrapers, industrial 
i and other big buildings in 


BUILDING CONSTRUCTION 
ILLU ATED—the only publica- 
tion cadets aap | e con- 
tractor-architect-dealer BUILDING 
MS that specialize in construc- 
tion of , we non-residential 
buildings. '% of BCI’s qamocter 
readers offer comp lete oleae 
construction carvies” (inel 7 ~ 
sign). Highly- ya on poms job 
repo on new me s for con- 
structing these He buildings. 
very reader an immediate pe Pores 
fas the spocifoaren. purchase and 
use of your ne product... 
no waste circulation. 


Write for free brochure 


= BUILDING 
WF] CONSTRUCTION 
Illustrated 


Industrial Publications, Inc. 


5 5. Webesh + Chicago 3 
FRenklin 2-6880 


Wanted: 


Business Magazine 
Field Editor 
In Chicago 


An important opportunity for a 
young man (thirtyish) with one of 
the country’s leading publishers of 
business papers. Background in mer- 
chandising and/or store work is 
significant, but not necessarily a 
prerequisite. Tell us (in addition to 
routine résumé) about your ability 
to deal with people and produce 
perceptive stories from your con- 
tacts. Replies held in strict confi- 
dence. Our people know of this ad. 
Box 416, Advertising Age, 630 Third 
Ave., New York 17, N. Y. 


UNUSUAL OPPORTUNITY 
For ART DIRECTOR 


For a man who will enjoy the chal- 
lenge of creating a key position for 
himself and the personnel he will 
direct. For a man who appreciates 
the security offered him in joining 
a team of top Art men now produc- 
ing one of the outstanding lines of 
greeting cards in the world. The 
right man can blaze his own trail 
aided by every section in the entire 
Creative Department. His objectives 
will be numerous and varied. Send 
complete résumé including salary 
requirements to William Bocora, 
Employment Manager, American 
pv mewe Corporation, 1300 West 78 
Street, Cleveland 2, Ohio. 


beam 


Rootes Moves into TV 
Rootes Motors Inc., New York, 
importer of the Hillman and Sun- 


ears from Britain, 


has 


Keep 
Top Brass 
Informed 


Give your management all the facts! 
Keeping up-to-date on what's going 
on is a must in today’s fast-moving 
business scene. Our clipping cover- 
age of over 3500 business, farm and 
consumer magazines, as listed in 
Bacon's ese | Checker gives you 
the assurance of a complete clipping 
service. Check into our complete 
service today! 


BACON CAN GIVE YOU CLIPS ON: 
* Publicity + Subject Research 
* Competitive Publicity & Advertising 


Send for Booklet No. 56 
“How Business Uses Clippings” 
BACON'S CLIPPING BUREAU 
14 E. Jackson Bivd., Chicago 4, Ill. 
WAbash 2-8419 
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launched its first television cam- 
paign, a 13-week series of one- 
minute, 20-second and 10-second 
commercials on WABC-TV and 
WNTA-TV, New York. Some of 
the commercials were shot on lo- 
cation in England. The campaign, 
a cooperative venture with New 
York area dealers, is being han- 
dled by Erwin Wasey, Ruthrauff 
& Ryan. 


Farson, Huff Names Wolfe 

Pat Wolfe, former city editor of 
the Anchorage Daily News, has 
been appointed Alaskan represent- 
ative of Farson, Huff & Northlich, 
Cincinnati. He will aid in publiciz- 
ing clients’ products and services 
in Alaska, and will furnish reports 
concerning business opportunities 
there, the agency said. 


Filmways Promotes Two 

Ben Gradus and Howard Mag- 
wood, producers-directors of Film- 
ways, New York, have been 
named vps of the tv commercial 


production company. 


IMMEDIATE OPPORTUNITIES! 


We handle your employment problem 
confidentially and effectively. 


2 BRR spews _.. . $18,000 
Good background in industrial 
products and consumer hard 

lines. Midwest agency. 

AAR er $12,000 
Good print history in electrical- 
electronic products. Midwest 

agency. 


MARKET RESEARCH ANALYST... .$10,500 
Versatile experience in con- 

er products. Midwest loca- 

ion. 


EE MD NS ce bdtne ness ton $8,500+ 
Background with consumer pub- 
lication or well-known trade 


book. Salary, plus bonus and ex- 
penses. Midwest location. 


If qualified, contact me in confidence. 


GEORGE E. PYLKAS 


Executive Advertising Consultant 
CADILLAC ASSOCIATES, INC. 
220 S. State St. « Chicago « WA 2-4800 


Reach 10,000 Restaurants 


+ et Concentrated Cover- 
bd a’? Catone’ ‘s Fastest Growing In- 


py 2nd Largest Dollar Volume Area in 
the Buyers-Owners-Managers. In- 
quiries inv invited from Agencles-Advertisers- 
Media 


RESTAURART stavics MAGAZINE 
. St., Los Angeles 26, Calif. 
1387 W Venole 98360 


EMPLOYERS! 
We have well qualified 
Copywriters 
Advertising Managers 
Asst. Adv. Managers 
Account Executives 
Radio & TV Men 
Production Men 
Artists 
Editors 
Photographers 
NO FEES CHARGED 
Workers or Employers 


PROFESSIONAL, SALES AND 
CLERICAL OFFICE 


ILLINOIS STATE 
EMPLOYMENT SERVICE 
73 West Washington Street 

Financial 6-3960 


MEN OF 55! 


Silly idea? 


LET'S AX PRODUCTION 


Sure, but it exists. Exists nearly everywhere. 


Take me. 
I've h 


dled top pr 


in all its 


complicated phases. Big accounts. Crack 


New York agencies. 
References? Glowing. 
BUT 


Interviews go good until | say I’m 55. 
Then there's a five second pause —— and 


I'm told, “W-e-e-el, 
for a younger man.” 


we're really looking 


Doesnt seem sound when it’s generally 
admitted there aren't enough good pro- 


duction men of any age to go ‘round. 


To a company head not allergic to grey 
hair, who is looking for a crack man, an 
interview with me might be interesting. 


Drop me a line. 


BOX 420, ADVERTISING AGE 
+ 630 Third Ave., New York 17, N. Y. 


ADVERTISING 
IN 
FRENCH CANADA 


publicité 
promotion 


relations 
humaines 


publicité 


wol 


timiteée 


advertising 


353 ST-NICOLAS 
MONTREAL CANADA 


MEMBER CAAA 


Presentin 


your message 


to over 158,000 
marketing men 


and women 
for as low as 


Complete coverage. Quick action. 
Low cost. That’s why it pays to 
run your classified ad in Advertis- 


ing Age. Try it! 


per line; upper an 


Use This Space to Print or Type Your Classified Advertising Message 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all c ap lines (maximum—two) 30 letters and spaces 

lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


poe pend Classified Rates: take card rate of $18.75 per column inch, 
card discounts, size and frequency apply. 


1 am enclosing $ 


1 State 


THE ADVERTISING MARKET PLACE 


ADVERTISING AGE 
200 E. Illinois St. 
Chicago, Illinois 


4041 Marlton Avenue 
Los Angeles, Calif. 
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Mrs. FDR Only Newest 
‘Anti-Tuneout’ Ad Star 


(Continued from Page 1B) 
Benson & Mather for’ not exercis- 
ing more “discretion and guid- 
ance.” 
® In a statement released by an 
agent, Mr: toosevelt explained 
why she accepted the radio-tv 


sales assignment: 


“For a long time I have wanted 
an avenue on radio or tv to get 
across some ideas which to me 


seem important for our people as 
a whole to grasp. Very little can 
be said in a commercial, but there 
is time to put one thought across, 
and one reaches far more people 
than can possibly be reached in 
any other way. No matter how 
much I travel or lecture, I can 
reach only a few people. 

“The idea which I wish to stress 
is that we should give food from 
our overabundance to the under- 
fed peoples of the world. The 
money which I shall receive from 
these commercials I shall put into 
my charity account.” 


s For their parts, neither Lever 
nor its agency had any comment 
to make on the suggestion that 
they should have used more dis- 
cretion in the selection of a tv- 
radio saleslady for Good Luck. 
They were, however, giving the 
three commercials play on spot tv, 
as well as on four network tv 
shows. The radio schedule calls 
for approximately 23 airings a 
week, and Lever is readying point 
of sale posters tying in with Mrs. 
Roosevelt’s commercials. These 
will be displayed in grocery out- 
lets. 

Mrs. Roosevelt, who from time 
to time is featured in print ads for 
Otarion hearing aids, is by far the 
biggest name snared by radio-tv 
admen. 


s But one has only to watch and 
listen to discover that many adver- 
tisers have decided that the best 
way to avoid the dread disease of 
commercial tuneout is to select 
a VIP in some field or other— 
usually sports or show business— 
to do the pitching. Among the 
recruits who have been enticed to 
get in there and sell hard are 
comedians, singers, actors, athletes 
—and, of all things, an ex-diplo- 
mat. 

Why the predilection for names? 
Obviously sponsors hope people 
won't run out on a former first 
lady, a home run king or a popular 
movie star—even if they are only 
extolling the virtues of some prod- 
uct or other. 


e Jackie Gleason and Jimmy Dur- 
ante never presented more than a 
lead-in for the commercials on 
their tv shows, but they are doing 
what they can in radio and tv 
spots to help Local 802 of the 
American Federation of Musicians 
get more work for its members. 
Their pitch: Use live music at 
your parties at home, and patron- 
ize places that offer live music 
when you go out. The comedians 
donated their services for this 
New York campaign. 


e Those Easy Aces, Jane and 
Goodman, aren't presenting pro- 
grams any more, but their sharp 
witticisms are available in small, 
easily digestible doses in the radio 
commercials they are doing for 
Borden's coffee. 


e Alka-Seltzer’s cartoon salesman, 
Speedy, is getting an effective 
assist from an old comedy hand, 
Buster Keaton, who turns up in 
so many roles that you have to 
look fast to recognize him in those 
quickie spots. He has also been 
featured in Northwest Orient Air- 
lines’ print and tv advertising. 


e One of the most unlikely com- 
mercial combinations is that of 


Eddie Cantor and Sentor. In this 
radio spiel, Grandfather Cantor 
suggests that teen-agers try Sen- 
tor to help get rid of their pimples. 


® Among the actors who have 


Every time you buy Red Heart Dog Food 
you help the Heart Fund... 


been collecting some nice residual 
checks from their commercial as- 


signments are Monty Woolley, | 
selling for Gallo wine; ‘Charles 
Coburn, an 80-year-oldster, who | 
is working for 65 Plus; Pat} 


O’Brien, whom Bardahl alternates 
with cartoon messages; William | 
Bendix and Joan Bennett, two of 
several stars who tell what 4-Way | 
cold tablets can do, and Alexis| 
Smith, Lynn Bari, Mary Astor and 
Ann Rutherford, all of whom ad- 
vise their fans to drink Ovaltine 
| and stay slim. 


;}@ An excellent demonstration of 
how a distinguished actor can be 
used effectively and tastefully in 
commercials was given a couple 
of weeks ago by Lincoln National 
Life Insurance Co., which selected 


coln telecast on NBC. Luckier than 
many actors, who are handicapped 
by cumbersome commercial copy 
that only an experienced an- 
nouncer can reel off without look- 
ing self-conscious, Mr. Mitchell 
was given short, terse and pleas- 
antly soft-sell lines. They were 
quite in keeping with the mood of 
the program and left the impres- 
sion that Lincoln must be a fine, 
respectable company. 


® Singers and musicians are also 
understandably eager to work in 
this lucrative field. Nearly every 
vocalist of note, including Bing 
Crosby, Dean Martin and Frank 
Sinatra, has been featured 
commercials at one time or an- 
other. Elvis Presley hasn’t been 
yet, but the Army has been taking 
up most of his time. 

The beers alone are doing 
enough to keep the vocalists sol- 
vent. Schlitz’s radio commercials | 
feature Peggy Lee, Margaret| 
Whiting, Jane Morgan, Nelson} 
Riddel, June Christy, Jack Smith, | 
Bob Crosby, Vic Damone, Erin | 
O’Brien, Ferlan Husky and Billy | 
Eckstine. This beer’s current tv | 
celebrity commercial spotlights 
Miss O’Brien. 

Louis Armstrong and Nat King 
Cole, among others, sing out the 
praises of Rheingold, which runs 
a Guy Lombardo jungle series 
every summer. 

If you listen carefully to the 
Ballantine radio commercials, 
you'll recognize the voices of Jill 


Corey, Johnny Desmond, Janet 
Harper, Tommy Edwards, the 
Buffalo Bills, and Abbe Lane 


with the music of her husband, 
Xavier Cugat, in the background. 
Mr. Cugat also has a Martinson’s 
coffee spot. 


® The McGuire sisters are the 
singing voices of Coca-Cola this 
year. Vaughn Monroe has been 
the spokesman for RCA for many 
seasons; Frankie Laine tells about 
4-Way cold tablets. The come- 
hither tones of Julie London prob- 
ably have caused a great many 
men to reach for a Marlboro. 
Hoagy Carmichael has done com- 
mercials for Marlboro cigarets and 
for Northwest Airlines. 


Thomas Mitchell to speak for the, 
sponsor on a special Abraham Lin- | 


in| 


tae: Vande eaten 
s gape : 


NATURAL—Red Heart dog food divi- 
sion of John Morrell & Co. offers 
to help the Heart Fund drive with 
three-weeks’ worth of profits in a 
campaign kicking off with a color 


page in Parade and This Week 
Magazine, Feb. 22. John W. Shaw 
Advertising, Chicago, is the agency. 


the Tigers’ Harvey Kuenn, and the 
| White Sox’s Sherm Lollar and 
Luis Aparicio. 

| Golfers and footballers also are 
|used occasionally, and the Boston 
| Celtics’ basketball star, Bob Cousy, 


| maker this season, 


® The athletes’ spiels are mixed 
with cartoon commercials and 
Hollywood star spots with John 
|Wayne, Bob Hope, Harpo Marx, 
|Zsa Zsa Gabor and Esther Wil- 
| liams. 

| So far the only ex-diplomat to 
|turn up among the tv pitchmen 
land be identified as such is John 
|Shaw Young, who tells how his 
friends on Wall St. are going for 
King Sano cigarets. 

| These are just a few of the 
many big names a regular radio 
and tv fan can see and hear in 
commercials these days. 

This roundup does not touch on 
the scores of television headliners 
who help with the commercials on 
their own programs. They range 
from Ed Sullivan to Dinah Shore 
to Arthur Godfrey, who was a 
salesman before he was a star. 
Theirs is a separate and very 
familiar story, that finds more and 
more video stars getting into the 
commercials to perk viewer inter- 
est. # 


Hearst Curbs TV 
Critics on Blasts 
at TV Personalities 


(Continued from Page 1) 

is not going to be repeated unless 
it proves to be an outstanding one 
and this does not occur on more 
than a handful of occasions during 
the year. Therefore, there is no 
need for the critic to warn our 
readers against watching a show 
which is not going to be inflicted 
on them again in any case. 

“On the other hand, if the read- 
ers did see the show, they don’t 
have to be told whether it was 
good or bad. They have already 
formed their own opinion of it. 


® “Comment as to why the per- 
formance was bad, and interesting 


Stand-out athletes have always 
been much in demand for radio-tv 
assignments. Gillette could easily 
field a winning team from its list 
of baseball players who are avail- 
able to demonstrate their special- 
ty on tv and then explain how to 
get a clean shave—among them 
the Yankees’ Whitey Ford, Bob 
Turley, Hank Bauer and Casey 
Stengel; the Braves’ Johnny Lo- 
gan, Joe Adcock and Fred Haney; 


gossip and the background of in- 
dividuals is permissible, but I don’t 
want to print violent attacks on 
personalities. Too often these se- 
vere criticisms reflect personal 
views rather than objective criti- 
cism. I don’t believe our readers 
are interested in reading the per- 
sonal likes and dislikes of our crit- 
ics and I know that I don’t intend 
to waste our valuable space print- 
ing them.” # 


Men's & Boys’ Wear Group's Onetime 
$5,000,000 Sartorial Splendor Frays 


was under contract to the razor | 


(Continued from Page 1) much of it unfavorable. Franci 
|sell,” Mr. Pfeifle, on the job just| Dewitt Pratt, then president of th« 
| about a year, said this week. institute, said the campaign “blaze 
a new path for our industry 
|@ Besides, he told an AA reporter,| hitching the entire concept of 
after assuming the presidency he|‘dress right’ to the basic human 
put in considerable time in con-| emotions of life, fear and success.” 
versation with Madison Ave. cog- 
noscenti—those that were not 
|hot after the account—and they 
convinced him that several million 
|dollars would be needed annually 
\for four to five years if the insti-|ters we received have been ex- 
ltute wanted to sell its program|tremely favorable” in their com- 
through the consumer advertising | ments on advertising. 
path. This sum, Mr. Pfeifle knew, That same month Mr. Pratt re- 
| was unattainable. signed and was succeeded by Mr. 
But when the institute was first! Pfeifle, who had recently retired 
| publicly conceived, in March, 1955,|as a top merchandising veteran 
\the world was its oyster and the! with Sears, Roebuck & Co. 
|prospects were infinite. Willard| At the retail clothiers conven- 
|W. Cole, president of Henry C.|tion in Chicago last year—where 
|Lytton & Co. and who was to be-|it all began in 1955—the institute 
come AIMBW’s first president,|said it expected to continue at a 
unveiled a three-stage program to | $1,000,000 annual clip for consum- 
the National Assn. of Retail Cloth-|er ads in 1958 and 1959. At the 
iers & Furnishers: a five-year) time, the new president, Mr. Pfei- 
“$50,000,000” advertising and pub-| fle, told AA that membership and 
lic relations plan to boost the men’s|industry reaction to the campaign 
|and boys’ apparel industry. | had generally been very favorable, 
| Such a plan was attempted un-|but acknowledged that some re- 
successfully several times before, tailers have questioned the nega- 
he commented, but he thought that | tive or “scare” approach AIMBW 
| now the time may be “psychologi- | was using. 
|cally ripe” for success. 


s In February, 1958, Michael E. 
Freelund, former secretary of the 
institute, wrote to AA that “the 
overwhelming majority of the let- 


|@ Last week (AA, Feb. 16) Mr. 
|@ Formation of the institute was Pfeifle told AA that national ad- 
/announced in May and the opening vertising “was the most contro- 
barrage proclaimed BBDO the ad-|versial thing the institute ever got 


| vertising agency and Mayer &/|into. About 90% of our members 


Relations Management Corp., to 
handle pr and publicity. A six- 
week series of cross-country din- 
ners was climaxed June 28 at a 
|/$15 a plate dinner here where 
nearly 2,000 clothing industry ex- 
ecutives “pledged support” to an 
|initial $5,000,000 goal. 
|would be raised over the summer 
|for an 18-month campaign that 
would start in the fall. 

At the end of August, with the 
{summer almost over, the institute 
decided ‘to extend its nationwide 
organizing campaign until Sept. 
30” and the financial goal had 
changed to “the minimum $2,000,- 
000 needed to start operations.” If 
less than $2,000,000 is raised, all 
money will be refunded, the insti- 
tute added reassuringly. 


| 


s By mid-September the institute 
decided it would become a perma- 
nent organization even though it 
had not met either of its two previ- 
ously announced deadlines. 

It also announced new deadlines 
—from Sept. 30, 1955, to April 30, 
1956, for the mimimum $2,000,000 
—and said there would be no me- 
dia advertising unless the $2,000,- 
000 was reached. 

There was another’ request: 
AIMBW asked its pledgers to free 
the “more than $1,000,000” that 
had already been collected “to so- 
lidify the institute’s foundation 
in response to the expressed wish- 
es of many members all over the 
country.” 

Said Willard Cole: “Time is the 
only limiting factor in completely 
uniting an industry that never be- 
fore has been united.” 

Most pledged members freed 
their funds. 


# April 30 passed without $2,000,- 
000 in the till. Early in June 
AIMBW approved a “seven months 
$1,100,000 advertising and public 
relations program of which $700,- 
000 will be spent between Sep- 
tember and January.” 

In October, 1957—two years and 
nearly $4,000,000 (or 80%) away 
from the originally ballyhooed pro- 
gram—AIMBW and BBDO broke 
their first consumer ad with the 
theme: “Dress right—you can’t af- 
ford not to!” 

The ads 


attracted 


attention, 


The sum) 


| O’Brien, Chicago arm of Public|felt our advertising was pretty 


| nebulous.” 

| According to figures supplied to 
|'BBDO by Publishers Information 
Bureau, the institute spent nothing 
in 1955 for consumer advertising; 
$536,524 in 1956; $892,504 in 1957, 
and last year, $377,888. 

A new slogan was announced 
last fall: “Dress right—when you 
look your best you do your best,” 
!a change made to give “a more 
| positive approach,” the institute 
| told its members. 
|m At the same time a major or- 
|ganizational overhauling took 
| Place. Among the moves: 


|e Restructuring of annual dues, to 
|range from a minimum of $20 to a 
|/maximum of $10,000, in some cases 
|a reduction of as much as 80%. 


e Expanded membership base at 
the retail level. 


e Establishing “sponsor members,” 
companies who pledge support for 
a minimum three-year period. 


e Doubled funds to be made avail- 
able for public relations activities. 


e Approved creation of a field 
organization, the first of which is 
the appointment of Harry Marcus, 
a former Sears, Roebuck man- 
ager, to work in the Chicago area, 
beginning in March. 


= Speaking frankly, Mr. Pfeifle 
said this week that AIMBW “nev- 
er’ reached a $2,000,000 goal; that 
the most it ever had pledged was 
a little more than $1,600,000 and 
this was accomplished by mem- 
bers pledging into a second year, 
although the total sum was never 
collected. 

When he came in, the institute 
had 2,200 members, of whom about 
1,000 were not paying dues. The 
list was trimmed realistically and 
today there are roughly 1,400 
members, all dues-paying, with 
an increase of two to three daily, 
he said. # 


Ad Bench Company Formed 

Articles of incorporation have 
been filed for Colorado Bench 
Advertising Co., with the principal 
office to be located in Colorado 
Springs. Directors are Victor Hey- 
liger, Joe D. Gault and David W. 
Cowen. 
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PTC Complaint 
dits Magazines’ 
Dealer Payoffs 


(Continued from Page 1) 
mission holds equally responsible, 
include blue-bloods of the popular 
magazine industry, with the mu- 
tually-owned Select Magazines Inc. 
cited for at least $234,500 in pay- 
ments in 1957. 

The commission’s charges were 
spelled out in a dragnet of 13 sep- 
arate complaints released today di- 

ected at Union News, American 
VYews, two major magazine distrib- 
iting organizations, 16 top pub- 
lishers and Bayuk Cigars Inc. 


= FTC said the publishers cov- 
ered by the complaints had sales 
totaling $256,000,000 in 1957, in- 
cluding $32,100,000 in retail sales 
on newsstands. 

Cited by complaints, in addition 
to American News, Union News 
and Bayuk Cigars were Select 
Magazines Inc., and its six owner- 
publishers: (McCall Corp., Popular 
Science Publishing Co., Reader’s 
Digest Assn., Meredith Publishing 
Co., Street & Smith Publications 
Inc. and Time Inc.); Curtis Pub- 
lishing Co., and its two wholly- 
owned subsidiaries, Curtis Circu- 
lation Co. and American Home 
Magazine Corp.; Cowles Magazines 
Inc., Esquire Inc., New Yorker 
Magazine Inc., Newsweek Inc., 
U.S. News Publishing Corp., Hearst 
Corp., Macfadden Publications 
Inc., Fawcett Publications Inc. and 
Triangle Publications Inc. 


® According to the complaints, 
American and Union solicited pro- 
motion allowances which were not 
available to other newsstand op- 
erators. The publishers, the dis- 
tributing companies and the Bayuk 
Cigar company were charged 
with granting promotion allow- 
ances to favored outlets without 
making them available to others. 

The commission charges that 
Union News and American News 
coerced publishers by threatening 
to discontinue purchasing and dis- 
tributing their products, and there 
are known instances where the 
newsstand operator did discontinue 
purchasing and distributing from 
suppliers who refused to meet their 
terms. 

As an indication of Union News 
and American News’ bargaining 
power, the commission pointed out 
that Union News operates 1,500 
newsstands in key railroad ter- 
minals, bus terminals, airports, 
hotels and office buildings. 


a In its individual complaints 
against publishers, FTC pointed 
out that Union News and Ameri- 
can News were not the only ben- 
eficiaries of promotion payments, 
ilthough none of the other news- 
stands was served with a com- 
olaint. 


s Other payments to American- 


Union included these: Curtis Pub- | 


lishing Co., $34,900; Hearst Corp., 
$31,000; Fawcett Publications, 
$21,000; Macfadden Publications, 
$19,000, and Esquire Inc., $13,000. 

Select Magazines Inc. was al- 
leged to have paid out a total of 
$231,000 for its six publisher-own- 
rs, including the $107,000 
\merican-Union. In addition it 
vas charged with paying $3,500 
o American-Union in behalf of 
1.S. News Publishing Corp. 


Curtis Circulation Co. reported- 
, paid $60,632 in behalf of Curtis 
nd American Home, with $34,- 
06 traced to American Union. 
Curtis Circulation was also re- 
orted to be the “conduit” for 
ayments by Cowles, Esquire, The 


to! 


complaints against these publish- 
ers, FTC showed payments of 
$15,152 by Cowles, including $9,- 
568 to American-Union; $24,062 by 
Esquire, with roughly half of it 


going to American-Union; $13,000 | 


by The New Yorker, all to Ameri- 
can-Union; and $9,605 by News- 
week, most of it to American-Un- 
ion. 


s Of the remaining publishers, 
FTC showed payments only to 
American-Union for Macfadden 
($19,000), Hearst ($31,000), and 
Fawcett ($21,000). It listed a total 
of $13,747 in payments by Tri- 
angle, including $2,679 to Ameri- 
can-Union. 

Bayuk is accused of illegally 
giving American-Union $9,500 in 
1956 for special promotion displays 
and $700 a month since 1957 for 
advertising Bayuk’s cigars (Phil- 
lies and Websters) on book match- 
es. 

Hearings for the publishers and 
magazine distributing organiza- 
tions were tentatively set for April 
14 in New York, while a hearing 
for American News Co. has been 
proposed for April 15 and for Bay- 
uk Cigars Inc. on April 17. # 


Newsstand Payoffs 
Deplorable, Vital, 
Says McCall's Tippett 


(Continued from Page 1) 
since individual publishers have 
been singled out. This is an in- 
dustry problem and paying allow- 
ances is an industry-wide practice. 
If there’s one guilty party, then 
everybody’s guilty.” 

Mr. Tippett indicated that pay- 
ing out favored allowances to get 
magazines on newsstands is a fact 
of publishing life. 

“Everybody is paying off to 
somebody because if you want 
your magazine displayed on news- 
stands you have to pay a conces- 
sion what could be considered a 
favored price.” 


@ He said that a magazine is al- 
ways given a choice when dealing 
with certain newsstand operators: 
“You either pay or you don’t get 
on the newsstand.” 

While the usual allowance to 
newsstand operators is 20% of 
cover price, he said, most maga- 
zines pay an additional 10% to get 
on the stand, giving the dealer a 
30% cut of the cover price. “It used 
to be about 10.5% but prices have 
gone up,” said Mr. Tippett. 

While Mr. Tippett agreed with 
FTC’s use of the word “coercion” 
in its charge against the news- 
stand chains, he said some of the 
necessary kickbacks are legitimate. 


= “One reason this practice exists 
—in addition to greed—is that the 
leases various newsstand operators 
have to sign in railroad stations 
and in airports make it impossible 
for them to make an adequate 
profit.” 

Irving S. Mannheimer, president 
of Macfadden Publications, said 
the FTC complaint has been turned 
over to the company’s lawyers for 
study. 

On the question of rebates, Mr. 
Mannheimer said he believes chain 
operators are entitled to rebates, 
but that payments should be uni- 
form throughout the magazine in- 
dustry. 

“Chain operators usually pay 
much higher rentals for key stands 
than the independent,” said Mr. 
Mannheimer, “and, as key opera- 
tors, they are important to the in- 
dustry and should receive a higher 
rebate.” 


s Among those listed by FTC as 
offenders, the following told Ap- 
VERTISING AGE they had no com- 
ment at this time: Curtis, Time 
Inc., Street & Smith, The New 
| Yorker, Newsweek, Triangle, Mer- 
|edith Publishing and Select Maga- 


Jew Yorker and Newsweek. In| zines. + 


Last Minute News Flashes 


Formfit Adds Tatham-Laird to Agency Lineup 


Curcaco, Feb, 20—Formfit Co, has added Tatham-Laird to its agency | 
family. 1t has not yet been determined how the more than $1,000,000 
in U. S. billings will be split, Formfit’s two other American agencies 
—MacFarland, Aveyard & Co. and Clinton E. Frank Inc, (tv only)— 
will continue as before, as will the company’s two foreign agencies, 
MacManus, John & Adams, Toronto (Canadian), and Foreign Adver- 
tising & Service Bureau, New York. 


Ralston, Kimberly-Clark to Co-Sponsor CBS-TV Series 
New York, Feb. 20—Ralston Purina Co., which is dropping “Bold 
Journey” (ABC-TV), and Kimberly-Clark will co-sponsor a new CBS- 
TV series, “Peck’s Bad Girl,” starting in the fall. Time and date will 
be selected later. The Monday-night ABC-TV hour, which “Bold Jour- 
ney” shared with “Voice of Firestone,” will be filled next season by 
a film, “Adventures in Paradise,” with Firestone moving to a later spot, 


Way Heads N. Y. Office of EWRR 


New York, Feb, 20—Harry D. Way, who joined Erwin Wasey, Ruth- 
rauff & Ryan from Warwick & Legler in 1958, has been named exec 
vp in charge of the agency's New York office, He replaces Frederick 
J. Wachter, who has left EWRR to join Knox Reeves, Minneapolis 
(see story on Page 28). Richard Cummins, vp and creative supervisor 
at EWRR, New York, has resigned to join Aitkin-Kynett Co., Phila- 
delphia, as creative chief, 
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Gerald M. Millar 
Millar Named Ad 


Manager in Buick 
Merchandising Unit 


FLINT, Micu., Feb, 19-—Gerald 
M. Millar, formerly vp and ac- 


Cooper Moves from Schering to Mead Johnson 

BLOOMFIELD, N, J., Feb, 20—-Herbert Cooper has resigned as inter- 
national advertising manager of Schering Corp. to join Mead Johnson 
& Co., Evansville, Ind., in a similar capacity, Carl Larsen, advertising 
production manager, has also left Schering. Both of these departures 
follow the recent resignation of Dr. John McDonnell as vp in charge 
of advertising (AA, Feb. 2). 


Newspaper Ad Spending Down 4.8% in ‘58: BofA 


$721,200,000, down 4.8% from $757,401,000 spent the previous year, 
according to advance estimates by the Bureau of Advertising. Biggest 
loss was in the automotive category, with $160,800,000 spent in 1958, 
off 19.4% from 1957. Ad spending for grocery products in 1958 was 
$147,700,000, down 1.4% from $149,790,000 spent in 1957. Tobacco ad- 
vertising gained 30.9% for a total of $36,100,000. 


Dunbar Follows Johnstone to Richards Agency 


New York, Feb. 20—The Dunbar division of Chemway Corp. has 
appointed Fletcher Richards, Calkins & Holden to handle its advertis- 
ing, effective March 1. The agency will be handling Zonitors, Pretty 
Feet and three new products. The move from Dowd, Redfield & John- 
stone follows a similar move by Edmund F, Johnstone, now exec vp 
of the Richards-C&H shop. 


Pioneer Names Doner & Peck; Other Late News 

e Pioneer Industries, Philadelphia manufacturer of men’s leather ac- 
cessories, jewelry and toiletries, has moved its advertising account 
from Wermer & Schoor Advertising, Philadelphia, to Doner & Peck, 
New York. A new campaign is being planned, using magazines and 
television, 

e Cowles Magazines, New York, is studying the possibilities of two 
newsletters—one addressed to women, one to men, The newsletters 
carry the working titles, “His” and “Hers,” among others. While the 
projects are tentative—just reaching the “dry run” stage, it is under- 
stood that each newsletter would cost $15 to $18 a year. 


e Newsprint Information Committee, representing seven major news- 
print producers, is undertaking a study to measure the effectiveness 
of newspaper advertising, in order to “better the competitive position 
of newspapers as a medium,” 


e Southwestern Industrial Electronics Co., Houston, a division of 
Dresser Industries, moved its advertising account to Richard L. 
Minns, Allstate Advertising Inc., Houston, Feb, 20, Stonedale-Jones 
Advertising Agency, which was absorbed two weeks ago by McCarty 
Co. (AA, Feb. 9), was the previous agency. ADVERTISING AGE erroneous- 
ly reported at that time that the Dresser unit was shifting to McCarty 
with other Stonedale-Jones accounts. 


e The Missouri legislature is considering a bill which would require 
persons selling cigars or cigarets to insert in each box or package a 
card warning that excessive smoking may cause cancer, 


e Cancellation of Lawrence Welk’s Wednesday night radio-tv show 
(ABC) as of May will have as its principal consequence the reversion 
of all Plymouth billing to N, W. Ayer & Son (Grant Advertising 
handled the Welk show for Plymouth). Ayer handles everything for 
Plymouth but the Welk show and probably will add more than $5,- 
000,000 in billing when Plymouth selects another tv property to re- 
place Welk. Grant has billed on the Welk show since Plymouth start- 
ed using it in September, 1956. 


e McGraw-Hill Publishing Co., New York, has been accused of dis- 
tributing a series of sales promotion articles in 1953 which were de- 
signed to divert advertising from Mart to McGraw-Hill’s Electrical 
Merchandising. Maurice Clements, Spring Lake, N. J., whose Caldwell- 
Clements Co, published Mart from 1953 to April, 1954, filed the anti- 
trust suit in New York federal court, seeking treble damages of $443,- 
217. McGraw-Hill termed the legal action “ridiculous,” 


e MacManus, John & Adams, Bloomfield Hills, Mich., has appointed 
Robert E. Britton, vp, executive director of its newly consolidated mar- 
keting, media and research department. 


e Reports that H. Leslie Atlass will retire soon as CBS vp and general 
manager of WBBM and WBBM-TYV, Chicago, popped up again this 
week, following the move of George J. Arkedis from general sales 
manager of WBBM-T’YV to vp in charge of CBS Radio network sales, 
New York. Reports indicate that Frank Atlass, now director of pro- 
grams for WBBM-TY, will fill Arkedis’ former post as a stepping-stone 


to becoming general manager when his father retires. Mr. Arkedis 
| replaces John Karol, who moves up to vp in charge of planning and 
| development, a new position, 


New York, Feb. 20—Ad spending in newspapers during 1958 was) 


count executive of Brooke, Smith, 
French & Dorrance, Detroit, has 
|} been named advertising manager 
jin the merchandising department 
of the Buick Motor division of 
| General Motors Corp., a new post. 

Further reorganization in the 
merchandising department in- 
cludes the appointments of Henry 
A. Clark sales promotion manag- 
er, Vincent D. Valek assistant ad- 
vertising manager, Ross W. Craw- 
ley sales training manager and 
John J, Kostka exhibits and dis- 
play manager, # 


John J]. Louis, 63, 
Retired NL&B Exec, 
Dies in Palm Springs 


PALM SpRINGS, CAL., Feb, 20— 
John J. Louis, 63, formerly a sen- 
ior vp of Needham, Louis & Bror- 
by, Chicago, died last evening, 
apparently of a 
stroke, at Desert 
Hospital, 

Mr. Louis spent 
most of his ad- 
vertising career 
at NL&B, having 
joined the agency 
in 1929. He re- 
tired on Nov, 30, 
1957. 

At the time he 
joined, the origi- 
nal Maurice H, 
Needham Co., formed in 1925, was 
reorganized as Needham, Louis & 
Brorby. Mr. Louis took with him 
to NL&B the S. C. Johnson & Son 
account, which he handled at Frey. 
NL&B still handles about a third 
of the account, 

Prior to his 28-year association 
with NL&B, Mr. Louis served from 
1925 to 1929 with Charles Daniel 
Frey Co., also Chicago, becoming a 
vp there, From 1920 to 1925 he had 
been a space salesman for Hearst. 

Following his retirement, Mr. 
Louis opened an office in Chicago 
as an ad consultant, Early this year 
he was appointed ad counsel for 
Pure Oil Co, 

Mr, Louis-is survived by his 
wife, sister of H. F. Johnson, chair- 
man of 8S. C. Johnson, and three 
sons: John Jr., vp in charge of in- 
ternational public relations at 
Johnson; Herbert J. (Tim), a doc- 
tor in Oak Park, IJl., and Michael 
W., Station KTAR, Phoenix, of 
which Mr. Louls was the major 
stockholder. 


GILBERT G. LA GORCE 

WASHINGTON, Feb, 20—Gilbert 
G. La Gorce, 48, director of ad- 
vertising of National Geographic 
Magazine, died this morning of a 
heart attack. He is the son of John 
Oliver La Gorce, former president 
and now vice-chairman of the 
board of National Geographic, 
Gilbert La Gorce joined the pub- 
lication in 1932. He switched to the 
advertising staff and was stationed 
in New York until 1952, when he 
returned to Washington as director 
| of advertising. 


John J, Louis 
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PREE! Genuine 


mrtqan: tow tothe whe samt to demonetnate their 


Narr | 
etiguiteds uve Por love om areas where Dr Popguer inns mb | 


FREE CAPS—The Dr. Pepper Co. of- 

fers readers a free bottle cap of the 

soft drink in this color page in the 
current Life. 


Dr. Pepper Sets 


‘Life’ Ads, Aims 
to Invade North 


(Continued from Page 3) 
on your mantle or casually dis- 
played as the centerpiece at your 
next dinner party. They’ll be wild 
with envy.” 


® Another ad, slated to run April 
13, carries this headline: “Accept 
substitutes (as if there were any) .” 
The copy states in part: “However, 
if Dr. Pepper isn’t available in your 
town, please bear up and drink 
something until we can get there. 
Accept substitutes. It would be bad 
for the soft drink industry if folks 
just sat around drinking nothing 
until the glorious day Dr. Pepper 
arrived.” 

A third ad, scheduled to appear 
in the June 22 Life, offers readers 
an official license to drink the 
product any time. The copy states 
in part that ad emphasis on drink- 
ing the beverage at 10, 2 and 4 
“has led some folks to think that 
it’s illegal to drink Dr. Pepper at 
2:30 or 6:15 or midnight. That’s ri- 
diculous. It’s not only legal, but 
downright clever of you to reach 
for a Dr. Pepper whenever you 
want something bright, refreshing 
and different-tasting to go with 
food or fun.” 

The other ad carries the head- 
line, “The long, wide taste of Dr. 
Pepper.” The copy reads in part: 
“Dr, Pepper isn’t one of those tim- 
id, tip-of-the-tongue drinks. It has 
a taste that’s W-I-D-E enough to 
cover the far corners of a big 
thirst . L-O-N-G enough to 
reach clear down to where laugh- 
ter begins. There’s nothing else in 
the long, wide world that tastes 
like Dr. Pepper.” 

The Dr. Pepper Co. has been 


The long, 


wi«cte taste 


® 
ua 


f THE NEW TASTE—Dr. Pepper is de- 
scribed as the long, wide taste in 
this offbeat page, scheduled to run 

in the Aug. 24 Life. 


6.55% in “58 


i|jor advertisers in the field re-| 13 


‘ietnervoatseay Farm Publication 


[Advertising Off 


cation advertising for 1958 dropped 
to $48,899,491 from the 1957 fig- 
ure of $52,324,397—down 6.55% — 
according to Farm Publication Re- 
ports in its annual summary (AA,! 10 


1 

2 

3 

4 

Cuicaco, Feb. 17—Farm publi-| 5 
6 

7 

8 

9 


| Feb. 16). | 


However, expenditures of ma-| 12 


mained relatively stable with the| 14 
top 200 advertisers in 1958 spend-| 15 
ing $34,218,044, compared to the| 16 
same advertisers’ expenditures in| 17 
1957 of $34,459,826. 18 


ers, General Motors Corp. took 
over the top spot from Ford Motor | ,, 
Co., though both decreased their 22 
expenditures in 1958. 23 
A total of 3,054 advertisers ap- 24 
peared in the 37 FPR member pub- 25 
lications last year. Of these, 294 2% 
spent $25,000 or more; 96 spent 97 
$100,000 or more. The 96 repre- 28 
sented only 3% of the 3,054 adver- 29 
tisers but accounted for 57% of the 30 
ad revenue. 31 
A list of the top 200 farm pub- 32 
lication advertisers appears in the 33 
adjoining columns. # 34 
35 


conducting a vigorous campaign to| 36 
achieve more distribution for the] 37 
past year. During this period, the} 38. 
company has moved into New] 39 
York, Chicago and Detroit, among| 40 
other markets. 

Although the company has been| 4), 
selling the soft drink product for 
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DRINKING LICENSE—In this June 22] 9: 

Life ad the Dr. Pepper Co. offers 64. § 

readers an official license to drink 
their soft drink. 


74 years, most of its distribution] 69 
throughout the years has been| 79 
south of the Mason-Dixon line. The} 7) 
company claims that Dr. Pepper] 72 
ranks fourth in sales behind Coca-} 73 
Cola, Pepsi-Cola and Seven-Up,| 74 
although it is the only one of the] 75 
four companies without national] 76 
distribution. 77 

Grant Advertising, Chicago, is| 78 
Dr. Pepper’s agency. # 79 


Chapman Opens in Chicago 

Paul H. Chapman Co., media] g, 
broker, has opened a Chicago of-| g9 
fice to serve the midwestern area] 3 
at 205 W. Wacker Dr. W.F. Stover,| 94 
formerly sales promotion manager | g5 
of Aeroproducts Operations, Gen-| 96 
eral Motors Corp., Dayton, O.,| 987 
heads the office. Chapman special-| gg 
izes in the sale of radio and tv sta-| g9 
tions and newspapers. 90 


Morton Simon Is the Name 92 

In a story about the mid-winter] 93 
conference of the Advertising Fed-| 94 
eration of America (AA, Feb. 16),| 95 
ADVERTISING AGE incorrectly re-| 96 
ferred to Morton Simon, authority | 97 


on advertising law and counsel for| 98. 


the Poor Richard Club, Philadel-| 99 


phia, as Robert Simon, 
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Rank 


= In this year’s list of top spend-| 20. 


- FUURTANLE CHANGED 43. 


New TIME SC HEDU Lz . 
i Dr Pepper. | «= 


Advertising Age, February 23, 1959 


200 Leading Spenders in Farm Papers, 1958 


Expenditures 
Advertiser 1958 1957 
+ General Motors Corp... $ 1,630,801 $1,823,911 
by: WAMRI IIN HMI ws crcccvescosnostecevenenene 1,565,603 1,892,689 
. International Harvester Co. ........ 1,514,069 1,115,422 
. American Cyanamid Co. 988,110 1,493,218 
eu S << | FPS 976,974 453,828 
. Massey-Harris-Ferguson 868,205 520,093 
. Chas. Pfizer & Co. o.......00 723,697 994,445 
. Ralston Purina Co. ......cs 714,472 541,913 
LPI SEED, cnnctnensetnabitreusesseses scene 616,972 659,083 
. Goodyear Tire & Rubber Co. .... 549,883 539,243 
. American Telephone & Telegraph 488,798 462,624 
bp SINE” CITI. sccsscnasecccossscccersesese 444,463 466,705 
. Allis Chalmers Mfg. Co. ..... we 442,285 586,954 
bE IEE MINIS: /banshemtetonnsdsnvesenseesezee 442,280 201,056 
. Firestone Tire & Rubber Co. ........ 425,313 467,969 
pie ie MEINE COIS sissecosotvnesninesébece 401,126 335,209 
. General Electric Co. ...... 376,481 360,442 
b RINE TPR: GO. sncesscccorercesse ae 367,225 445,851 
. Champion Spark Plug Co. .......... 352,410 356,396 
DeKalb Agricultural Assn. .......... 351,916 329,757 
ip I i, 336,491 581,962 
. New Holland Machine Co. ........ 333,802 307,598 
. Olin Mathieson Chemical Corp. .. 333,014 279,794 
LINE MINNIE, «cscs sncnansstegevsenuen 327,016 188,007 
. Phillips Petroleum Co. «2... 324,679 265,023 
. Allied Chemical & Dye Corp. .... 309,642 350,157 
SESS Se eer 304,355 232,900 
. U. S. Steel Corp. ........ 301,911 386,005 
. Dr. Hess & Clark ..... 293,833 162,343 
RSE A aiestcicsiessntpscnndsiasredcens 269,262 184,872 
. Standard Oil Co. Ind. ..........060 266,940 351,221 
IEE COIR cssrcccczcscesnseses 264,555 238,895 
. Socony Mobil Oil Co. .........0.06 260,346 311,605 
. New York Life Insurance Co. ...... 258,960 245,985 
. Gambles Stores 250,416 179,931 
INIT MII. scctascnseiccssunssedviavecees 247,553 314,527 
. Carnation Co. 237,725 282,946 
Western Auto Supply Co. ............ 233,070 422,117 
b PRD TER: GBs sescesescresesecnsoscescasone 233,038 204,186 
. American Home Products Corp. .. 230,312 166,808 
. American Tobacco Co. ..........0606 225,288 187,795 
. Abbott Laboratories ...............06 222,973 145,480 
E. |. DuPont de Nemours & Co. .. 222,701 229,188 
. State Farm Insurance Co. ........... 206,200 92,500 
TE TING. chtcinienaesisieviticcieseeseres 204,913 193,302 
ern 202,177 82,553 
Monsanto Chemical Co. ............ 198,303 381,489 
Continental Oil Co. .......cccsceseeee 190,128 177,893 
. Moorman Mfg. Co. ....ccccccceceeeere 183,651 164,967 
IO MEE TID, «a. scscesenenscscesneosio 177,610 230,900 
. McCulloch Motors Corp. ......... 166,153 106,797 
. Minneapolis-Moline Co. ............ 164,509 155,621 
. Campbell Soup Co. .......ccccccees 163,347 187,221 
. Johnson & Johnson .............c006 158,845 373,966 
b ME IDL, parsdevescsnveceseresiecsseses 158,534 105,552 
. General Foods Corp. ........00000 156,989 215,471 
. Norwich Pharmacal Co. .............. 156,672 164,609 
ER SIE nisi dousensssencoonens 156,561 
. Cities Service Co. 156,302 146,276 
. Morton Salt Co. 150,698 167,990 
. Food Machinery & Chemical Corp. 150,440 156,800 
. Dr. Salsbury’s Laboratories ........ 150,083 76,707 
Northrup, SIE TR NGIDS ecvcncscesseses 149,538 126,199 
Chemical Co. 144,579 117,166 
4 Colgate-Palmolive | ears 141,556 118,949 
. Babson Bros. Co. ........c0 oa 141,294 163,844 
bE HIE: PIII CS. ceecerccncenciccoses 140,674 99,779 
. Equitable Life Assurance Society 139,469 217,969 
SINNED TIS. icecccsccsssinconses 136,911 117,464 
. Allied Mills 132,321 96,585 
. Sinclair Refining Co. 0.0... 130,681 233,880 
. Keystone Steel & Wire Co. .......... 129,754 138,195 
. Caterpillar Tractor Co. ....... = 129,437 149,093 
EEE INN, sectpeansossinsessssccnseresons 129,248 44,141 
. Pioneer Hibred Corn Co. ........... 127,811 103,084 
by EETIIINIINY ‘nncsansanavnevesseonscsvsee , 126,366 74,336 
. National Steel Corp. ............... 126,283 119,577 
IEEE SUED. Siteadeabidcasierscissccissons 124,786 323,230 
RIE MI FIIs sonacescvexiscssncxeccnnses 122,774 922 
. Assn. of American Railways ........ 122,135 119,424 
o MMI FIs Gate: caceesrcsssqerersccsssssseee 121,450 153,565 
PIII Ch: SOB, scascczscsccccopeinsoree 119,043 79,126 
Sp ITI, hike ch tials hsniebivsnnshye nied 118,488 230,784 
. Borg Warner Corp, ......:ccccccccees 117,918 132,115 
. American Electric Light & Power Co. 117,657 189,745 
. Westinghouse Electric Corp. .... 116,535 151,159 
. Deiaval Separator Co. ...........05 116,164 229,577 
. Murphy Products Co. ...... be 114,265 78,481 
bP CID ciccsecersssnrecscscereace 114,072 —_—_—- 
. Virginia-Carolina Chemical Corp. 109,099 150,416 
. Winois Farm Supply Co. ............ 108,037 94,673 
. Portland Cement Assn. ................ 107,464 115,468 
. Dairy Equipment Co. .................. 196,252 96,942 
jp Armee Steel Corp. .....00:.0...ccersese 104,574 105,082 
. Ft. Dodge Laboratories .............. 103,855 87,633 
. Stauffer Home Planning Co. ...... 100,562 33,936 
. LP-Gas Information Service ........ 96,304 108,090 
Brillion Iron Works .............0000065 95,373 69,497 
. F. E. Myers & Bros. Co. oc 92,358 85,824 
» Andrew Jergens Co. wcccssssesnens 92,225 135,400 
= rate Sioa tar ea ta one = Es Agr IRS 


Rank Advertiser 

ey AINE MNROMIE « casanneasnososciinesticies 
We: PUI TID sscccseccanieoscrccodscansosss 
. Dow Chemical Co. 
py ENED TRIM. vesvondocsotioons 
. J. R. Watkins Co. 
PGND TIE GR, secabicesesvscscasocsens 
107. Wirthmore Feed Co. ........0c0000 
108. American Agricultural Chemical Co. 
ba a BNI GOI csc ckcncsiscssecrecees 

. Pfister Associated Growers ...... ; 
111. Land O'Lakes Creameries 
bP, sachsvadutessersnccrseeviases 
113. Radio Corp. of America 
. Grenae Comp. biaetedaeniéecertecees 
115. A i Seer 
. James Mfg. Co. ic cecuiinantsathbnasananies 
. Western Condensing Co. ............ 
RU PUIEOIIIIND IBS cesccrvcinctsocesconsenasnse 
. Sherwin-Williams Co. ............. 
SE NEE MERINO, attseusalebarspecerss eos ‘ 


121. Wisconsin Motor Corp. ................ 
122. Weyerhaeuser Sales Co. .......... 

. Oelwein Chemical Co. ............ 

124. Kewanee Machinery & Conveyor Co. 
. Coats & Clark Sales Corp. .......... 
Fe PRE OE sascissccsimiscesssciceses — 
127. Aluminum Co. of America .......... 

. McMillen Feed Mills ................. : 

. McKesson & Robbins .................... 

. Ambassador College .................. . 
131. Amchem Products ..............00.0.. 

. Kelly-Springfield Tire Co. 
MEER EO cesizsiisbosensesssscese 
134. Helzberg’s Jewelry Stores ............ 
. Union Carbide Corp. ................ 
. Commercial Solvents Corp. ......... 
137. Outboard Marine... 
. Electric Auto-Lite Co. oc. 
. Midland Cooperative ................ 
. California Spray-Chemical Corn. 


141. John W. Eshelman & Sons .......... 
b RNP IIIIE TOO. socsrssntisiccesssesssee 
143. Carey Salt Co. ...... 
pe te MEI: ches acegsaievorerenepacesnczicasi 
pe ee SMI BIN, CB. cscscsessscsness 
. International Salt Co. .......... 
. International Milling Co. ............ 
. Hartford Fire Insurance Co. ........ 
149. Stark Bros. Nurseries & Orchard Co. 
. James Cunningham & Son Co. .... 
151. Sears, Roebuck & Co. 
152. Asphalt !nstitute .................00000 
. International Minerals & Chemicals 
PURINE NNER HOODS "sscsarsscancrasiesencyses 
155. Cargill Inc. : 
. Timkin Roller Bearing Co. ........ ; 
DEE WEe We PON OURS. secexecaacesssssssseyses 
SINGING Socasitcccssbecvsscaivesp 

. Knights of Columbus Supreme Council 
. Blue Bell Inc. 


161. Balfour Guthrie & Co. oo... 

. Pennsylvania Grade Crude Oil Assn. 
- Zenith Radio Corp. ...........0000000- 

. Fox River Tractor Co. 
. Cooperative GLF Exchange 
. Wright Power Saw & Tool Corp. 
167. Sperry & Hutchinson Co. 
PIPEMININS cacerssssstesshscpeacsiosscosedy 
. Wilson Refrigeration .................. 
SAE MEI cad ladbiveceewisaisecaxicsuxxies 
PE Te PE DG ~saceeveseivssescossseserinsn 
172. Bethlehem Steel Co. ....... 

173. Fairbanks Morse & Co. ... 
PE III Cicassccessissckssiicsansasie 
. Papec Machine Co. .................. : 
. Oyster Shell Products Corp. ........ 
. Colorado Fuel & Iron Corp. 
pe Wie Mx ND MDS acces cceécisascnesanisies 
» Atlas Supply Co. .....0isccccccrcesssse 
180. Anaconda Copper Co. ................ 


181. Pittsburgh Plate Glass Co. .......... 
182. Badger Northland Ince. ................ 
. Armstrong Rubber Co. ................ 
fe MINIM ciptbsin-essasecsesosnscescssece 
. Armstrong Cork Co. ............ ies 
RR III xsvnsesianiecivsecoibsiccecins 
. Container Corp. of America 
. Heisdorf & Nelson... 
. Perfect Circle Corp... 
IRS sassdithcrcainnevait 
PTE csslinebeviansenishoyieesesiessenss 
NN MEIN... cctonresecapnstvscsncticantens 
193. F. S. Royster Guano Co. ............ 
. Sunray Mid-Continent Oil Co. .... 
. Esso Standard Oil Co. ........ 
. Dairy Assn. Co. . 
197. Farnam Co. 
ey MIO IID Sacco cncssctesscrsesnssntens 
199. Douglas Fir Plywood Assn. ........ 
200. Consumers Cooperative 
Total 


Expenditures 


1958 

91,545 
90,206 
89,703 
89,250 
88,561 
88,459 
86,288 
84,062 
83,596 
78,869 
78,727 
77,310 
76,217 
75,499 
75.094 
73,950 
73,834 
73,332 
72,967 
72,518 


72,019 
71,967 
69,692 
69,494 
69,455 


1957 


64,449 


46,809 
199,719 


32,315 


46,800 
27,656 
41,640 
98,162 
51,815 


42,305 
44,933 
46,240 
23,838 
122,060 
54,106 
25,708 
62,776 
58,112 
18,376 
15,580 
53,058 
12,341 
51,323 
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Advertising Age, February 23, 1959 


Farm Publications Advertising Expenditures by Classes 


1958 and 1957 


(37 Farm Publications) 
Source: Farm Publication Reports Inc. 
1958 1957 1958 1957 
AGRICULTURE $23,858,990 $23,734,538 
General & Industrial Equipment .... 1,048,576 ko} BR OS a eee 2,113,268 2,290,805 
Irrigation Systems, Equip t & 
STD peirrcentenceioneningiteneseeoscnicntone 818,999 | HOUSEHOLD EQUIPMENT & 
Farm & Crop Equipment 3,426,061 SES 2 ee 1,575,317 2,121,500 
Farm Tractors .....-sssesssessseesserssseeeees 3,012,025 Major Appliances .............:sssessssseee 1,045,556 ‘1,472,443 
Dairy, Poultry & Livestock Equipment 1,688,648 1,731,291 Minor Appliances ............esssesessess0e: 529,761 649,057 
Dairy, Poultry & Livestock Feed 3,508,852 3,620,390 
Dairy, Poultry & Livestock HOUSEHOLD FURNISHINGS ............ 411,740 464,659 
Health Products & Services .......... 3,767,103 4,118,357 
Agricultural Chemicals & Fertilizers 3,237,932 3,433,662 INSURANCE & FINANCE |... 982,330 969,417 
GO Ee on 128,316 117,347 
MicelloneoUs nnn, 616346 74naa5 | JEWELRY & OPTICAL SUPPLIES ..... 70,523 93,818 
WAI csicsictnscttssnisscasapnosesscuss 5,627,240 6,061,343 | OFFICE EQUIPMENT, ETC. ...........000+ 22,170 10,419 
I By IN cicecnet sci eciiveseisapcescncta 824,272 1,101,588 
MRI, TI TNR : scnesesncosnsntiavensecesens 2,115,973 2,109,922 PUTS, GR ATUCIIND vicesccccsscscccesesesecce 63,896 151,444 
Industrial & Garden Tractors ........ 119,022 108,467 
BRM. INNS ssc resiebicenicnessaddiiernsts : 1,470,163 1,465,349 PUBLISHING & MEDIA .............00....... 564,577 443,950 
Accessories & Equipment ................ 1,097,810 1,276,017 
RI BETTE: sverecesscscoicscovsssccizn 62,498 82,270 
PEE tidusccincaesdaa hinted 239 9,150 
RADIOS & MUSICAL INSTRUMENTS .. 124,491 297,123 
NE WI Sons csvacusciasses cacesbscneasuvenns 11,249 17,159 
RETAIL & MAIL ORDER HOUSES ...... 746,580 901,495 
GE tistatiteninlentisticinneemsnnasanies 450,746 473,981 
GACEIIOD GIP PEIES..ciscessessescoccvcsicsicss 665,937 690,542 
CERTIFI cecscesiveseccnsscosccescnsesics 2,865,241 3,325,210 
Building Materials .............c0c0c0 1,732,852 2,015,945 SOAPS, DETERGENTS, CLEANSERS 
Major Systems & Appliances .......... 368,246 431,205 D FGMEE sstiwinainsididnnine 313,735 271,795 
PO Seasiiadetrnihsiciecipiiciietarsicsteseeses 459,728 565,431 
Paints & Varnishes .....................006 304,415 312,629 SPORTING GOODS & TOYS ............ 343,921 403,710 
DRINKS & SWEETS ...0..000cccccccsesssceee0 178,627 157,091 TRAVEL & RESORTS ....0ccc00000000..:..... 258,700 259,101 
TOI, onciesriiiisinseserenicees 242,004 239,520 
SERVICES & COOPERATIVES .............. 1,242,474 1,442,817 ACCOMMOMENORS  .nccccesscscccssssscescsrees 16,696 19,581 
DRUG & TOILET PRODUCTS ............... 1,688,169 2,574,459 | MISCELLANEOUS. _ ...........cccsssescsssseees 219,681 135,131 
Cosmetics & Health .................00006 464,127 688,814 
Pe tias csncicidssintumigiseinunieicuee 1,224,042 1,885,645 TOTAL COMMERCIAL ADVERTISING 46,408,760 49,905,470 
ENTERTAINMENT  ......cccccccescsscssscsseses 51,851 58,721 POULTRY DISPLAY ADVERTISING .... 951,227 884,443 
FOOD & FOOD PRODUCTS ................ 1,894,570 2,464,122 LIVESTOCK ADVERTISING ................ 408,625 418,996 
SIE Snishinietitcrissesiniemienens 959,527 1,309,666 
Canned & Packaged Foods ............ 480,013 538,141 CLASSIFIED ADVERTISING .............. 1,130,879 1,115,488 
INE winisassncasvuprcheshdtenlbsosvusinrsee 157,891 164,724 
PIE, a Grccaccanecencnsdhcesssiecosies 297,139 451,591 IY SUID ees nssnksssinasasoesocateseaves 48,899,491 52,324,397 


Coca-Cola Schedules 
‘Heaviest Ad Barrage 


(Continued from Page 3) 
“naturally.” In one scene the cam- 
era might take a swing up Broad- 
way, where there is a big Coke 
sign. In one of the Marge and 
Gower Champion dance sequences, 
someone might be shown drinking 
a bottle of Coke. 

Mr. Foley emphasized that this 
kind of treatment would be pos- 
sible only for Coca-Cola—not for 
any other client. “Coke is ubiqui- 
tous,” he said. “Wherever you go, 
you see it. So what could be more 
natural?” 


s In addition to the Champions, 
Herb Shriner and Genevieve have 
been signed for the first telecast. 
The agency has been looking for 
an emcee who “would express the 
Coca-Cola personality,” but has 
not found one yet, and the show 
may be presented without one. 

The television theme, “America 
pauses,” will be reiterated in a 
series of seven color spreads Coke 
will run in Life, Look and The 
Saturday Evening Post. The first of 
these, “America pauses for party 
time,” ran in the first February 
issues. The next, “America pauses 
for springtime,” will run next 
month, prior to the springtime tel- 
evision show. This is the most ex- 
tensive use of spreads in Coca- 
Cola advertising history. 

In all 1959 ads the slug, “The 
pause that refreshes,” will be 
prominent. Natural photography, 
which Coke began using heavily 
last year, will be a feature of all 


the print advertising. The basic 
copy platform will be, “Be really 
refreshed.” 


@ Coke’s magazine list has been 
expanded considerably for the big 
1959 push. Nine general magazines 
have been added to the schedule: 
Better Homes & Gardens, Good 
Housekeeping, Holiday, Ladies’ 
Home Journal, Look, McCall’s, The 
New Yorker, Sports Illustrated and 
Time. 

Holdovers from the ’58 schedule 
are Life and The Saturday Evening 
Post, in both of which Coca-Cola 
owns 13 back-cover franchises; 
Ebony and National Geographic 
Magazine, four youth books 
(American Girl, Boys’ Life, Scho- 
lastic and Seventeen) and two sup- 
plements (The American Weekly 
and This Week Magazine). 

The expanded magazine list 
means greater expenditures, but 
it is not entirely new money. Coke 
was very heavy last year in the 
supplements, and this medium will 
get less in 1959. 

Other facets of the 1959 cam- 
paign: 


e 1. The “cook’s cruise” promo- 
tion, linking Coke with fast-mov- 
ing grocery items (AA, Feb. 2)— 
a natural, points out one observer, 
in view of Pepsi’s concentration 
on the low-calorie theme. 


e 2. Signing of the McGuire sis- 
ters to sing the Coke commercials 
on radio and television (AA, Jan. 
12). 


e 3. “Hi Fi Club” radio programs 
being sponsored by Coke bottlers 
all over the country. There are 
now 297 stations carrying these 
disc jockey shows, in which prizes, 
membership cards and buttons are 
given away. The programs are 
put on by the bottlers under a 
co-op marketing agreement with 
the parent company. + 


‘Houston Chronicle’ Names 
Mossberger Ad Director 

Harold W. Mossberger has been 
appointed advertising director of 
the Houston 
Chronicle, suc- 
ceeding R. W. 
McCarthy, 
who has retired 
after 34 years 
with the Chroni- 
cle. Mr. Moss- 
berger, a former 
member of the 
Chronicle staff, 
formerly was re- 
tail advertising 
manager of the 
Houston Post. At one time, he was 
manager of the Chronicle’s maga- 
zine, Texas. 

Mr. McCarthy started with the 
Chronicle in 1924 as national ad- 
vertising manager. 


H. W. Mossberger 


Sevyne Co. Names Cincibus 

George Cincibus, formerly with 
Emil Mogul Co. (now Mogul, Lew- 
in, Williams & Saylor), New York, 
has joined S. A. Levyne Co., Bal- 
timore, as copy director. 


Plibrico Appoints 

Plibrico Co., Chicago boiler, in- 
cinerator and furnace maker, has 
appointed Robertson, Buckley & 
Gotsch, Chicago, to handle its ad- 
vertising and publicity. 


Pepsi Sets New 
Marketing Unit; 
Durkee Is Head 


(Continued from Page 3) 
of Alfred N. Steele, board chair- 
man, Mr. Barnet and Emmett R. 
O’Connell, exec vp. 

Mr. Durkee said today that Pep- 
si and its bottlers plan to spend 
close to $30,000,000 on advertising 
this year, compared to about $25,- 
000,000 in 1958. 

Mr. Durkee will have under his 
wing every corporate department 
relating to the sale of Pepsi-Cola 
through the 550 U.S. bottlers. These 
functions include sales, advertis- 
ing, equipment development, mar- 
ket research, national accounts, 
syrup sales, promotion, training, 
new products, new markets, prod- 
uct control, plant engineering and 
the field marketing staff. 


® Pepsi said the new organization 
was dictated by the growth of the 
company (sales have increased 
160% since 1950) and by the need 
to meet the changing marketing 
conditions in an expanding econ- 
omy. 

The company said it expects to 
sell 30,000,000 more persons in the 
next 10 years. Mr. Durkee noted 
that the lead of “our principal 
competitor,” at one time a 5-to-1 
margin, has now been cut to “a 
little less than 2-to-1.” 

Mr. Durkee’s “chief of staff” in 
the new organization will be John 
J. Soughan, who has been named 
director of marketing services. As 
head of the marketing services 
group, Mr. Soughan will be re- 
sponsible for the creation and pro- 


Philip Hinerfeld 


John Soughan 


duction of all advertising and pro- 


motional tools. In addition, new 


product development, new market 
development and syrup sales de- 


partments will report to him. 

Mr. Soughan, who has been as- 
sociated with Pepsi for 14 years, 
returned to the company as ad- 
vertising director last August, 


after a brief stint as Pepsi crea- 


tive director at Kenyon & Eck- 
hardt. 


® Another recent recruit from 
K&E is Philip B. Hinerfeld, who 
has replaced Mr. Soughan as ad 


director. He, too, is an old Pepsi 


hand, having worked at the old 
Biow agency, K&E’s predecessor 


on the account. At K&E, Mr. Hin- 
erfeld worked principally on Le- 


ver Bros. Reminded today that he 


had worked with Milton Biow for 


15 years, Mr. Hinerfeld said, “Yes, 
afid I have the thyroid to show 
for it.” 


Under the new organization, 


Charles N. Baker, formerly vp in 
charge of national accounts, will 


be director of promotions, al- 


though his functions will remain 


the same. The market research 


department, under Seymour Lus- 


terman, will be separated from the 
Soughan group, to report directly 
to Mr. Durkee. 

Pepsi confirmed today that it is 
interested in broadening its base 
by adding new drinks to its one- 
product line. A lemon-lime drink 
is ready to go to market now, but 
the company has had difficulty in 
selecting a name. It had to scrap 
its first choice, Duet, when it dis- 
covered that Swift & Co. was ready 


ito market a new margarine under 


195 


this name. Kenyon & Eckhardt will 
be handling the new drink. 


® Asked whether the company is 
disturbed that bottlers on the 
West Coast have recently appoint- 
ed agencies other than Kenyon & 
Eckhardt to handle their accounts, 
Mr. Durkee said no. “We feel that 
the bottlers have a perfect right to 
select their own agencies,” he said. 

Pepsi, ADVERTISING AcE learned, 
will hold a series of nine Ad-o- 
Ramas for bottlers next month. 
The meetings, designed to sell the 
bottlers on the importance of ad- 
vertising and to instruct them on 
all phases of advertising, will take 
place, beginning March 9, in San 
Francisco, Denver, Dallas, Atlanta, 
Chicago, Columbus, Albany, Chat- 
tanooga and Washington. 

Messrs. Steele, Barnet, Durkee, 
Soughan and Hinerfeld, plus K&E 
personnel, will attend all of the 
meetings. # 


Adman in the News 


(Continued from Page 3) 
marketing post at Pepsi, Dick Bur- 
gess resigned as vp in charge of 
domestic operations to join anoth- 
er bottler, Nehi. 

“Coca-Cola was becoming mon- 
strous in those days,” Mr. Durkee 
recalls. “It was like working for 
the railroad. They never fired any- 
one but the opportunity was not 
very great.” 


= Under the Steele-Barnet man- 
agement, Mr. Durkee found op- 
portunity at Pepsi. He was sent 
first to the company-owned bot- 
tling plant in Philadelphia as as- 
sistant general manager. In less 
than a year he was transferred to 
Columbus, O., as assistant regional 
manager, becoming manager in 
February, 1951. 

Mr. Durkee headed this four- 
state (Michigan, Ohio, Indiana 
and Kentucky) region for four 
years. When he began, Pepsi sales 
in the region were 13,000,000 cases; 
they tripled under his manage- 
ment. 

In May, 1955, Pepsi sent Mr. 
Durkee to Chicago, where he took 
over as vp in charge of the newly 
organized central division, cover- 
ing 12 midwestern states. This is 
a strong Pepsi sales territory— 
Chicago is one of the big metro- 
politan areas where the company 
claims to outsell Coke—and Mr. 
Durkee traveled the region for 
three years, helping bottlers with 
their marketing problems. His rec- 
ord was outstanding enough to get 
the big call from New York last 
May. 


® Like many a harried business 
executive, Mr. Durkee has had lit- 
tle time recently for anything but 
business. He confesses somewhat 
shamefacedly that he has not had 
the opportunity to take up any 
hobbies. He “loves to play bridge,” 
and he likes golf, but he points out 
that he has spent so much time 
on the road that when he does get 
home he devotes that spare time 
to his family. 

Mr. Durkee was married in 1943 
to the former Katharine Barber, 
a Lansing girl. They met at the 
Michigan State “frosh frolic.” The 
Durkees have three children, a 
12-year-old girl and two boys, nine 
and four. When they were in Chi- 
cago, the Durkees lived in Park 
Forest. They now live in Manhas- 
set, on Long Island. # 


Zlowe Boosts Sutton 


Milton Sutton, creative director 
of Zlowe Co., New York, has been 
named senior vp and a director. 
He joined the agency as a copy- 
writer 13 years ago. In addition, 
Lee Babin and Leonard Spring, ac- 
count executives, have been named 
vps and Pauline Mann, media di- 
rector, has been appointed secre- 
tary-treasurer. Zlowe also has 
been named to handle advertising 
for Paper Novelty Mfg. Co., Stam- 
ford, maker of Dubl-Glo holiday 


decorations and greeting cards, 
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Beirn Succeeds 
Abrams as Top 
Revion Adman 


(Continued from Page 1A) 
including the company’s fragrance 
line, Sun Bath, Baby Silicare, Love 
Pat compact makeup and the com- 
plete Revlon treatment line, in- 
cluding the recently launched 


Roche has shifted back to the setup 
it had prior to his arrival 13 


committee, 
board chairman. James Webb, who 


dency. “There will be no changes 


tion,” Mr. LaRoche said. 

The Revlon account group, 
headed by James Roscoe for the 
past several years, will continue 
as before, he added. 


a For Mr. Beirn, the Revlon as- 
signment is his first job on the 
client side of the table—and it 
would be difficult to pick a field, 
or a client, where the demands are 
tougher. Revlon has_ scattered 


of the cosmetics business. But Mr. 


in recent years. 


| 4 


Ultima (priced at $12.50 and $20). | 
With Mr. Beirn’s departure, La-| 


in responsibility in our organiza-| 


|agencies and admen far and wide 
while clawing its way to the top 


Beirn has held several touchy jobs 


“Vibra Beat ~<-~-» 


months ago. Mr. LaRoche, treasur- | VIBRA-BEAT—This color page in Pa- 
er and chairman of the executive! rade March 8 kicks off a spring 
resumes his post as/|drive for Eureka Williams Corp., 


| which runs in supplements, mag- 
was chairman, returns to the presi-| qzines and on tv in the New York 


area. Trade advertising is also be- 
ing used. Earle Ludgin & Co., Chi- 
cago, is the agency. 


Disagreements with 
CBS Not Reason for 


Sabbatical: Murrow 


(Continued from Page 1A) 

tegration situation at Norfolk, Va. 

Mr. Murrow’s letter to the net- 
work indicated that he will be 
willing to continue producing the 
“Small World” filmed conversa- 
tions and to appear on the Olin 
Mathison-sponsored program, “As 
Opportunity Affords.” Next fall 


|own stockholders, 


|think of advertising as alien and 
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Show U.S.How Ads 
Build Discontent, Aid | 


Economy: Stebbins 


(Continued from Page 1A) 
to their own 
personnel. 

Because so many industry men 
got to the top through administra- 
tion, production and finance, they 


apart, rather than a vital force 
which must be integrated with 
business, he asserted. 


s “Today we can safely say Amer- | 
ica has licked its primary prob- | 
lem of production. Its big head-| 
ache is consumption. In _ short, | 
what counts is not purchasing | 
power but purchases; not produc- 
tion but consumption.” 

Mr. Stebbins thinks it is heart-| 
ening that in the past decade ad- | 
vertising and marketing men have | 
been achieving top posts in man- | 
agement. “For, if an advertising 
man is not essentially a good 
business man, he isn’t worth his 
sales-salt,” he said. 

“The simple but tragic truth is 
that advertising has been so busy 
talking about others it hasn’t had 
time to talk about itself. It is the 
least understood and most under- 
sold industry in America.” 

Observing he is not a “profes- 
sional Pollyanna,’ Mr. Stebbins 
said advertising is a prophet of 
positive thinking. Even when the 
copy lead is negative, almost in- 
variably advertising is optimistic: 
“It can be done.” ‘Your floors can 


FURNITURE 
MANUFACTURERS 
USED 


PERCENT 


After 13 years with various 
agencies, including Grant. and 
Dancer-Fitzgerald-Sample, he 
joined the Biow Co. in 1948 as exec 
vp and was named president in 
o 1953, as the agency changed its 
name to Biow-Beirn-Toigo. 

. Following testimony that year 
x in a San Francisco courtroom by 
Milton Biow that he had paid 
$100,000 to lobbyist Arthur Sam- 
ish (since convicted) to get and 
hold the Schenley account, the 


look better with Marvelweave 
rugs.” “A girl can be prettier with | 


eee: MORE 
ADVERTISING 


Arthur Godfrey will replace him 
as the interviewer on “Person to 
Person,” which is co-sponsored by 
Revlon and Kent cigarets. 

A possible future sponsor con- 
flict was avoided this week when 
Toni quit as co-sponsor of Mr. 
Godfrey’s Tuesday night telecast. 
The redhead has been associated 
with this cosmetics company for 
several years. His other Tuesday- 
night sponsor, Pharmaceuticals, 


* 9+8 + B+C + 


= He credited advertising with 
being next to schools and the 
press, the greatest single educa- 
tional force in America. | 

“In interior decoration, in per- 
sonal grooming, in sanitation, in 
the art of entertaining, advertis- 
ing through words, pictures and 


a 
3+8s + B+C 
~ 


; h continues. symbols shows us how, tells us 
-lagency hit upon difficult times. what to buy and why,” he said. 
And at the end of 1955 it was an-| = Mr. Murrow’s radio time will| The stimulation of “healthy dis-| 


nounced that Mr. Beirn was leav- 
ing, because Milton Biow was re- 
suming active responsibility for 
agency operations. A few months 
later, B-B-T began dissolving. 


probably be filled by an extension 
of “The World Tonight,” a round- 
up of on-the-spot news reports 
from abroad. 

As soon as the news of Mr. Mur- 
row’s action broke, there was a 
good deal of speculation about the 
“real reasons” behind his leaving 
CBS—even for a brief period. 
Some sources hinted that his con- 
tract with the network, for which 
he has worked since 1935, would 


content” results in new businesses, 
prosperity for existing businesses | 
and a whole economy kept alive | 
and alert, he said. 

“A good advertising man must 
be a romanticist on top and a 
realist at the bottom. He must 
have a sense of imagery har-| 
nessed to a sense of practicality. 
He must be a good city editor Bur- | 
banked with a cash register com- | 
plex. He must be a humanist, a| 


IN LIVING 
LAST YEAR 


# Mr. Beirn went to Ruthrauff & 
Ryan, then a troubled agency, as 
exec vp in charge of plans and 
creative services, and less than 
nine months later,’ in October, 
1956, was named to his second 


agency presidency. be up at the end of the year’s|realist, a register ringer, all in| 
One year after that he partici-| leave. _ lone.” # 
pated in the biggest merger in ad-| Mr. Murrow gave his answer in | 


an interview on CBS-TV news. 
He indicated that he had disagreed 
with the CBS management from 
time to time during his long ca- 
reer, but he said he had no other 
reasons for leaving than those 
given in his letter to Frank Stan- 
ton, CBS president—that is, that 
he wanted a year for contempla- 
tion and travel. 

He would not say how long his 
“long-term” contract with CBS 
runs, but he did comment on the 
reports that he would not return 
to CBS after the leave. His an- 
swer was that he is a man who 
is “accustomed to doing what he 
says he will.” In his letter Mr. 
Murrow wrote: “I would propose 
to return for fulltime duty at CBS 


vertising history, which created 
Erwin Wasey, Ruthrauff & Ryan, 
with Mr. Beirn as senior vp. Two 
months later he resigned. 

In January, 1958, he joined his 
brother-in-law’s agency as presi- 
dent. 

“When a good man leaves to join 
a good client, we both gain some- 
thing,” Mr. LaRoche commented 
this week. “It is with personal re- 
gret that I view Ken’s departure, 
but I’m happy we will still be 
working with him.” 

LaRoche can be considered one 
of Revlon’s older agencies. In the 
1957 breakup with Batten, Barton, 
Durstine & Osborn, it picked up 
enough additional billings to give 


Manchee Asks 0.1% | 
of U.S.Ad Volume | 
for Industry Push 


(Continued from Page 1A) 
ers in advertising. 
Mr. Manchee, author of “The | 
Huckster’s Revenge,” a new book | 
defending the ad business, said) 
that the advertising industry 
“needs friends” to help maintain 
its position in the American econ- 
omy and to head off efforts by 
various governmental agencies to 
impose tax and other restrictions 
on advertising. 
But certainly advertising isn’t 


ANY OTHER 
MAGAZINE 


Furniture manufacturers rate 
LIVING tops. And so do re- 
tailers. Last year they devoted 
67% more of their own adver- 


. . . means 


Bertsch + 
cooper 


... it also means 


‘ it an estimated $5,000,000 chunk of ” # entirely without fault, said Mr.| tising to tie-ins with LIVING 
Chicago's Revion, Total billings for that year|°" JU/¥ 1, 1960. Manchee. th . ith h : 
were senate om eet sions Borden Shifts Two “The most serious, legitimate | '9" fe a other magazine 
000. Elsewhere in today’s issue the charge leveled against us,” he} in its field. 
largest, complete company’s 1958 billings are re-|_ 54m D. Thompson, vp of Borden 


said, “is the exaggerations of ad- 
vertising and the boastfulness of 
its claims. We often take too much 
credit for what’s really the suc- 
cess of a community effort.” + 


Foods Co. formerly in charge of ad- 
vertising and sales promotion, has 
been assigned to develop and di- 
rect an industry relations program 
for this division of Bordon Co. Wil- 
liam H. Ewen, formerly national 
advertising manager of printed 
media in the general advertising 
department, assumes Mr. Thomp- 
son’s former responsibilities as di- 
rector of advertising and promo- 
tion for the division’s entire line. 


ported at $15,000,000. 

Mr. Beirn is vacationing in Ire- 
land before moving into his new 
office March 2. # 


typographic service 


facilities 


LIVING 


FOR YOUNG HOMEMAKERS 


‘Good House’ Revenue Up 

| Good Housekeeping has reported 
|the highest first quarter revenue 
| in its history, $4,320,500, as against 
a previous high of $4,267,482 set in 
the like period in 1958. 


Wallin Joins Simoniz 

David Wallin, formerly account 
research manager of J. Walter 
Thompson Co., Chicago, has joined | 
Simoniz Co., Chicago, as new prod- | 
‘ucts manager, a new post. 
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Anticipati 


People who anticipate seem to get the very best from each 


ye ; day. You know them. They strike you as quick and competent, 
i abreast of everything. They are bright-eyed, informed. 
- gary. You don’t catch these people looking over their shoulders, 
: gout A or wearing yesterday’s hat. 
: 4 It’s not surprising that people who look forward to life also look 
\ a | forward to LIFE. LIFE has their spirit; their same regard for the 
: oe I contemporary. People who anticipate know LIFE’s intuitive talent 
ie ok le FY for keeping ahead of the game. For them LIFE is alert, swift, aware. 
é ES Bat Anticipation is a fact of LIFE. One fact. The surest way to 
» . ‘ 5 sum it up is to say that for more than 32 million eager readers, 
ie LIFE is everything that’s new and now and in the present. - 
4 ee That’s why your advertising will perform well in LIFE. Call 
Fi your LIFE representative. He has all the facts of LIFE. 
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